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ABSTRACT 
INTRODUCTION 
Customer satisfaction, a business term, is a measure of how products and 
services supplied by a company meet or surpass customer expectation. It is 
seen as a key performance indicator within business and is part of the four 
perspectives of a Balanced Scorecard. 
In today's fast changing world. Businesses survive because of customers who 
are willing to buy products or services. However, some times businesses fail to 
"check in" with their customers, if they are happy or unhappy. What it will 
take to make or keep them happy. The answer may be available, if they 
measure customers' satisfaction level. There are different ways of obtaining 
customer feedback; what is needed to ensure an effective survey. 
With easy access to technology, the traditional feature and cost advantages are 
no longer relevant. Still, product and service quality provide an enormous 
opportunity to distinguish an organisation from the rest. 
Through customer satisfaction, an organisation hopes to achieve a range of 
objectives namely; higher sales revenue, growth in the customer base, 
retention of existing customers etc. Therefore, customer satisfaction is 
important today, as it was in the past. Marketers consider customer satisfaction 
and delight to be very crucial for the survival of the organisation. Practising 
customer delight is the name of the game. 
It is fair to assume that customer delight will lead to greater customer loyalty 
and retention. As such, customer delight is a higher playing field than 
customer satisfaction. In the process of delighting customers, it is important to 
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recognize that higher costs may have to be incurred. Therefore, a careful 
balance should be achieved between customer delight and the costs that have 
to be incurred in this process. It is very pertinent to remember that 'it is not 
customer delight at any cost'. 
THE PROBLEM 
Following the liberalization of the Indian economy and the introduction of 
financial sector reforms, the competitive climate in the Indian financial 
markets has been fast changing for the last few years. Ban.king is one of the 
key factors for all economic activities. In fact, banking activities are 
considered so vital for economic development of any country that any changes 
in its processes are deemed to have close repercussions on the economy of the 
country. 
It is a well known fact that those banks which have the ability to face new 
challenges absorb technology, withstand pressure on decreasing spreads, look 
for innovative products; can alone survive in the present scenario. Customer 
care is an integral part of Banks' marketing strategy. 
Banks have adopted many technologies to develop products and services to 
suit customer preferences of varied segments. Successful marketing of 
banking products & services is a prerequisite for organizational success. 
Every employee of a bank is required to develop a sense of belonging, a sense 
of worthiness, a sense of competence and a sense of responsibility. They 
should have a frame of mind full of positive attitude; have thorough 
information of all the products and service; have the skill of empathy, i.e. 
looking from customers' angle and not to complain against a complaining 
customer. It takes longer time and effort to get a new customer but it takes 
only few seconds to loose one. 
A pertinent question arises: what are the determinants that make customer 
service effective, i.e. which factors contribute most towards the physical, 
financial, intellectual, psychological and emotional, satisfaction of customers 
of banks. Is it the variety of deposit and credit schemes, high tech products 
such as ATM, ABB, internet banking etc, infrastructure facilities of a branch, 
prompt service rendered by the branch staff, interest and other service charges 
or a combination of one or two more of these inputs make a branch more 
effective and attractive to a customer. 
Some experts are of the view that branch manager is the key person in the 
banking matrix who, due to his/her abilities and competencies, influences 
other staff members on one hand and customers on the other. Many officers 
claim that it is they who take the lead in the all-round development of the 
branch more particularly rendering best customer service. The clerical staffs 
on the other hand claim that it is because of their efficiency and involvement, 
customer service is excellent in branches, which lead to overall improvement 
of branches. 
The quality, competence and character of branch staff may be the most 
significant factor influencing the quality of customer service and its 
contribution to business development of branch. 
International experiences and Indian research indicate that excellent customer 
service is largely due to branch based management and proactive support 
system from top management of banks. 
Under this scenario, it is of paramount significance to study the customer 
satisfaction level of various banking products and ser\'ices in banks in 
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India.With this objective in mind, the present research is conducted to study 
the above aspect in major banks in Uttaranchal state. 
JUSTIFICATION 
Despite the need and potential to improve customer service with a view to 
attract and retain customers, little empirical research has been done to 
ascertain the feelings and expectations of customers in our country in general 
and in Uttaranchal state in particular. Research focused on determining the 
variables influencing customer satisfaction level vis-a-vis staff motivation and 
staff involvement may ultimately contribute to banks' ability to retain 
customers for not only improving bottom line of banks, but also strengthening 
the banking system, which is an important tool for the growth of socio 
economic conditions of the public at large. 
REVIEW OF LITERATURE 
Survey of related studies helps the researcher in identifying the exact topic on 
which he/she wants to do research. It gives a clear picture of the related 
studies that have already been done. It enables the researcher to focus on the 
exact area on which he/she wants to do the work. Thus, a collection of 
research studies is a bird eye-view of the various allied researches that have 
taken at various places or even different countries, 
Abstracts of the research studies so collected are presented in broadly three 
sub headings: 
Studies on customer satisfaction in general 
Studies on customer satisfaction in service organizations 
Studies on customer satisfaction in banking 
The related studies of the present research have been given under both theme-
wise and in chronological order. 
The present study aims at finding the role functions of customers, staff 
members of banks especially public sector banks in rendering highest level of 
customer satisfaction. Therefore, the researcher's task has been to locate 
studies pertaining to these parties. 
RESEARCH METHODOLOGY 
Research Design: 
The present study seeks to find out the determinants of the effective customer 
service and their relative contribution in banks' business parameters (both 
financial and non-financial) and also in the proper deployment and 
development of human resources in banks. This requires the views, 
observation and expectations of both the customers and all the three categories 
of staff such as branch managers, officers and clerks. Besides, it is alsoy 
pertinent lo study the relationship of opinions expressed by the three 
categories of staff as well as that of customers. The present study falls under 
the category of descriptive research. 
Research gap: 
As detailed in previous chapters, fairly a good number of researches have been 
done in the field of customer service, customer satisfaction in banks and also 
in other related natters such as product development, distribution, pricing, 
marketing, human resources etc. These surveys are carried out both in and 
outside the country by different banks, financial institution and outside 
agencies. From these studies, it is observed that there is lot of gaps exist 
between the expectations and views of customers on one hand and products 
and service delivery by banks on the other hand. Also there exist many socio-
cultural-economic aspects quite specific and relevant from the viewpoint of 
customers as well as banks. Many of these issues are either not addressed so 
far or to a little extent. These can be summarized as; (a) Issues that have been 
covered by previous studies, as explained above 
• -Payment mechanism to be fast 
• -Speedy disposal of complaint 
• -Product quality, price (interest, service charges) 
• -Customer education 
• -Customer commitment 
• -Customer loyalty 
• -Redressal of grievances 
• -Customer committee and staff committee 
Technology up-gradation: ALPM, TBA, CBS, E-see banking, ATM, 
Online banking 
Marketing of products and services 
Retail banking 
Proactive-ness of top management for customers 
Proactive-ness of top management for staff 
Proactive-ness of branch staff of all cadres 
Well behaving front-line staff (clerks) 
Improving HR system 
(b) However, the researcher has come across either very 'little' or 'nil' study 
in certain areas and these are: 
• Views of staff members regarding top management's concern 
regarding their proper placements, incentives, motivation aspects 
• Customer's choice and preference of type of 'deposits', 'loans' and 
'services' product. 
• Customer's views on the qualitative aspects of supervisory and 
clerical staff 
" Customer's views on the infrastructure available in branch; such as 
premises, security, parking space, drinking water etc 
" Customer's views on banking holidays available 
" Customer's views on adherence to 'time norms' for completing 
different transactions 
• Staff member's views on adherence to 'time norms' for completing 
different transactions 
• Customer's views on interest and other service charges levied by 
banics for different transactions 
• Speedy disposal by branch staff on certain basic banking; such as 
opening of accounts, renewal of fixed deposits, replying to letters of 
NRE customer etc 
• Customer's views on benefits of technology such as ATM, ABB, 
CBS, e-banking, single window etc. 
• Overall satisfaction of customers on three different types of banking 
products; deposits, loans and services 
• Opinion of customers (intra opinion) based on the period of their 
experience in banking 
• Opinion of staff (intra opinion) relating to three broad categories: 
branch manager, officer and clerk 
Apart from above, particularly in Uttaranchai state, very little or no research 
on all the above-mentioned aspects has been done. 
The present research is a humble attempt to cover the gaps in the previous 
studies made as enumerated above. 
RESEARCH OBJECTIVES 
The relevance of this research is both from banking (bank as well as customer) 
and academic point of view. The study particularly focuses on customers and 
bank stafFof major commercial banks in Uttaranchai state. 
To accomplish the research purpose, the following objectives have been 
formulated. The researcher would endeavour to find out; 
1. Likes, dislikes, expectations, needs, views, grievances of the customers 
regarding various types of banking products & services. 
2. Involvement of staff members to meet the ever-increasing needs and 
expectations of customers. 
3. To find out Concern and proactive-ness of Top management of banks 
in meeting the expectations of customers 
4. Concern and proactive-ness of Top management of banks in 
streamlining the work force to render effective customer service 
5. The determinants that facilitates customers' satisfaction. 
6. Various determinants that help staff members achieve higher level of 
customers' expectation. 
7. The various determinants those help top management of banks as well 
as other policy makers such as Reserve Bank of India and Finance 
ministry to enhance customer satisfaction to optimum level. 
8. Relationship of opinion among three categories of bank staff (branch 
managers, officers and clerks) on different banking and non- banking 
parameters. 
9. Relationship of opinion among customers depending on their period of 
banking experience, on different banking and non- banking parameters 
10. The relationship of opinion between bank staff and customers on 
various banking and non-banking parameters. 
11. The opinion of customers regarding the qualitative aspects of different 
categories of staff members of banks, in meeting the desired level of 
customer satisfaction. 
12. To suggest remedies for improving customers satisfaction at branch 
and bank level. 
Hypotheses of study 
After establishing objectives of the study, the next step is to formulate 
hypotheses, so as to find out the causes or possible explanations for the 
problem. The process of establishing hypotheses is an important step in the 
research process because any conceivable pertinent hypothesis is the basis for 
tracing out the possible causes of the problem. Accordingly, there are sixteen 
hypotheses are formulated and verified in the present research work. These 
include following aspects: 
o The necessity of marketing of banking products and services for 
improving customer satisfaction level in banks 
o Effect of customer service to business growth at branches 
o Customers' satisfaction level in respect of various deposits products in 
banks 
o Customer satisfaction level in respect of various loan products in banks 
o Customers' satisfaction level in respect of various 'services products' 
(non financial products) in banks 
o Promptness of responses to NRE customers at branches 
o Level of customer service after computerizations 
o All types banking facilities to customers at a "single counter" in branch 
o ATM/ABB services offered by banks and the level of satisfaction 
derived 
o Participation in 'customers meet" organized by banks and 
implementation of tlieir suggestions 
o Infrastructure facilities such as location, accessibility, parking facility 
and suitability of branch premises 
o The upkeep and ambience of branch premises. 
o Availability of various amenities in branch premises; like drinking 
water, resting chairs, writing table etc 
o Opinion of three categories of staff (branch managers, officers and 
clerks) regarding staff meetings at branches and implementing the 
suggestions made in the meetings 
o Staff members, as the source of imparting information to customers 
regarding various types of'loan' and 'service' schemes available in 
banks 
o Overall customer satisfaction level in banks 
Variables of the study 
Variables are the conditions or characteristics that the researcher manipulates, 
controls or observes. These variables should be operationally defined so that 
hypotheses can be tested. The researcher specifies what operations were 
conducted or test used to measure each variable. 
There are three types of variables: 
(i) Independent variables are the conditions or characteristics that the 
researcher manipulates or controls in his attempt to ascertain their 
relationship to observe phenomena. 
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(ii) The dependent variables are the conditions or characteristics that 
appear, disappear or change as the researcher introduces, removes 
or changes independent variables, 
(iii) The intervening or the extraneous variables are those variables, 
which put barriers in the way of independent variables and because 
of which it becomes difficult to study the effects on dependent 
variables accurately. If intervening variables are not controlled 
properly, the results of the research become inaccurate. 
Independent variables of the study - These are the attempts on the part of 
branch managers, officers, clerks and top management for achieving total 
excellence in customer service 
Dependent variables of the Study - Dependent variables are the outcomes of 
the contribution of various groups viz. the branch managers, officers, clerks 
and top management in achieving the desired level of customer satisfaction. 
It has been seen how much each group contributes against its expected 
contribution towards achieving desired level of customer satisfaction. 
Intervening variables of the study - The various impinging factors may be the 
outside disturbance that can disrupt the growth under which the various groups 
are contributing their respective share. Such elements like the political 
system; environmental factors, government policy, messengers, industrial 
relations climate etc. were controlled administratively. Another extraneous 
factor is the trade unions. These variables can accelerate customer service in a 
branch or otherwise. 
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Sample of the study 
(i) Selection of districts: 
Uttaranchal state has total 13 districts, 7 in Garhwal mandal (division) and 6 in 
Kumaon mandal (division). To have a fair coverage of the state, the researcher 
selected 7 districts (54 % of total districts), 4 in Garhwal rnandal (57 % of 
Garhwal mandal) and, 3 b Kumaon_rnaadal.( 50 % of Kumaon mandal). 
These seven districts are Dehradun, Hardwar, Tehri, Pauri, Almora, jjainital 
and Udham Singh Nagar. Banking business in these seven districts constitutes 
about 90.5 percentage of the total business of the state. These seven districts 
have total 894 bank branches, which are about 78.8percentage of the total 
branches in the state. Even from other aspects such as population, literacy, 
employment, trade, industries and business point of view, these seven districts 
have more than 75 percentage shares in the whole of the state. Hence, these 
seven districts may be said to be the true representation of the whole state 
(population) for this study purpose. 
(ii) Selection of banks: 
The state has total 39 banks-(23 nationalized banks, 3 regional rural banks, 2 
cooperative banks, 11 private banks). 
These banks have total 1135 branches (694 of nationalized banks, 167 of 
regional rural banks, 218 of cooperative banks and 56 of private banks). The 
researcher has selectedJ0^^^^s^25^ % coverape); eight nfl|j{>pali<;fta-banks 
one^ regional rural bank and one private bank. These ten banks have 676 
branches, which are about 59.55 percentages of total branches in the state. 
These ten banks' total business is Rs.26851 Crores and this amounts to 75.92 
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percentage of the total business of all banks. List of these banks are given in 
Annexure-17. Hence these ten banks may be taken as the true representative of 
all banks in the state. 
(iii) Selection of branches: 
Out of total 1135 branches of all banks in the state, the number of rural, semi 
urban and urban branches in the state are644, 285 and 206 respectively and 
their percentage to total is 57 percentages, 25 percentages and 18 percentages 
respectively. On the other hand, the researcher has selected 10 banks, their 
total branches in the state is 676; the share of rural, semi urban and urban 
branches are 409,177 and 90 respectively and their percentage to total is 
61 percentages, 26 percentages and 13 percentages respectively. 
Out of 72 branches, selected by the researcher as sample for this study v 
purpose; the share of rural, semi urban and urban branches being 29,23^and 
20 respectively; theirpercentages are 40, 32 and 28 respectively. Also these 
branches are having adequate coverage of small, medium, large and extra 
large category. 
(iv) Selection of staff members: 
All banks in Uttaranchal state have in total 8690 staff members (1135 branch 
managers, 2065 officers and 5400 clerks). Out of these; total staff" strength in 
these 72 branches is 677 (72 branch managers, 170 officers and 435 clerks). 
Out of these 677 staff members, 350 staff members are randomly selected as 
follows: 
Branch managers- 72 (out of 72 branch managers available in the sample) 
Officers- 13J^ (out of 170 officers available in the sample) 
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Clerks- 147 (out of 435 clerks available in the sample) 
Out of 350 staff members taken in the sample, 65 members are JronLXural 
branches, 114 are from semi urban and 171 are from urban branches. Their 
percentages are 19, 32 and 49 respectively. 
It may be pertinent here to mention here that, the staff strength in branches has 
considerably gone down, after the last VRS (voluntary pension scheme) in 
2000; wherein about twenty percent of staff in all banks has been retired under 
VRS; and practically no inflow of fresh staff members made in banks. This 
has drastically reduced manpower especially in rural branches; where the staff 
strength in average has been reduced to 4(branch manager, one officer and two 
clerks). Therefore, the researcher could not get adequate respondents in rural 
branches and has to compensate from urban and semi urban branches. 
(v) Selection of customers: 
There is no confirmed data available regarding the number of 'bank 
customers', Uttaranchal state has. However from the latest SLBC (State level 
bankers' committee) data released in November 2006 and from discrete 
enquiry made by the researcher, the followings are the available data in this 
respect: 
Total number of deposit accounts- 55, 21,065 
Total number of loan accounts- 8, 19,134 
Total number of accounts (both deposit and loan) = 63, 40,199 
Average number of accounts, a customer has in a bank: 5 accounts 
Therefore, the total number of customers in Uttaranchal state is around 12.68 
lakhs. 
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In the above-mentioned trend, it can be said that these 72 sample branches 
have about 80.24 thousands customers with them. It was a pretty difficult task 
for the researcher to select 343 customers from them, in average six to seven 
customers per branch. With the help of concerned branch manager, local block 
development officer and local village head ('gram pradhan'), the researcher 
selected_343 custonTgrson simple random basis. They comprise various age 
group, occupation, trade, industries, student, professionals, non-resident 
Indians, pensioners, senior citizens etc. 
Ill short, the researcherselected the sample of 350 staff members (Tg^ranglL 
managers, 131 officers, 147 clerks) and 343 customers related to 72 branches 
of ten banks in seven districts of the state. And this sample may well^e_ 
construed to be the true representation of the entire population of the state. 
Procedural Stages: 
A planned procedure facilitates the conduct of the study. It guides the 
researcher what to do, how to do and when to do. The procedural steps have 
been outlined as follows: 
Identifying the customer service determinants - The researcher identified 
the major the customer service determinants on the basis of his experience as 
an officer and branch manager in a nationalized bank for more than three 
decades. Then these were discussed and corroborated by educational experts, 
customers, other officers, bank staff, senior bankers, academicians, faculty 
members of staff colleges of many banks, government officials, RBI and 
NABARD executives etc. 
16 
He developed an interview schedule in respect of the open-ended questions of the 
Questionnaires (Customer's Views and Expectations Questionnaire CVEQ-A and 
Staff member's Views and Expectations Questionnaire: SVEQ-B), which was 
administered to sample customers, branch managers, officers, clerks and 
customers for finding out the customer service determinants. 
Developing tools for the study - As described earlier, various tools viz. CVEQ-
A, SVEQ-B and interview Schedules were developed. 
Establishing reliability and validity - The reliability and validity of each tool 
was established in consultation with experts. The statistical techniques were also 
used for establishing reliability and validity of the various questionnaires. These 
tools were put to vigorous use for collecting the data, the details of which are 
given in the latter part of this chapter. 
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FINDINGS 
Perception of staff members of banks 
1. The combination of 'Savings bank, Current account and Term deposit' 
constitutes the most sought after deposit portfolio of branches. 
2. Collection of bills (including cheques, drafts etc) is the most preferred 
'Services' business at branches; next being 'Lockers' and then 
'remittances". 
3. Term loan is the most preferred 'Loans and advances' at branches; 
next is 'Home loan' and then 'Overdraft facilities'. 
4. The main reason for a customer choosing a branch is 'speedy disposal', 
i.e. prompt handling of the matter. The other important reasons are 
'staff cooperation, and then 'proximity' i.e. nearness of the branch 
from the customer's place. 
5. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about conducting staff 
meeting regularly. 
6. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about implementing the 
suggestions given in the staff meeting. 
7. Fairly a good percentage of staff members (37.7 %) say that, staff 
meetings are not held in branches regularly. The main reason stated by 
the respondent staff for not having 'staff meeting' is 'non-availability 
of time (53%)'. Other reasons are 'manager does not convene the 
meeting (23.5%) and 'staff not interested (23.5%). 
8. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerics) about conducting 
customers meeting regularly. 
9. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about implementing the 
suggestions given in the customers' meeting. 
10. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about the necessity of 
marketing of products and services to improve customer service. 
11. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about the linkage between 
customer satisfaction and business parameters of the branch. 
12. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about overall customer 
satisfaction at branch level. 
13. There is significant difference in the opinion between branch managers 
and clerks about top management's concern for improving customer 
satisfaction at branches. 
14. None of the five important Goipuria committee recommendations 
(such as; Time norms, dishonored instruments, complaint box and 
register, compensation for delayed collection and exchange of soiled 
and mutilated notes) are being complied perfectly. 
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Customers' perception 
1. 'Savings bank' is the most sought after 'deposit' portfolio in branches. 
Next important portfolio is the combination of 'savings bank account and 
term deposits.' Following these is the 'current account. 
2. 'Collection of bills' (including cheques, drafts etc) is the most preferred 
'Services' business at branches; next being 'ATN4/ABB' and then 
'Lockers' and then 'remittances". 
3. Home loan is the most preferred advances portfolio in branches. Next is 
the term loan and then 'auto loan'. 
4. 'Friends' are the main source of introduction of bank accounts and next are 
'staff members'. 
5. 'Savings' is the main reason for opening accounts, next is 'to avail loans 
and other facility'. 
6. There is no significant difference of opinion among the three categories of 
customer (depending upon the period of banking experience) regarding 
their experience at the time of opening of accounts including availability 
of accounting opening forms etc. In other words, with banking becoming 
hi-tech, there is no improvement in formalities of the basic banking 
function i.e. opening of account. 
7. In contrary to the past, at present the customers are promptly receiving the 
'renewal notice' for renewing the matured deposits. 
8. Only 37 percentage of deposit customers say that their deposits are 
renewed automatically, without reminding or requesting the bank. This 
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means, still majority of customers(63%) do nor get this service from 
banks.. 
9. Only 37 percentage of deposit customers say that the overall satisfaction in 
respect of deposits accounts is 'excellent'. In other words, majority of 
depositors do not feel that the service is 'excellent'. 
10. Majority of customers (52.8%) say that they are able to know about 
various 'services' (non financial products) of banks, through bank staff 
only. However, there is significant difference of opinion among the three 
categories of customers (depending upon the period of banking 
experience) on this. Contrary to the past, at present less percentage of 
customers get the information from 'staff. It means, still 'staff members 
of banks' act as a major source of conveying various types of 'services' 
available in banks. This is a very positive aspects in favour of bank and 
probably this is the main reason for banks particularly public sector banks 
in India not being very much aggressive in advertisement for banking 
products and services. Yet another point worth mentioning here is that the 
customers feel that staffs at present are less helpful and less 
communicative than the earlier staff in rendering advice on various 
'service' facilities available in banks. This is certainly not desirable and 
the attitude has to be improved. 
11. 'Speedy disposal' is the main reason for choosing any branch or bank. 
Next important reason is 'proximity'. 
12. Only 36 percentage of customers availing various 'service' facilities say 
that the overall satisfaction in respect of 'services' is 'excellent'. In other 
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words, majority of customer (64 %) availing 'service' facilities from banks 
are dissatisfied. 
13. Majority of customers (50.7%) say that they are able to know about 
various 'loans and advances' (financial products) of banks, through bank 
staff. Next important source is 'existing customers'. 
14. Customers choose a branch for loan purpose mainly because of 'existing 
connection'. Next important reason is 'easy formalities'. 
15. Majority of customers (69.0 %) say their loans are processed with 'slight 
delay' eind 'much delay'. 
16. Seeking piece meal information is the main reason for delay in sanction of 
loans. 
17. Only 36.2 percentages of respondent customers are able to avail all 
banking facilities in the 'single counter'. This implies that, with all 
technological up-gradation in banking such as TBA and CBS; still 
customers are going to different counters for different jobs, as was requires 
in past. 
18. Only 23 percentages of customers avail ABB and ATM facility in banks. 
19. Regeirding effect of computerisation on customer service, 41.6 percentages 
of respondent-customers say 'excellent'. 
20. Majority of respondents (50.1%) says that upkeep and ambience of branch 
premises is 'good'. 
21. Fifty-one percentages of customers says they are aware of the periodic 
customer- meetings. Of them only 21.6 percentage customers attend such 
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meetings and only 19.9 percentages of customers (attending the meeting) 
say that their suggestions are implemented fully. 
22. Majority of customers say that they get loan less than their requirement. 
23. Majority of customers say that rate of interest on loans are high and more 
than their expectations. 
24. Nearly eighty percentages (79.9%) of respondents say that procedure for 
availing loan is 'time consuming' and 'cumbersome'. 
25. Majority of the respondent (58.8%) say that they are willing to avail the 
next loans from the same bank. 
26. Those wish to shift to other bank (for availing loans) say that the reasons 
for such decisions are 'better terms & conditions, and interest rates'. 
27. Sixty-two percentages of respondents rate the overall satisfaction 
regarding 'loans' portfolio in banks as 'poor'. 
28. Major causes of dissatisfaction regarding loan matters in banks are 'undue 
delay' (68.4%) and 'cumbersome formalities (77.8%). 
Perceptions of top management of banks 
As detailed in earlier chapter, the researcher used open-ended and structured 
interview schedule to get the responses from top management of various 
banks. For this the researcher randomly selected fifty top executives from the 
ten banks, taken for this study. The executives comprise of chairman and 
managing director, executive director, general manager, deputy general 
manager and assistant general managers. The summary of the interview with 
the top executives of banks are furnished below: 
1. Banks give maximum importance for best customer service. In fact, the 
objective is to achieve customer loyalt>' and customer commitment. 
2. Banics are making huge investment in technology with the main aim of 
rendering hassle free and prompt customer service. 
3. For handling of customers grievances: all banks have exclusive department 
at corporate office level, headed by a General Manager, who functions in 
direct coordination with CMD, and ED. 
4. A customer can send complaint even by e-mail to CMD, MD, ED and not 
only they will send acknowledgem.ent immediately, but also will take all 
possible steps to sort out the complaint/ grievances within the time frame. 
5. Customer education: through letters, posters, citizen charter, customer 
meet and periodic meetings at branch and higher office level. 
6. Quarterly customer meet is mandatory now at branches. During the visits 
to branches, executives from bank. RBI and NABARD, are required to 
meet customers at the branch and sort out problems if any, then and there. 
7. Even officials from Finance Ministn.- and Parliamentary committee also 
visit branches and meet customers to redress their grievances. 
8. Expectations of customers are sky-high. There is unprecedented 
competition among banks (PSB, private and foreign banks) to attract and 
retain customers. The level of service must exceed the expectations; then 
only customers will 'stay' and may help banks to get new customers and 
new business connections. 
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9. Banks do give thrust on 'satisfaction' of internal customers i.e. employees 
of all cadres. Banks take all steps to motivate staff members by giving 
proper placements, incentives, training and retraining etc. 
10. Banks give more emphasis to product development and marketing of 
products and services to attract and retain customers. Presently banks have 
host of new products such as bancassurance, mutual fund, gold etc. 
11. Unions and associations in banking sector do have a very positive role in 
influencing/ convincing staff members to realize extending exemplary 
service to customers. Bank managements are taking all steps to involve 
trade unions to take a proactive role in motivating the staff members for 
imparting best customer service. 
CONCLUSIONS: ANALYSIS OF HYPOTHESES 
The present study was undertaken to find out different variables responsible 
for improving customer satisfaction level in banks. The data was analyzed; 
and interpretation led to the findings. The discussion reveals the following 
findings, which are answer to the Hypotheses, which were formulated before 
the study was undertaken. 
As explained in earlier paragraph, the researcher has formulated total sixteen 
null hypotheses. Of these, eleven hypotheses are accepted and five are 
rejected. 
The hypotheses, those are rejected are: -
o The necessity of marketing of banking products and services for improving 
customer satisfaction level in banks 
o Customer service is linked to business growth at branches 
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o Infrastructure facilities such as location, accessibility, parking facility and 
suitability of branch premises 
o Opinion of three categories of staff (branch managers, officers and clerks) 
regarding staff meetings at branches and implementing the suggestions 
made in the meetings 
o Staff members, as the source of imparting information to customers 
regarding various types of'loan' and 'service' schemes available in banks 
The hypotheses, those are accepted are: -
o Customers' satisfaction level in respect of various deposits products in 
banks 
o Customer satisfaction level in respect of various loan products in banks 
o Customers' satisfaction level in respect of various 'services products' (non 
financial products) in banks 
o Promptness of responses to NRE customers at branches 
o Level of customer service after computerizations 
o All types banking facilities to customers at a "single counter" in branch 
o ATM/ABB services offered by banks and the level of satisfaction derived 
o Participation in 'customers meet' organized by banks and implementation 
of their suggestions 
o Upkeep and ambience of branch premises. 
o Availability of various amenities in branch premises; like drinking water, 
resting chairs, writing table etc 
o Overall customer satisfaction level in banks 
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RECOMENDATION 
The educational research in improving customer service in banks is 
indispensable not only for the growth of business of banks or share holders' 
value but also is quite significant and of paramount importance for 
development of common people in particular and economy in general. 
The present research is an effort not only for improving the customers' 
satisfaction level in banks; it also attempts to find out other factors such as 
staff members job profile, motivational aspect, views, aspirations; and also the 
expectations of and from the top managements of banks in this regard. The 
present study has been confined to 72 branches (in rural, semi urban and urban 
centres) of 10 banks in 9 districts of Uttaranchal state. There are many other 
allied areas in which further research may be done. Some suggestive areas of 
research in this field are: -
o The role of various 'interested groups' in motivating branch staff members 
in improving customer service, (such as unions, association etc). 
o Accelerating the contribution of various groups for improving customer 
satisfaction level. 
o Relative effectiveness of various 'interested groups' in improving 
customer satisfaction level. 
o Enhancing staff members' competence in meeting the growing 
expectations of customers. 
o Marketing as a tool for increasing customer satisfaction level, 
o Increasing the awareness of customers on various products and service in 
banks. 
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o The case study of different types of banking products and services 
available in different banics. 
o Developing tools for measuring contribution of various groups in 
achieving increased customer satisfaction level. 
o The present study was undertaken for measuring customer satisfaction 
level in a few banks in Uttaranchal state. Similar studies can be taken up 
for other banks and other places. The present study was confined to five 
determinants namely customers, top management, branch managers, 
officers and clerks. A few other determinants like community, 
infrastructure and government etc can be included in the study. 
The message for the staff members is that they should be more professional in 
identifying the nature of customers' needs and expectations; and give them 
their best. The message for the Top management of banks as well as for the 
RBI and Government is that they should focus more on devising customer 
friendly and customer centric products and ensure that the staff members are 
truly trained, motivated and properly placed to deliver exemplary customer 
service and surpass the expectations of customers. 
LIMITATION OF THE STUDY AND DIRECTIONS FOR FUTURE 
RESEARCH 
The present research has following limitations: 
Uttaranchal state is quite different from other states in many respects such as 
demography, social system, cultural milieu and economic conditions. The 
findings obtained here may not be fully applicable elsewhere. 
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-The sample size is another limitation. There are thirteen districts, 39 banks 
and 1135 branches in the state of Uttaranchal but the present study is confined 
to 72 branches of 10 banks in 7 districts of the state. As the sample banks have 
a major share of banking business in the state, the present study can be said to 
be fair representation of the whole state. For this study the sample size is 343 
customers and 350 staff members from 72 branches of 7 banks. This number 
is too small compared to the population of the study that is the total bank 
branches of the state. Hence, the conclusion drawn in this study may not be 
generalized fully and shall be applicable to the entire population. 
-The samples selected in this study are non-probability sampling. As such, 
non-probability sampling cannot be fully relied upon. 
Though the researcher himself is a professional banker, having many 
advantages however, this in itself is a limitation personal biases might have 
crept into the study. 
-There are always constraints of time and financial resources. These 
limitations might have affected the nature and quality of the findings. 
The present research is an effort not only for studying the factors responsible 
for improving the customers' satisfaction level in banks; it also attempts to 
find out other factors such as staff members job profile, motivational aspect, 
views, aspirations; and also the expectations of and from the top managements 
of banks in this regard. 
There exists vast scope for further study in this field. 
The present study pertains to Uttaranchal state only and that too, on a small 
sample, however, there remains scope for study in following respect; 
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Study can be made on a larger sample of customers and bank staff. 
An all India survey would provide substantive results. 
A study bank-wise can also be considered an option. 
Similarly, study on specific customer segments and specific product also opens an 
opportunity for research. 
A study can also help if it is done state-wise. 
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PREFACE 
Banking sector world over is witnessing fierce competition for resources and 
quality assets. The need of the hour, therefore, is to build up effective business 
management systems to meet these emerging challenges. One effective way of 
meeting these challenges is to offer innovative value-added services. Today, 
banking industry in India is in its most challenging phase. The number of 
financial intermediaries is poised to increase, generating more competition for 
business. Some domestic players may opt for a strategic tie up with banks abroad 
to have the benefit of a global presence, better credit rating and risk management 
systems. But the cutting edge in the service industry like banking industry will be 
the capabilities and competencies to provide superior value to the customers. 
Banking is, and for the long time to come will remain a customer oriented 
business; customer is the business. Gaining and keeping customer loyalty through 
customer satisfaction efforts is the 'mantra' of today's bankers. Improving 
external-customer's satisfaction by improving the satisfaction of internal-
customers (i.e. staff), is the strategy, all banks are focusing now. There must be a 
commitment to excellence and a willingness to put the 'customers' first. With this 
scenario, it is of paramount importance to ascertain customer satisfaction level in 
banks. The present study is an attempt in this direction to study customer 
satisfaction level for various products and services in major banks with special 
reference to Uttaranchal state. 
The thesis has been divided into eight chapters; the first Chapter is an introduction 
to this study, here in firstly, an brief account of changes in business scenario and 
the need to focus on augmenting customer satisfaction is covered; followed by 
definition of problem, justification, research objectives, variables of study, 
limitations of study. 
The second chapter deals with an overview of Indian banking system covering 
origin and evolution of banking in India, commercial banks in India, various 
socio-economical schemes and systems undertaken by them. The third chapter 
deals with 'customer service', which include handling customers' grievances, 
study on customer service in banks, customer awareness, various committees, 
panels, and acts governing customer service in India. The fourth chapter gives a 
brief account of demographic and socio-economic, financial data of Uttaranchal 
state. The fifth chapter deals with review of literature covering various studies 
made in different categories; broadly in three heads; (i) customer service in 
general,(ii)customer service in service organizations, (iii) customer service in 
banking industry. The sixth chapter focuses on research methodology. This 
chapter covers problem definition, research gap, research design, objectives of 
study, and limitations of study, hypotheses, sample and sampling techniques. This 
chapter also covers details of various tools used in this research, their 
construction, testing and validity. The seventh chapter deals with data collection 
and a analysis and interpretation of data. The eighth chapter deals with findings, 
conclusions and recommendations. The perceptions of customers, staff and top 
management of banks as interpreted from the analysis of data (in previous 
chapter) are given in 'findings". The specific findings in respect of the stated 
hypotheses and their comparison with available research material; are given in 
'conclusions'. This chapter also states limitations of current study and some 
suggestive areas in which further research can be done. The latter is fiimished in 
the sub heading 'recommendations'. I would like to emphasize that in this study 
an attempt is being made to understand the real issues concerning customer's 
expectations & grievances and compliance by banks in a totally different 
perspective. 
R.K. Mohanty 
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ABB: - Any branch banking. 1[ jCi-i-**-^ ^ 
ACSI: - American Customer Satisfaction Index. 
ALPM:-Automated ledger posting machine. 
ATM:-Automated Teller Machine/ Any Time Money. 
Bank, banker:-A banker or bank is a person or a company carrying on 
the business of receiving money and collecting drafts for customers 
subject to the obligation of honouring cheques drawn on him by the 
customers to the extent of the amounts available in their accoimts. 
Banking: - Banking means the accepting, for the purpose of lending or 
investment, of deposits of money from the public, repayable on 
demand or other wise and withdrawal by cheque, draft and order or 
otherwise. 
BO: - Banking Ombudsman. 
Branch or branch office:- hi relation to a 'bank' means any office, 
whether called a pay office or sub-pay office or by any other name ,at 
which deposits received, cheques encashed or moneys lent, and other 
form of business carried as per the Banking Regulation act 1949. 
CAD: - Command Area Development.. 
CBS: - Core Banking Solution. 
CEM: - Customer Experience Management. 
CEO: - Chief Executive Officer. 
CMD: - Chairman and Managing Director. 
CRM: - Customer Relations Management. 
Customer: -A customer is a person, who has an account with the bank 
and whose dealings with the bank are in the nature of banking 
business. 
DRI: - Differential rate of Interest. 
ED: - Executive Director. 
FI: - Financial Institutions. 
FIFO: - First In First Out. 
Foreign banks: - Banks with foreign origin and operating in India. 
GSDR:-Gross State Domestic Product. 
HNI: -High Net worth Individuals. 
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IBM: - International Business Machine. 
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IRDP: - Integrated Rural Development Programme. 
KYC: - Know Your Customer. 
LIFO: - Last In First Out. 
MF: - Mutual Fund. 
MNC: - Multi National Corporation. 
NACER: - National Applied Council of Economic Research. 
National bank or NABARD:-It means the National Bank for 
Agriculture and Rural Development established under section 3 of the 
National Bank for Agriculture and Rural Development Act 1981. 
NBFC: - Non Banking Financial Institution. 
NGO: - Non-Govenunental Organisation. 
NIBM: - National Institute of Bank Management. 
NPA: - Non-Performing Assets. 
NSDP: - Net State Domestic Product. 
Population group-wise classification of branches: -Rural, semi urban, 
urban, metro and port town. All bank-branches in India are classified 
into these five categorizes, depending on their location. 
Private sector banks: -Private sector banks consisting Indian private 
sector banks (which can be sub-divided into two i.e. banks existing 
prior to 1991 and the banks established after 1991). 
PSB or Public Sector Banks: -Public Sector Banks include the State 
Bank of India, its Associate Banks and Nationalized Banks. 
PSU: - Public Sector Undertakings. 
RBI, Reserve Bank of India: -Central banking authority in India, 
constituted under section 3 of the Reserve Bank of India act, 1934 (2 
of 1934). 
RRB, Regional Rural Bank: - It means a regional rural bank 
established under section 3 of the Regional Banks Act, 1976 (21 of 
1976). 
SB, CD, and FD: -Savings bank, current account, fixed deposits. 
SBI: - State Bank of India. 
SCM: - Supply Chain Management. 
SEBI: - Securities and Exchange Board of India. 
SFDA: - Small Farmers Development Agency. 
SHG:-Self Help Group. 
Size-wise classification of branches: -Depending upon their volume of 
business, branches are put into five groups: small, medium, large, 
extra large and exceptionally large branches. 
SLBC: - State Level Bankers Committee. 
SME: -Small Medium Enterprises. 
SSI: - Small Scale Industries. 
TBA: - Total branch automation. 
Top Management: -Chairman, Managing Director, Executive 
Director, General Managers and Regional heads are considered as 
'top management' of the bank. 
TQM: - Total Quality Management. 
TRV: - Total Relationship Value. 
TRYSEM: - Training for Rural Youth for Self-Employment. 
Ill 
Annexure-1 
Annexure-2 
Annexure-3 
Annexure-4 
Annexure-5 
Annexvire-6 
Annexure-7 
Annexure-S 
Aiinexure-9 
Annexure-10 
Annexure-11 
Annexure-12 
Annexure-12 (A) 
Annexure-13 
Annexure-14 
Annexure-15 
Annexure-16 
Annexure-17 
Annexure-18 
Annexure-19 
Annexure-20 
LIST OF ANNEXURES 
Banking Ombudsman Scheme, 2006 
Goipuria Committee Recommendations 
Kaldate panel on customer service in banks 
Banking codes and standards board of India 
Social banking 
Retail Banking 
Universal banking 
Customer relationship management 
Relationship banking 
"Know Your Customer" 
Questionnaire-CVEQ-A 
Questionnaire-SVEQ-B 
Letter to Respondents 
Interview schedules for top management of banks 
List of Public sector banks 
List of Private sector banks 
List of Foreign banks operating in India 
District wise statistics in Uttaranchal state 
Bank wise statistics in Uttaranchal state 
Districts covered in the survey in Uttaranchal state 
Banks covered in the survey in Uttaranchal state 
IV 
LIST OF TABLES 
Table No. 
TABLE-6.1 
TABLE-7.1 
TABLE- 7.2 
TABLE- 7.3 
TABLE-7.4 
TABLE-7.5 
TABLE-7.6 
TABLE-7.7 
TABLE- 7.8 
TABLE-7.9 
TABLE- 7.10 
TABLE-7.11 
TABLE-7.12 
TABLE-7.13 
TABLE-7.14 
TABLE-7.15 
Title of Table 
Validation of test items 
Popular 'deposits' portfolio (combination of products) in 
branches 
Popular 'service' portfolio (combination of products) in 
branches 
Popular 'advances' portfolio (combination of products) 
in branches 
Reason for choosing a branch 
Compliance of five important recommendations of 
Goipuria committee 
Relationship (correlation coefficient) of VI8 with 
V17andV24AwithV17 
Relationship (correlation coefficient) among different 
variable of attributes of respondents. 
Effect of computerisation on customer service 
Conducting staff meeting regularly 
Reason for not convening staff meeting 
Implementing the suggestions made in the staff meeting 
Conducting customers' meeting regularly 
Implementing the suggestions made in the customers 
meeting 
Necessity of marketing of products and services to 
improve customer satisfaction level 
Relationship between customer satisfaction level and 
business growth, profitability and NPA Management 
Page Nos. 
170 
181 
182 
183 
184 
185 
186 
190 
191 
193 
193 
195 
196 
197 
199 
200 
TABLE-7.16 
TABLE-7.17 
TABLE-7.18 
TABLE-7.19 
TABLE-7.20 
TABLE-7.21 
TABLE-7.22 
TABLE-7.23 
TABLE-7.24 
TABLE-7.25 
TABLE-7.26 
TABLE-7.27 
TABLE-7.28 
TABLE-7.29 
TABLE-7.30 
TABLE-7.31 
TABLE-7.32 
Comparison among customer satisfaction, top 
management's concern to improve customer satisfaction 
level and qualities and amenities provided to staff for 
rendering effective customer service 
General profile of the respondents 
Popular "Deposits" portfolio (combination of products) 
in branches 
Popular "service" portfolio (combination of products) in 
branches 
Popular "Advances" portfolio (combination of products) 
in branches 
Introduction to deposits accounts 
Reasons for opening account 
Experience at the time of opening of accounts 
Availability of forms etc for opening of accounts 
Regarding notice for renewal of fixed deposits 
Comparison of "responses of banks in sending renewal 
notices for term deposits" with "period of banking 
experience" 
Renewal of fixed deposits 
Responsiveness to NRI Customers (V20) 
Overall satisfaction in respect of 'deposit accounts' 
Awareness of'services' facilities of banks 
Comparison of 'awareness of 'services' facilities through 
staff (V23A) with 'period of experience in banking 
(VI l)/period of banking habits 
Comparison of 'awareness of 'services' facilities through 
'friends and relatives' (V23B) with 'period of experience 
in banking (Vll)/period of banking habits 
204 
205 
210 
211 
212 
213 
214 
215 
216 
217 
218 
219 
219 
220 
220 
222 
223 
VI 
TABLE-7.33 
TABLE-7.34 
TABLE-7.35 
TABLE-7.36 
TABLE-7.37 
TABLE-7.38 
TABLE-7.39 
TABLE-7.40 
TABLE-7.41 
TABLE-7.42 
TABLE-7.43 
TABLE-7.44 
TABLE-7.45 
TABLE-7.46 
TABLE-7.47 
Comparison of 'awareness of 'services' facilities through 
'existing customers' with 'period of experience in 
banking /period of banking habits' 
Comparison of "awareness of 'service' facihty through 
'advertisement and publicity'" with 'period of experience 
226in banking ' 
Reason for choosing a bank for availing 'Services' 
facilities 
Comparison of 'speedy disposal' with 'period of banking 
experience /period of banking habits 
Comparison of 'large network of branches' with 'period 
of banking experience /period of banking habits 
Comparison of 'Charges' with 'Period of banking 
experience /period of banking habits 
Comparison of 'proximity' with 'period of banking 
experience /period of banking habits 
Comparison of 'existing account holders' with 'Period of 
banking experience /period of banking habits 
'Charges' for 'services' facilities provided to customers 
Comparison of 'charges' being levied by banks for 
extending 'services' with 'period of banking experience 
/period of banking habits' 
Overall satisfaction of customers in respect of 'services' 
Comparison of 'overall satisfaction of customers in 
respect of services (V26)' with 'period of banking 
experience /period of banking habits (V26)' 
Analysis of 'poor' ratings on overall customer-
satisfaction in respect of 'services' 
Comparison of 'deficiencies in counter service' with 
'period of banking experience /period of banking habits' 
Comparison of'deficiencies in branch management' with 
'period of banking experience /period of banking habits' 
224 
225 
226 
226 
227 
228 
229 
230 
231 
231 
232 
233 
234 
235 
235 
vn \%>* 
'^ V• 
TABLE-7.48 
TABLE-7.49 
TABLE-7.50 
TABLE-7.51 
TABLE-7.52 
TABLE-7.53 
TABLE-7.54 
TABLE-7.55 
TABLE-7.56 
TABLE-7.57 
TABLE-7.58 
TABLE-7.59 
TABLE-7.60 
Comparison of 'branch overcrowded' with 'period of 
banking experience /period of banking habits' 
Awareness of'Loans' facilities of banks 
Comparison of 'Awareness of loans schemes through 
staff with 'Period of banking experience /period of 
banking habits 
Comparison of 'awareness of loans schemes' through 
'friends and relatives (V28B)' with 'period of banking 
experience /period of banking habits (VI1)' 
Comparison of 'awareness of loans schemes through 
'existing customers (V28C)' with 'period of banking 
experience /period of banking habits(Vl 1)' 
Comparison of 'awareness of loans schemes available in 
banks through 'advertisement and publicity (V28D)' 
with 'period of banking experience /period of banking 
habits (VI1) 
Comparison of 'awareness of loans schemes available in 
banks through 'government machinery (V28E)' with 
'period of banking experience /period of banking habits 
Reason for choosing a bank for availing 'loan' facilities' 
Comparison of 'easy formalities is the reason for 
choosing a bank for loans facilities' with 'period of 
banking experience /period of banking habits (VI1) 
Comparison of 'proximity as the reason for choosing a 
bank for availing loans facilities' wdth 'period of banking 
experience /period of banking habits' 
Comparison of 'existing connection' is the reason for 
choosing a bank for availing loans facilities (V29C)' 
with 'period of banking experience /period of banking 
habits (V11)' 
Comparison of 'sponsorship as the reason for choosing a 
bank for availing loans facilities (V29D)' with 'period of 
banking experience /period of banking habits (VI1)' 
Experience at the time of sanction of loans 
236 
237 
238 
238 
239 
240 
240 
241 
242 
242 
243 
244 
244 
VUl 
TABLE-7.61 
TABLE-7.62 
TABLE-7.63 
TABLE-7.64 
TABLE-7.65 
TABLE-7.66 
TABLE-7.67 
TABLE-7.68 
TABLE-7.69 
TABLE-7.70 
TABLE-7.71 
TABLE-7.72 
TABLE-7.73 
TABLE-7.74 
TABLE-7.75 
TABLE-7.76 
TABLE-7.77 
TABLE-7.78 
TABLE-7.79 
TABLE-7.80 
Causes for delay in sanction of loans (V31) 
Extending credit facility (loans) as per expectations 
(V32) 
Rate of interest levied by banks on loans (V33) 
Procedure for availing loans (V34) 
Willingness to continue to avail loans from the same 
bank (V35) 
Reasons for switching over to other banks (V36) 
Overall satisfaction of customers in respect of 'loans and 
advances' (V37) 
Analysis of 'poor' ratings on overall customer-
satisfaction in respect of 'loans' (V38) 
Level of computerization 
The effect of computerization 
Availing all services at a single counter 
Comparison of 'opinion of respondents regarding 
availing all services at single counter' with 'period of 
banking experience /period of banking habits' 
Opinion of respondents regarding availing ATM and 
ABB facility 
Quality of ATM and ABB facility 
Location and suitability of branch premises 
Upkeep and ambience of branch premises (V45) 
Suitability of banking hours (V46) 
Complaint & suggestion box and register in the branch 
Customers' meet 
Attending Customers' meetings 
245 
246 
246 
247 
247 
248 
249 
249 
250 
250 
251 
252 
252 
253 
254 
254 
255 
255 
256 
256 
IX 
TABLE-7.81 
TABLE-7.82 
TABLE-7.83 
TABLE-7.84 
TABLE-7.85 
TABLE-7.86 
TABLE-7.87 
TABLE-7.88 
TABLE-7.89 
TABLE-7.90 
TABLE-7.91 
TABLE-7.92 
TABLE-7.93 
TABLE-7.94 
TABLE-7.95 
TABLE-7.96 
TABLE-7.97 
TABLE-7.98 
TABLE-7.99 
Implementation of suggestions made in Customers' 
meetings (V50) 
Comparison of 'implementation of suggestions made in 
customer-meetings' with 'period of banking experience 
/period of banking habits' 
Availability of 'amenities' at branches 
Comparison of 'availability of amenities like drinking 
water, resting chairs, writing table etc at branches' with 
other variable 'period of banking experience /period of 
banking habits' 
Number of banking holidays (V52) 
Comparison of 'number of banking holidays' with 
'period of banking experience /period of banking habits 
(VI1)' 
Opinion on qualitative aspects of supervisory staff 
Opinion on qualitative aspects of clerical staff 
Approachability of supervisory staff 
Understandmg of customers' needs (54B) 
'Willingness to listen aspect' of supervisory staff 
Willingness to help aspect of supervisory staff 
Prompt service by supervisory staff 
Approachability aspects of clerks 
Understanding customer-needs' aspect of clerks of clerks 
'Willingness to listen' aspect of clerks 
'Willingness to help' aspect of clerks 
'Prompt service' aspect of clerks 
Overall customer satisfaction 
257 
258 
258 
259 
260 
260 
261 
261 
263 
264 
265 
266 
266 
267 
268 
269 
269 
270 
271 
<iM^' •p 
i> 
LIST OF GRAPHS 
GRAPH-7.18 Popular "Deposits" portfolio (combination of products) in branches 
GRAPH-7.19: Popular "service" portfolio (combination of products) in branches 
GRAPH-7.20: Popular "Advances" portfolio (combination of products) in 
branches 
GRAPH-7.21: Introduction to deposits accounts 
GRAPH-7.22: Reasons for opening account 
GRAPH-7.25: Regarding notice for renewal of fixed deposits 
GRAPH-7.28: Responsiveness to NRI Customers (V20) 
GRAPH-7.29: Overall satisfaction in respect of 'deposit accounts' 
GRAPH-7.30: Awareness of'services' facilities of banks 
GRAPH-7.35: Reason for choosing a bank for availing 'Services' facilities 
GRAPH-7.41: 'Charges' for 'services' facilities provided to customers 
GRAPH-7.43: Overall satisfaction of customers in respect of'services' 
GRAPH-7.45: Analysis of 'poor' ratings on overall customer-satisfaction in 
respect of 'services' 
GRAPH-7-49: Awareness of'Loans' facilities of banks 
GRAPH-7 -55: Reason for choosing a bank for availing 'loan' facilities' 
GRAPH-7.60: Experience at the time of sanction of loans 
GRAPH-7.61: Causes for delay in sanction of loans (V31) 
GRAPH-7.62: Extending credit facility (loans) as per expectations (V32) 
GRAPH-7.63: Rate of interest levied by banks on loans (V33) 
GRAPH-7.64: Procedure for availing loans (V34) 
GRAPH-7.65: Willingness to continue to avail loans from the same bank (V35) 
GRAPH-7.66: Reasons for switching over to other banks (V36) 
GRAPH-7.67: Overall satisfaction of customers in respect of 'loans and 
advances' (V37) 
GRAPH-7.68: Analysis of 'poor' ratings on overall customer-satisfaction in 
respect of 'loans'(V38) 
xi 
GRAPH-7.69: Level of computerization 
GRAPH-7.70: The effect of computerisation 
GRAPH-7.71: Availing all services at a single counter 
GRAPH- 7.73: Opinion of respondents regarding availing ATM and ABB facility 
GRAPH- 7.74: Quality of ATM and ABB facility 
GRAPH-7.75: Location and suitability of branch premises 
GRi\PH-7.76: Upkeep and ambience of branch premises (V45) 
GRAPH-7.77: Suitability of banking hours (V46) 
GRAPH-7.79: Customers' meet 
GRAPH-7.80: Attending Customers' meetings 
GRAPH-7.81: Implementation of suggestions made in Customers' meetings 
(V50) 
GRAPH-7.83: Availability of'amenities' at branches 
GRAPH-7.85: Number of banking holidays (V52) 
Xll 
CHAPTERS DETAILS 
Ch.No Particulars Page 
I Introduction 
Customer satisfaction defined 2 
Improving customer satisfaction levels 3 
Measuring customer satisfaction 4 
"Best" approach for building customer satisfaction surveys 6 
The problem 8 
Justification 11 
Research objectives 12 
Variables of study 13 
Limitations of study 15 
II Indian banking- an overview 
(A) Origin and evolution of banking in India 17 
From 1860 to 1900 17 
From 1900 to 1950 17 
From 1950 to 1969 19 
From 1969 to 1990: Era of Nationalisation 20 
From 1990 onwards: Era of Reforms 22 
(B) Commercial banks in India 21 
Introduction 23 
xiii 
Economic reforms and latter 24 
Impact of economic reforms 24 
Partial privatistion of nationalised banks 25 
New private sector banks 26 
Role of foreign banks 27 
Capital markets, FI, MF and NBFC 28 
Deregulation of interest rates 28 
Strategic planning g in banks 30 
Marketing of products and services 31 
Pricingof banking services 32 
Internet banking 33 
Thrust on rural credit 35 
Reorientation of human resources 39 
Banking Industry - Vision 2011... 41 
III Customer service in Banks 
Introduction 44 
Future outlook 46 
Handling customers' grievances 47 
Study on customer service in banks 48 
Know Your Customer (KYC) 49 
Customer awareness 49 
Making people bank minded 50 
Committees/panels/acts on customer service in banks 51 
Ground Rules And Code of Ethics (GRACE) 51 
Customer service department (CSD) at RBI 51 
The Consumer Protection Act 1986 52 
Goipuria Committee 53 
Kaldate panel on customer service in banks 53 
Ombudsman scheme 54 
Code of bank's commitment for individual customers 55 
xiv 
^^ i^^  
IV 
VI 
Other committees 55 
Branch level committees and meetings on customer service 57 
Survey of customer satisfaction 
Uttaranchal State 
Introduction 
Literacy 
Size of agricultural holdings 
Workers 
Crops 
Roads 
Railways 
Airways 
Communication 
Education 
Economy and Banking 
Review of Literature 
Introduction 
Studies on customer satisfaction in general 
Studies on customer satisfaction in service organization 
Studies on customer satisfaction in banks 
Research Methodology 
Introduction 
Research design 
Problem definition 
Research gap 
Objectives of study 
Limitation of the study 
Hypothesis of study 
Population 
Sample of the study 
57 
65 
68 
68 
69 
69 
69 
70 
71 
71 
71 
72 
73 
74 
93 
99 
138 
138 
141 
142 
145 
147 
148 
153 
153 
XV 
VII 
VIII 
Procedural stages 
Tools for study 
Construction of tools 
Development of tools in the present study 
Conclusion 
Data Analysis and Interpretation 
Perception of bank staff members (SVEQ-B) 
Perception of customers (CVEQ-A) 
Findings and Suggestions 
Introduction 
Findings of the study 
Conclusion: Analysis of Hypotheses 
Recommendation 
157 
160 
161 
165 
179 
180 
205 
272 
273 
281 
303 
XVI 
CHAPTER-I 
INTRODUCTION 
Customer is a God in our 
premises. 
By entering into our 
premises, He is giving us an 
opportunity to serve Him. 
But we are not doing any 
favour by serving Him'' 
AAahatma Gandhi 
INTRODUCTION 
Businesses survive because they have customers that are willing to buy their 
product or service. However, some times businesses fail to "check in" with their 
customers to determine whether they are satisfied or not and incase they are not 
satisfied; it is all the more necessary to ascertain what will make or keep them 
happy. Fierce competitions among firms require more and more innovations to 
differentiate firms from one another. With technology available to virtually every 
one today, the traditional feature and cost advantages are no longer relevant. Still 
product and service quality provide an enormous opportunity to distinguish a firm 
from the rest. The Japanese have recognized this and have taught us to expect 
quality every time, everywhere. Today's consumers do, and they know more 
about products and services than they ever did. 
A report by the futurist and corporate advisor Faith Popcom indicates that a new 
type of customers is emerging since '90's. They are known as 'vigilant 
consumers' i.e. a new generation of super consumers who are smart, 
discriminating and vocal. They demand value for their money and expect the 
companies that they buy from; to be responsible and accountable. When 
companies don't respond, these 'vigilant consumers' make sure that they tell 
every one who listen why they shouldn't do business with those companies. 
Satisfying these smarter consumers just makes good business sense. 
Therefore, it absolutely necessary to ascertain measure and improve customers' 
satisfaction level. There are different options for obtaining customer feedback; 
what is needed to ensure an effective survey, hov^ ' to analyse the results of the 
survey, and the next step is to attract new customers and keep your existing ones 
coming back for more. 
Customer satisfaction defined 
Customer satisfaction is "the state of mind that customers have about a company 
and its products or services when their expectations have been met or exceeded. 
This state reflects the lifetime of the product or service experience", says Perera 
(2001), "Customer satisfaction as the ability that an organisation possesses, to 
meet the needs of their customers (On a regular basis). Through customer 
satisfaction, an organisation hopes to achieve a range of objectives namely, higher 
sales revenue, growth in the customer base, retention of existing customers etc. 
Therefore, customer satisfaction is important today, as it was in the past 
Marketers consider customer satisfaction and delight as very important. However, 
the acid test is performance and results. Practising customer satisfaction is the 
name of the game. 
Customer satisfaction means 'service delivery is as per desired level'. However, 
in today's competitive environment, all organizations have the ability to satisfy 
their customers equally well. As such, organisations have to strive to exceed 
customer expectations i.e. to achieve 'customer delight'. Let us take for example 
a five star hotel. All five star hotels possess features and facilities that are capable 
of customer satisfaction. However, certain five star hotel chains have a 
competitive edge over their rivals. This is because they are able to differentiate 
themselves in a meaningful manner with their customers, leading to customer 
delight. The distinctive parameters, for example, could be superior reservation 
system, excellent room service and excellent ambience. The essence of customer 
delight is exceeding customer requirements on a continuous basis. 
It is fair to assume that customer delight will lead to greater customer loyalty 
and retention. As such, customer delight is a higher playing field than customer 
satisfaction. In the process of delighting customers, it is important to recognize 
that higher costs may have to be incurred. Therefore, a careful balance should be 
achieved between customer delight and the costs that have to be incurred in this 
process. It is very pertinent to remember that 'it is not customer delight at any 
cost'. 
Improving customer satisfaction levels 
Most methods of boosting customer satisfaction are based on 'common sense'. 
However, it is amazing to note the many organizations fail to do simple things, in 
a simple manner, resulting in customer dissatisfaction. Another aspect that can 
boost customer satisfaction is to deliver products and services, on time. Nothing 
frustrates a customer more than having to wait indefinitely to receive a product or 
a service that has been paid for. 
Listening to customers is very important. This helps to satisfy customers, since an 
organisation is expected to know precisely what customers require. It provides 
customers avenues to complain, to make suggestions and feedback on the 
products and services offered. Feedback is vital in the customer satisfaction 
process. When making promises to customers, the golden rule is to underpromise 
and overdeliver. This will lead to customer satisfaction. The reverse is quite a 
disaster i.e. overpromise and underdeliver! 
Customer satisfaction is not only applicable to external customers. It is equally 
applicable to internal customers (i.e. employees). They too require job 
satisfaction, v^hen working with a particular organisation. The organization's 
responsibility is to provide employees avenues to enhance job satisfaction. It is 
only satisfied employees, which will contribute towards organizational growth 
and prosperity. 
Measuring customer satisfaction 
Measuring customer satisfaction is very important, and distinguishing between 
degrees of satisfactionction is crucial. Competitors those are prospering in the 
new global economy recognize that measuring customer satisfaction is the key. 
Only by doing so they can hold on to the customers they have and understand 
how to better attract new customers. The competitors who will be successful in 
recognizing that customer satisfaction data obtained by a customer survey is a 
critical strategic weapon; can bring increased market share and increased profits. 
There are many techniques available to marketers. Customer satisfaction surveys 
could be conducted both on a formal and informal basis. The variables tested 
should be important to customers and must be consistent, so that trend-patterns 
could be identified over time. Focus group research is a popular technique to 
measure customer satisfaction. Another method is to analyse the number and 
nature of complaints received. If the absolute number decreases when compared 
with the nature of complaints; this could mean to reflect higher levels of customer 
satisfaction. Comparative studies can be carried out, to assess the levels of 
customer satisfaction, against main competitors. It is important to include both 
competitor and own organizational customers, in such a study. "Whilst there are 
many methods that can be adopted, consistency in measurement and methods is 
vital. You cannot simply improve customer satisfaction levels, if what to improve 
is not known. (The Associated Newspapers of Ceylon Ltd-2001)". 
As per the report of the U.S. Consumer Affairs department, it costs five times 
more to gain a new customer than to retain an existing one. Other studies have 
reported that with just a five percent increase in customer retention, a firm can 
raise its profitability by twenty five percent and in some cases as much as eighty 
five percent. Similar studies also show that the longer a company keeps a 
customer, the more money it will make. 
The Profit Impact of Marketing Strategy (PIMS) database shows that firms 
perceived as having better customer service can charge more for their products 
and services and still have higher market shares and returns on sales than their 
competitors. 
As per the reports of TARP, a management consulting research company, only 
two to four percent of displeased customers ever complain to a business regarding 
poor experience. The others just leave and do business with competitors. 
Customers are the best source of business information, whether it's to improve an 
existing product or service or to launch something new. When they are involved 
in the business and routinely asked for feedback, they in turn become committed 
to success of your business 
In a study conducted by General Electric, GE found that word-of-mouth has a 
significant influence on consumer decisions-twice as much as advertising. 
(Louisville, 1982). Negative word-of-mouth can be really dangerous since 
dissatisfied customers are usually more vocal than satisfied customers. Depending 
on the industry and the nature of bad experience, dissatisfied customers will 
complain to ten to twenty friends and acquaintances -three times more than those 
with good experiences. Furthermore, this negative information is more influential 
and consumers generally place significant weight on it when making a decision. 
The "Best" approach for building customer satisfaction surveys 
The best approach to measuring customer satisfaction and building customer 
satisfaction surveys depends on the kind of product or service provided, the kind 
of customers served, volume of customers are served, the longevity and frequency 
of customer & supplier relationship and what we intend to do with the results. 
There are three very different approaches, which produce both meaningful and 
useful findings: 
(i) Post purchase evaluation - Satisfaction feedback is obtained from the 
individual customer at the time of product or service delivery (or shortly 
afterwards). This type of satisfaction survey is typically used as part of a CRM 
(Customer Relationship Management system) and focuses on having a long-term 
relationship vfith the individual customer. 
(ii) Periodic satisfaction surveys - Satisfaction feedback is obtained from groups 
of customers at periodic intervals which provides an occasional snapshot of 
customer experiences and expectations. 
(iii) Continuous satisfaction tracking - Satisfaction tracking surveys are often used 
as a part of a management initiative to assure quality at high levels over a period 
of time. Satisfaction surveys are developed to provide an understanding of 
customers' expectations and satisfaction. The surveys typically require multiple 
questions that address different dimensions of the satisfaction concept. 
Satisfaction measurement includes measures of overall satisfaction, satisfaction 
with individual product and service attributes, and satisfaction with the benefits of 
purchase. Satisfaction measiirement is like peeling away layers of an onion; each 
layer reveals yet another deeper layer, closer to the core. 
All three methods of conducting satisfaction surveys are useftxl methods to obtain 
customer feedback for assessing overall accomplishments, degree of success, and 
areas for improvement. Customer satisfaction usually leads to customer loyalty 
and product repurchase. But measuring satisfaction is not measuring loyalty. 
THE PROBLEM 
Following liberalization of Indian economy and introduction of financial sector 
reforms, the competitive climate in the Indian financial markets is fast changing 
for the last few years .At the same time far reaching changes have taken place in 
government regulation. Banking is the key factor for all economic activities. 
Banking activities are in fact considered so vital for economic development of 
any country that any changes in its processes are deemed to have close 
repercussions on the country's growth. Banking system in India is currently 
changing its fibre and is undergoing sweeping and phenomenal changes. New 
private sector banks and foreign banks have entered the market. Many existing 
Indian banks who have thrived in the scarcity market are finding it difficult to 
sustain growth especially in the regime of new prudential norms. 
The three gates of changes viz., liberalization, technological irmovation and 
globalization, have shifted the focus fi-om the security-orientation to market-
orientation; there by making customer the key factor of the entire business 
activity. As a result of this liberalized environment, marketing is emerging as an 
important element in the activities of banks. 
Banking is a personalized service oriented industry and hence should provide 
service and satisfy customers' need. Tliis involves anticipating, identifying, 
reciprocating and satisfying the customers' needs and wants effectively, 
efficiently and profitably. The awareness and expectations of the customers in 
the financial markets are also changing. Customers today are conscious of cost, 
safety, speed and above all quality of service. Providing quality customer service 
is an important duty of the bank. In this age of competition and consumer 
protection, it is an inevitable business imperative also. Needles to mention that 
only those banks which have the ability to face new challenges, absorb 
technology, withstand pressure on spreads, looking for innovative products can 
alone survive in the present scenario. Customer care is an integral part of banks' 
marketing strategy. If this issue is rightly addressed, it will have a direct bearing 
on the business volumes and banks are sure to reap the benefits with higher 
profits. 
Banks have adopted many technologies to develop products and services to suit 
customer preferences of varied segments. Successful marketing of Banking 
products & services is a prerequisite for organizational success. Banks are also 
trying their best to put in place various systems and procedures to improve 
responsiveness, efficiency and speedy redressal of customers' grievances. Every 
employee of a bank is required to develop a sense of belonging, a sense of 
worthiness, a sense of competence and a sense of responsibility. They should 
have a frame of mind full of positive attitude; have thorough information of all 
the products and service; also develop the skill of empathy, i.e. looking from 
customers' angle; never complain against a complaining customer. Branch 
manager's role in branch performances is best conceived as part of a web of 
environmental, personal and in-branch relationship that combine to influence 
organizational outcomes. It takes longer time and effort to get a new customer 
but it takes only few seconds to loose one. Also, the cost of servicing an existing 
customer is less than acquiring a new one. 
A pertinent question arises: what are the determinants that make customer 
service effective, i.e. factors those contribute most towards the physical, 
financial, intellectual, psychological and emotional satisfaction of customers of 
banks. 
Is it the variety of deposit and credit schemes, high tech products such as ATM, 
ABB, internet banking etc, infrastructure facilities of a branch, prompt service 
rendered by the branch staff, interest and other service charges or a combination 
of one or two more of these inputs make a branch more effective and attractive 
to a customer? Some experts are of the view that branch manager is the hub of 
the branch and it is he/she who makes or mars a branch. They are of the view 
that branch manager is the key person in the banking matrix who due to his/her 
abilities and competencies influences other staff members on one hand and 
customers' on the other. Many officers claim that it is they who mainly help in 
the all-round development of the branch more particularly rendering best 
customer service. The clerical staffs on the other hand claim that it is because of 
their efficiency and involvement, customer service is excellent in branches, 
which lead to overall improvement of branches. The quality, competence and 
character of branch staff may be the most significant factor influencing the 
quality of customer service and its contribution to business development of 
branch. International experiences and Indian research indicate that excellent 
customer service is largely due to branch based management and proactive 
support system from top management of banks. 
Under this scenario, it is of paramount significance to study the customer 
satisfaction level of various banking products and services in banks in India. 
With the aforesaid scenario, the present research is conducted to study the above 
aspect in major banks in Uttaranchal state. 
JUSTIFICATION 
Despite the need and potential to improve customer service with a view to attract 
and retain customers amidst stiff competition among the peer banks and more 
severely from the foreign and new private sector banks; little empirical research 
has been done regarding the views and expectations of customers and bankers on 
various products and services available in banks. In addition to the above, almost 
insignificant research has been done in this regard in Uttaranchal state. 
Research focused on determining the variables influencing customer satisfaction 
level vis-a-vis staff motivation and staff involvement may ultimately contribute 
to banks' ability to attract and retain customers for not only improving 
bottomline of banks, but also strengthening the banking system, which is an 
important tool for the growth of socio economic conditions of the public at large. 
RESEARCH OBJECTIVES 
The relevance of this research is both from banking (bank as well as customer) 
and academic point of view. The overall purpose of this research is to determine 
the effects of customers' likes, dislikes, preferences, needs, grievances, views 
and expectations of various products and services of banks. The study 
particularly focuses on customers and bank staff of major commercizil banks in 
Uttaranchal state. To accomplish the research purpose, the following objectives 
have been formulated. The objectives are to determine, for a sample of 
customers and bank staff: 
Likes, dislikes, preferences, expectations, needs, views and grievances of the 
customers regarding various types of banking products & services 
Involvement of staff members to meet the ever increasing needs and 
expectations of customers 
Concern and proactiveness of top management of banks in meeting the 
expectations of customers 
Concern and proactiveness of top management of banks in streamlining the 
work force to render effective customer service 
Various determinants that facilitates customers' satisfaction 
Various determinants that help staff members achieve higher level of customers' 
expectation 
Various determinants those help top management of banks as well as other 
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policy makers such as Reserve Bank of India and Finance ministry to enhance 
customer satisfaction to optimum level 
Relationship of opinion among three categories of bank staff (branch managers, 
officers and clerks) on different banking and non banking parameters 
Relationship of opinion among customers depending on their period of banking 
experience, on different banking and non banking parameters 
Relationship of opinion between bank staff and customers on various banking 
and nonbanking parameters 
Opinion of customers regarding qualitative aspects of different categories of 
staff members of banks, in meeting the desired level of customer satisfaction 
To suggest remedies for improving customers satisfaction at branch and bank 
level 
In short, the present research aims to establish how banks can effectively and 
successfully market their products & services with the view to retain & enhance 
their customer-base amidst stiff competition among themselves and also from 
other foreign and private sector banks. 
VARIABLES OF THE STUDY 
Variables are the conditions or characteristics that the researcher manipulates, 
controls or observes. These variables should be operationally defined so that 
hypotheses can be tested. The researcher specifies what operations are 
conducted or test used to measure each variable. 
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There are three types of variables viz. independent variables, dependent 
variables and intervening or the extraneous variables. Independent variables are 
the conditions or characteristics that the researcher manipulates or controls in his 
attempt to ascertain their relationship to observe phenomena. The dependent 
variables are the conditions or characteristics that appear, disappear or change as 
the researcher introduces, removes or changes independent variables. 
The intervening or the extraneous variables are those variables, which put 
barriers in the way of independent variables and because of which it becomes 
difficult to study the effects on dependent variables accurately. If intervening 
variables are not controlled properly, the results of the research become 
inaccurate. 
Independent variables of the study - These are the attempts on the part of branch 
managers, officers, clerks and top management for achieving total excellence in 
customer service 
Dependent variables of the Study - Dependent variables are the outcomes of the 
contribution of various groups viz. the branch managers, officers, clerks and top 
management in achieving the desired level of customer satisfaction. It has been 
seen how much each group contributes against its expected contribution towards 
achieving desired level of customer satisfaction. 
Intervening variables of the study - The various impinging factors may be the 
outside disturbance that can disrupt the growth under which the various groups 
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are contributing their respective share. Such elements like the political system, 
environmental factors, government policy, industrial relations climate etc are 
controlled administratively. Another extraneous and intervening factor is the 
trade unions. These variables can accelerate customer service in a branch or 
otherwise. 
LIMITATIONS OF THE STUDY 
No empirical study of the present type can be conducted if its scope in terms of 
its variables and sample of subject is unlimited. The time factor, practicability 
and resources make it more necessary that the study be delimited in its scope. 
Due to the administrative and time constraints, the present study is limited to 
selected branches of selected banks of selected districts in Uttaranchal state with 
details as follows: 
There are 13 districts, 39 banks and 1135 branches in the state of Uttaranchal but 
the present study is confined to 72 branches of 10 banks in 7 districts of the 
state. These seventy-two bank branches have branch managers (one at a branch), 
officers and clerks. The present study is confined only to those staff members 
who are interested to cooperate with the researcher in giving the response, both 
through questionnaire and interview schedule. Total 350 staff members (72 
branch managers, 131officers and 147 clerks) are selected as stated above. 
The researcher has selected all the 343 customers attached to these 72 branches. 
Here also, the study is confined to those customers who are willing to cooperate 
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in giving response to both the questionnaire and interview schedule. To sum up, 
this study is confined to four to six customers and almost equal number of staff 
members per branch. 
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CHAPTER-II 
INDIAN BANKING: 
AN OVERVIEW 
A. Origin and evolution of banking in India 
At the outset, it will be quite pertinent to study the origin and evolution of 
banking in India with special reference to financial sector reforms, its structure as 
it stands now. 
In 1786, the English Agency Houses had established the Bank of Bengal at 
Calcutta. This heralded the beginning of modem banking in India. Subsequently, 
three Presidency Banks were set up, one each at Calcutta (1806), Bombay (1840), 
and Madras (1843). Till 1862, these Presidency Banks were allowed to issue 
currency notes. The banks in existence during that period opened branches in 
various cities and towns like Agra, Bombay, Madras, Banaras, Simla and Delhi. 
From 1860 to 1900 
In 1860, the concept of limited liability was introduced in banking. As a result, 
several joint stock banks were floated. Some of the prominent joint sector banks 
thus established were: (a) The Allahabad Bank, (b) The Alliance Bank of Simla 
(c) The Oundh Bank and ('^ ) The Punjab National Bank. Thus, by the end of 1900, 
there were three classes of banks in India: (i) Presidency Banks numbering 3 (ii) 
Joint Sector banks numbering 9, and (iii) Exchange Banks or Foreign Banks 
numbering 8. 
From 1900 to 1950 
The Swadeshi movement started in the early 1900s gave stimulus to the growth of 
indigenous joint stock banks. Some of the banks established during the period 
were: (i) The Peoples' Bank of India (ii) The Bank of India (iii) The Bank of 
Baroda, and (iv) The Central Bank of India. In 1921, three Presidency Banks were 
merged and formed the Imperial Bank of India. On the eve of Independence in 
1947, there were 648 commercial banks comprising 97 scheduled and 551 non-
scheduled banks. The number of offices of the banks stood at 2987, total deposits 
at Rs.1080 crores and advances at Rs. 475 crores. 
During this period, the Indian joint stock banks specialized in providing short-
term credit for trade in the form of cash credit and overdraft facilities. Foreign 
exchange business remained the monopoly of foreign banks. Between 1900 and 
1925, many banks failed. The Central Banking Enquiry Committee, which was 
constituted by the Government of India in 1929 to examine the relevance of 
establishing a central banking authority for India, mentioned in the course of its 
discussion, some important reasons responsible for the failure of banks. They 
were: (a) insufficient capital, (b) poor liquidity of assets, (c) combination of non-
banking activities with banking activities (d) irrational credit policy and (e) 
incompetent and inexperienced directors. 
On the basis of major recommendations of the Central Banking Enquiry 
Committee, the Reserve Bank of India Act was passed in 1934 and the Reserve 
Bank of India (RBI) came into existence in 1935 as the central banking authority 
of the country. In 1949, the Banking Regulation Act (BR Act) was passed which 
provided the framework for the RBI's regulation and supervision of banks. The 
Act empowered RBI to regulate, supervise and develop the banking system. Such 
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powers encompassed the establishment of new banks, mergers and amalgamation 
of existing banks, opening of new branches, closing of existing branches and 
shifting of existing branches to other locations. The Act also empowered RBI to 
effect on-site inspection of banks. During the period following 1949, RBI 
attempted to institutionalize the savings of the public and to adapt a credit system 
suitable to the emerging needs of the economy. 
From 1950 to 1969 
During this period, two important developments took place. First, the All India 
Rural Credit Survey Committee, which examined the issue of credit availability at 
the rural areas, recommended the creation of a state partnered/sponsored bank 
entrusted with the task of opening branches in the rural areas. Accepting the 
recommendation, the State Bank of India Act, 1955 was passed, imder which RBI 
took control of the Imperial Bank of India and renamed it as State Bank of India 
(SBI). Later in 1959, the State Bank of India (Subsidiary Banks) Act was passed 
enabling SBI to take over eight princely-state-associated banks as its subsidiaries. 
They were: (i) State Bank of Bikaner, (ii) State Bank of Hyderabad, (iii) State 
Bank of Indore, (iv) State Bank of Jaipur, (v) State Bank of Mysore, (vi) State 
Bank of Patiala, (vii) State Bank of Saurashtra, and (viii) State Bank of 
Travancore. Later on, of these. State Bank of Bikaner and State Bank of Jaipur 
merged into one bank and formed State Bank of Bikaner and Jaipur. The 
conversion of the Imperial Bank of India into State Bank of India and the 
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constitution of the associate banks accelerated the pace of extending banking 
facilities across the country. 
Secondly, the need to bring about wider diffusion of banking facilities and to 
change the uneven distributive pattern of bank lending was realized..In view of 
the relative priorities of developmental needs and for ensuring an equitable and 
purposeful distribution of credit, the scheme of Social Control over Banks was 
announced in the Parliament in December 1967. The measures designed under the 
Social Control aimed at achieving a social orientation of banking within the 
framework of the then existing ovmership. The National Credit Council was set 
up in 1968 to assess the demand for bank credit from various sectors of the 
economy and to determine their respective priorities in allocation. 
The period witnessed further.consolidation in banking. At the launch of the First 
Five Year Plan in 1951, there were 566 commercial banks consisting of 92 
scheduled and 474 non-scheduled banks. In 1969, total nimiber of banks declined 
to 89 out of which 73 were scheduled and 16 were non-scheduled. 
From 1969 to 1990: Era of Nationalization 
The Indian banking scene underwent significant changes during this period. 
Several structural and functional changes took place. In July 1969, the 
Government of India nationalized 14 major scheduled commercial banks, each 
having a minimum aggregate deposit of Rs. 50 crores. They were: (i) The Central 
Bank of India, (ii) The Bank of India, (iii) The Punjab National Bank, (iv) The 
Bank of Baroda, (v) The United Commercial Bank, (vi) The Canara Bank, (vii) 
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The United Bank of India, (viii) The Dena Bank, (ix) The Syndicate Bank, (x) 
The Union Bank of India, (xi) The Allahabad Bank, (xii) The Indian Bank, (xiii) 
The Bank of Maharashtra and (xiv) The Indian Overseas Bank. According to the 
Bank Nationalization Act 1969, the objective and reasons for the nationalization 
were: "an institution such as the banking system, which touches and should touch 
the lives of millions has to be inspired by a larger social purpose and has to sub-
serve national priorities and objectives such as rapid growth in agriculture, small 
industry and exports, raising employment levels, encouragement of new 
entrepreneurs and the development of the backward areas. For this piupose, it is 
necessary for the Government to take direct responsibility for expansion and 
diversification of banking services and for the working of substantial part of the 
banking system". The acquisition of ownership of banks was thus to enable banks 
to play, more effectively, the role of key agent for the economic growth by 
extending banking facilities to the most deserving classes. 
Again, in 1980, the Government of India nationalized another six banks, (each 
having deposit of RS. 200 crores or above. They were: (i) The Andhra Bank Ltd. 
(ii) The Punjab and Sind Bank Ltd. (iii) The Corporation Bank Ltd. (iv) The 
Oriental Bank of Commerce Ltd. (v) The Vijaya Bank Ltd. and (vi) The New 
Bank of India Ltd. (The New Bank of India Ltd was merged with Punjab National 
Bank in the nineties). 
Another important structural development was the formation of the Regional 
Rural Banks (RRBs). In 1973, the Government of India had set up a working 
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group to study the credit availability at the rural areas. The working group 
identified various weaknesses of the co-operative credit agencies and commercial 
banks and concluded that they may not be able to fill the regional and functional 
needs of the rural credit system. Therefore, the Study group recommended a new 
type of institution, which combined the rural touch, and experience of 
cooperatives with the modernized outlook and capacity to mobilize the deposits. 
Such an institution can carry on banking business within the local limits specified 
by the Govenunent through notification. The Government of India accepted this 
recommendation and permitted the establishment of Regional Rural Banks 
(RRBs). The RRBs are state sponsored, region-based, rural oriented commercial 
banks, set up under the Regional Rural Banks Act 1976. Their ownership vests 
with the sponsoring commercial banks, the central government, and the 
government of the state in which they are geographically located. Under this 
policy, 196 RRBs were set up in the country. 
From 1990 onwards: Era of Reforms 
In 1991, the Government of India launched an extensive economic reform 
programme. As a part of this, reform measures were introduced in the financial 
sector. The financial sector reforms were based on the recommendations of the 
'Committee on Financial Sector Reforms 1991 (Narasimham I)' and the 
'Committee on the Banking Sector Reform 1997 (Narasimham II)'. The main 
objective of the reform was to promote efficiency of the banking system through 
competitive forces. The strategy adopted was to improve operational efficiency of 
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the banking system and to impart functional autonomy through reduced 
interventions of the regulator (RBI) in the working of the institution. Reform 
measures not only imparted greater transparency in dealing and reporting by the 
entities but also integrated various segments of the financial system such as 
money market, debt market, foreign exchange market and capital market. 
B. Commercial banks in India 
Introduction 
Banks operating in India can be broadly classified into two categories viz. 
commercial bank and co-operative banks. Within the category of commercial 
banks, there are of two types of banks namely scheduled conunercial banks (i.e. 
which are listed in Schedule II of the Reserve Bank of India Act 1934) and non-
scheduled commercial banks. Depending upon the pattern of ownership, 
commercial banks can be classified into three groups. They are (i) Public Sector 
Banks which include the State Bank of India, its Associate Banks and 
Nationalized Banks (Annexure-14), (ii) Private Sector Banks consisting Indian 
Private Sector Banks (which can be sub-divided into two i.e. banks existing prior 
to 1991 and the banks established after 1991 (Annexure-15), and Foreign Banks 
operating in India (Annexure-16), (iii) Others comprising Regional Rural banks 
and Local Area Banks. 
Banking industry in India is generally dominated by Public Sector Banks. They 
(PSB) have a countrywide network of branches and account for over 70 per cent 
of total banking business. They have strong presence in rural and semi-urban 
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areas. Compared to Public Sector Banks, Private Sector Banks and Foreign Banks 
are more techno-sawy and have limited number of branches. The Regional Rural 
Banks (RRBs) are sponsored by public sector banks and their activities are 
localized. 
Economic reforms and latter 
The economic reforms of 1991 are a defining moment in the Indian economic 
history. It has brought about irreversible changes in several sectors of the 
economy. The early initiatives of the reforms focused on external sector, 
industrial sector and financial sector. Consequently economy has been opened up, 
rupee has been made fiilly convertible on current account, customs duties have 
been brought down, industrial licensing has been abolished, foreign capital is 
being permitted in hitherto closed areas and communications revolution took 
place. Technology has become harbinger for growth. Liberalization of financial 
sector has compelled all the players to redefine what business they are in and 
strategically think how to stay ahead in the existing business. 
Impact of economic reforms on banking . 
The post-reform era has been fiill of challenges and achievements. All banks 
followed the policy of growth with consolidation .With reference to banking 
sector; CRR and SLR have been brought down to 5% and 25% respectively. 
Throughout the decades of 70s and 80s, banks were struggling to find fimds for 
increasing their lending operations. Consequent on liberalization and opening up 
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of the economy, banks are experiencing excess liquidity. As a result, interest rates 
on both deposits and advances steeply declined with adverse impact on net 
interest margin. Banks are advised by RBI to strengthen their balance sheets in 
line with stringent norms of asset classification, income recognition and capital 
adequacy. Simultaneously, banks have been computerizing their operations on a 
large scale and a technological transformation and convergence are the buzz 
words today in the financial sector. 
The reforms have placed the customer in the driver seat for development. Most of 
the organizations especially banks have been used to operate in well-demarcated 
boundaries, administered prices and common rules for all the competitors. But the 
reforms have created growing choices for the customers. Understanding the 
customer, in such a context, is difficult. Retaining him is even more so. 
Partial privatistion and disinvestment of nationalised banks 
Partial privatization of the nationalized banks is a major development in the 
banking sector as a result of the reforms. The government permitted not only 
disinvestments of the portion of its equity in nationalized banks, but also 
permitted public issue of fi-esh equity by these banlcs. Both these moves paved the 
way for a substantive in-take of private equity into these banks and sizeable 
reduction of the percentage of government holding in the equity of these banks. 
State Bank of India was the first pubic sector bank to go in for a massive public 
issue, which resulted in a significemt reduction in the share of the government 
holding in the equity of the bank. Other banks in the SBI Group like State Bank of 
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Travancore and State Bank of Hyderabad and other nationalized Banks like Bank 
of India, Dena Bank, Syndicate Bank, and Indian Overseas Bank, Allahabad 
Bank, Andhra Bank, Canara Bank and others followed suit. With the partial 
privatization of the nationalized banks, the banking sector environment in the 
country underwent rapid changes. 
New private sectors banks 
The reforms, witnessed the emergence of a number of new private sector banks 
(NPSBs). The norms for issue of licences for fresh banks in the private sector had 
been considerably relaxed. Many industrial houses and financial companies in the 
country applied for permission to start new banks. In fact, the RBI had received as 
many as 123 such applications within a few months of the relaxation of the 
policy. To start with, the RBI gave approval to ICICI, HDFC, UTI, HDFC, IDBI, 
20*'' century finance, the global Trust Group, the times group and the Indusind 
Group for setting up new banks in the private sector. All of them set up their 
banks without losing any time and together they ushered in an era of new 
competition in the banking industry. 
These private sector banks are more enthusiastic to provide a whole range of 
services such as round the clock 'bank-on-phone' services i.e. tele banking, desk 
top banking, relationship banking, any time money service, electronic transfer of 
funds, providing automatic terminal in select corporate office that enable them 
access their bank accounts from their very own premises, etc. 
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For better and qualitative services to the customers, the new private sector banks 
have concentrated on modem techniques of banking. Modem and technically 
innovated system of banking operations needs a thin staff stmcture. The bank 
ensures that on one hand the staff stmcture remains thin and on the other hand 
these staff members are superlatively trained and skilled. They make it possible 
by emphasizing on inducting leader staff and eliminating clerical staff. 
Role of foreign banks 
Most foreign banks perform essentially the same range of services as local banks, 
except that their focus in terms of product and customers may be different due to 
their limited branch network. In addition, some foreign banks have been 
introducers or provider of 'de novo' financial engineering products -such as 
swaps, electronic funds transfer etc. The foreign banks bring in technology and 
product expertise and help the introduction and assimilation of international 
products into domestic markets. They import ideas & systems and adapt them to 
the local environment. They help introduce a high degree of professional 
management and marketing concept into banking. The presence of these banks 
helps easily to provide Indian corporate and government agencies access to 
intemational markets. The main advantage of the foreign banks lies in the 
excellence of their services. Their services are designed to enable the customers 
get the maximum retums. 
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Capital market, FI, MF and NBFC 
In the liberalized regime, companies start raising equity from the capital market 
for many purposes, besides capital projects. For example, they now look to the 
equity route for raising funds for repaying borrowings and augmenting working 
capital. And this means new competition for banks as hitherto the companies were 
depending on the banks for such fiind requirements. Later on, when the equity 
route became difficult with the slump in stock market, the companies look to the 
debt route. In either case, they are concentrating on the capital markets. And in 
both the cases, banks are the ultimate losers. Financial institutions too, give stiff 
competition to banks, as they could offer more attractive interest rates and 
therefore, mobilize deposits and bonds. Besides, banks have to face competition 
even from the mutual funds, especially the newly emerging private mutual funds. 
Competition from non-banking financial companies (NBFCs) makes the situation 
more precarious. NBFCs are able to manage the changes arising from the 
liberalization much more diligently compared to the banks. Moreover banks 
especially public sector ones, have to operate under several constraints, while the 
NBFCs enjoy greater freedom. Banks are , in particular, losing out their non 
resident Indian (NRI) deposit accounts to NBFCs. 
Deregulation of interest rates 
Earlier, interest rates on bank deposits were strictly controlled by Reserve Bank of 
India (RBI). With the reforms, RBI started loosening its control on the deposit 
interest rates. First, it reduced the multiplicity of rates. Then it permitted the banks 
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to make differentiated offers on deposits within separated parameters. 
Subsequently, the RBI deregulated the matter further. It also deregulated interest 
rates on deposits of NBFCs. As a result, competition started growing with respect 
to deposit mobilization. Similar is the position for advances also. 
These are only a few of the stiff competitions, the commercial banks are facing. 
These banks are at cross roads, with increasing disintermediation, automation, 
growing customers expectation, competition from new generation private sector 
banks & foreign banks, assets liabilities management coupled with stringent 
prudential accounting norms etc. Banking has become more & more complex. 
Bottom line of many public sector banks is at strain. With liberalization process 
set in motion by the Government, the banks have to survive on their own with no 
capital support forthcoming from the Government. The situation is one of 
'survival of the fittest'. 
With every commercial bank trying to attract & catch the best & profitable 
business available in the market, the bank that is able to serve the customer 
beyond his expectation, will only survive. The banks that do not rise up to the 
expectation of the customers have to ultimately go out of the business. Now 
'customers' are the focal point of all types of banking activities. Banks have to 
innovate & devise the products and services, which are most suitable & 
convenient to any particular customer-segment. 
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Strategic planning in banks 
With all these developments as enumerated above in banking sectors, particularly 
in public sector banks; things have become more difficult than before. The 
pertinent question before them is how to go about the task of transformation and 
emerge as a competitive, efficient and modem banking system capable of 
effectively serving the needs of the changing economy and in the process, 
securing their own prosperous existence. 
Certain basic issues before them are: 
What business they are in? 
Who is their customer? 
What products does he want from them? 
At what price/terms does he want it? 
What service level does he expect? 
Who are their competitors within and outside the banking industry? 
What is the nature and intensity of the competition? 
hi the new context what should be their mission and business scope? 
What kind of growth should be sought? 
What opportunities do they see? 
What threats do they face? 
What should be their strategy? 
These are the questions any strategic plarmer raises as a part of the strategic 
planning process. Some of these questions relate to corporate mission and 
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business definition. Banks have to raise these questions and recast their mission 
and business definition. 
Even the Narasimham Committee report has spoken of the need to recast the 
mission and business definition of banks. The other questions tackle objectives 
and strategies. Suffice to state here that the challenges that stared at the public 
sector banks in the post-reform period are all in the realm of business planning 
and strategy formulation. They are the direct outcome of the all round 
environmental transformation brought by the economic reforms. 
Every bank is alive to this situation. Each bank devises products and services 
demanded by the market to suit specific customer segment. Understanding the 
customers has always been a major task .With multiple options available, 
retaining a loyal customer base will be an overwhelming challenge. Banks will be 
seeking to segment more precisely in order to generate differential pricing 
strategies, such as that of rewarding profitable and low risk customers. Banks will 
also need to develop product throughout the span of a customer's need-cycle so as 
to retain him. Competition is peaking unprecedented height. With universal 
banking concept catching up and with advent of latest technology, automation & 
latest management thoughts; certainly the banking scenario wdll be brighter in the 
coming days. 
Marketing of products and services 
Today, marketing has become an important word for business organizations world 
over. Those who understand the significance of marketing and adopt appropriate 
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strategies will only flourish in a highly competitive business environment. For a 
service organization like banks, good customer service is an equally important 
dimension. The customer today not only has multiple and complex needs, but is 
also conscious of his rights and privileges. For banks in India, there will not be 
much of differences either in products or in pricing. The only difference will be 
sustained marketing efforts, efficiency of operations and good customer service. 
This will provide the value addition needed for customer to choose the bank. 
Pricing of banking services 
Banks offer various services to customers at their specified branches-
multicast/payable at par cheque facility, any where banking facility, trade 
services, phone banking facilities, internet banking facilities, credit card, ATM 
card, mobile banking, electronic fiinds transfer and Real Time Gross Settlement 
(RTGS) etc .Several banks are expanding the number of products such as 
derivatives, e-see banking and leverage financing etc. Private banks are extending 
HNI (High net worth Individual) services including door step banking, wealth 
management, insurance and equity trading. 
The pricing mechanism of banks is dependent on client relationship, size, and the 
nature of the transactions. Profiling of customers with different segments is of 
great help for arriving at appropriate pricing. Broadly the segments comprise of 
large corporate, brokers. Small and Medium Enterprises (SMEs) and retail 
segments. The large corporate segments comprise on the basis of the nature of 
transactions and bank's relationship. Hence this segment is priced differently and 
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then the SME segment where the transactions typically are of low value and high 
volume. In the retail segment, the bank publishes its tariff by way of service 
charges schedule. 
The banks are witnessing a growth in their non interest or fee based incomes. 
With interest spread decreasing, banks have little option but to ramp up their 
revenue from the fee based income. Treasury income of public sector banks is no 
longer the major revenue driver and has been coming down as result of rising 
interest rates. Volatility of interest rates is compelling banks to increase their fee 
based income. Fee based income consists a major portion of a bank's other 
income. The ratio of other income to total income is an indicator of the size of fee 
based income. 
Banks price their service such a way that it should be reasonable and fair both 
from customer point of view as well as from bank's profitability point of view. 
Internet banking 
Internet banking involves use of Internet as a medium of commimication for 
accessing and utilizing host of banking and financial services. The customer's 
demand for personalized service and the concept of "anywhere & anytime 
banking" has made "internet banking" as one of the primary delivery channel 
available to present day customers. 
As a business tool, internet banking is rapidly transforming the banking and 
financial world and has made banks more efficient and fast in providing 
personalized services to the end users i.e. the customers. Internet banking has not 
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only transformed the "ways" of banking but also all the aspects of the finance and 
commerce. Internet banking has predominantly become a new delivery 
mechanism for the banks in reaching the customers. With the advent of internet 
banking, there is a perceptible shift in the customer preferences of the delivery 
channels. According to a study in USA by the Pew Internet & American Life 
Project, about 44 percent of the U.S Internet Surfers- i.e. 53 million people use 
online banking. 
In India, new generation private sector banks namely ICICI Bank, HDFC Bank, 
IDBI Bank, UTI Bank etc. are pioneers in introducing internet banking. They 
have the advantage of technology platform and also don't have 'legacy problems'. 
Incase of public sector banks, with the technology transformation in recent years, 
many of them have started offering the internet banking facility to their 
customers. Advancement in technology used by banks, especially centralized 
Core Banking Solution (CBS), and growth of internet usage are propelling the 
growth of internet banking. This is supplemented by the wide range of services 
possible through internet banking, anywhere-anytime at the click of the mouse at 
customer's convenience. 
Apart from providing routine banking services, internet banking has enhanced 
capabilities like providing online utility bill presentment and payment systems, 
online share trading, demat and brokerage services, online purchases and 
auctions, fiands management and payment gateway. 
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Thrust on rural credit 
In the aftermath of reforms, rural credit has not increased to the desired extent. 
RBI and Central Government have been consistently advising banks to lend more 
to agriculture and other activities in rural areas. Because of continuous thrust for 
lending to agriculture sector, banks have enhanced credit to the tune of Rs. 120000 
crores. This is a major turn around in lending to rural areas. This is to be sustained 
in future also. It must be recognized that without development of the rural areas 
India cannot banish poverty. Availability of institutional credit at low affordable 
rates would only accelerate the development process leading to greater social 
equality. Rural lending is a 'great opportunity' at the present juncture for the 
folio wdng reasons: 
(i) Vital historical linkages 
The current scenario offers vast opportunity for the nationalized banks and old 
private sector banks with large branch network in rural and semi-urban areas. The 
gap between demand for and supply of institutional credit is very v^de in rural 
and semi-urban areas. Many of the semi-urban branches are located in bigger 
villages. Such of these branches are classified as semi-urban because population 
of these villages is more than ten thousand according to 1991 census. For all 
practical purposes, these are rural branches. These rural/semi-urban branches have 
established vital linkages and inherent advantages have to be converted into a 
profitable opportunity by the commercial banks. The distinct advantage of rural 
branches lies in their intimate knowledge of the people and the business potential 
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of command area. This vital piece of information will help banks in rural areas to 
lend profitably. The time and cost of due diligence in rural and semi-urban areas 
is relatively less as compared to urban and metro areas. The traditional ethics are 
generally intact amongst a large section of rural/semi urban population. The 
historical linkages coupled with traditional ethics offer a unique advantage to the 
existing rural and semi-urban branches in expanding their business. 
(iijTechnology advantages 
Technology is a big boon to the present day commercial banker. It was not 
available to the banker of 70s and 80s. Information and communication 
technologies have to be leveraged to serve the customers in general and rural 
customers in particular. Traditional money lender offers wide range of products to 
the rural borrower while charging higher interest rates. Commercial banks have to 
leverage technology on a greater scale to bring dovm the cost of borrowing. Once 
the cost is brought down, the possibility for arbitrage would diminish, luring 
greater number of rural borrowers to migrate to formal banking system from the 
traditional money lender. 
Smart Cards, CDMA technology, ATMs and Credit Cards are some of the new 
products that can be introduced in a large scale. One major advantage of 
technology is that: as the number of users becomes large, the transaction cost 
would come down sharply. New generation private banks like ICICI Bank and 
YES Bank are making successful forays into rural lending by leveraging 
technology. 
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(Hi) Forward and backward linkages 
One area where traditional money lender is superior to that of bank is with regard 
to input/output chain. The traditional money lender supplies inputs like seeds, 
fertilizers and also gets repayment by way of produce which banks are unable to 
provide. Now technology would enable the banks to penetrate into these activities 
also. For example, traders of seeds and fertilizer would be having accounts with 
one commercial bank or the other. Instead of giving cash, by lending through 
smart cards and keeping the point of sale terminal with bio-metric facilities at the 
input seller's premises , banks would be able to achieve many objectives such as 
reduced transaction cost, ensuring the purchase of inputs, giving customer 
convenience etc. Similarly, through financing marketing chains, banks would be 
able to ensure better prices to farm produce leading to value addition etc. 
(iv) SME sector and value addition 
Unemployment in general and rural unemployment in particular, is the cause of 
socio-economic discontentment. Admittedly, Government and organized sectors 
are not in a position to generate adequate employment to meet the unemployment 
problem to the fullest extent. Financing self employment ventures for value 
addition to the agricultural products would be another area banks can concentrate. 
India is the second largest producer of rice and wheat in the world, first in the 
pulses production, fourth in coarse grains and second largest producer of fruit and 
vegetables. New technologies are emerging to preserve these products and also 
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for value addition. By financing these activities, banks can generate better profits 
for themselves while making the country more competitive in several aspects. 
(v) Self Help Groups (SHG) 
Self help groups have time and again demonstrated their ability to improve the 
standard of living of the disadvantaged sections of the society. Banks, by working 
with SHG can productively lend and alleviate poverty successfully. 
(vi) Financing tenant farmers 
Many farmers and landless laborers are cultivating lands through formal and 
informal tenancy. By forming farmers groups like that of Self Help Group, many 
banks are financing tenant farmers. This can be replicated on larger scale. 
On the whole, an in-depth study of operations of public sector banks gives an 
impression that the nationalized banks now serve as an instrument of national 
policy of growth with social justice and, not as an agency of business houses. The 
results have however revealed certain disquieting features and the dimensions of 
the challenges; have vastly increased. True, the nationalized banks have made 
special efforts in opening branches in the rural and semi urban areas and the main 
springs of development are derived from thrift, austerity, entrepreneurship, 
technological progress, work discipline, social responsibility and social 
accountability. The future functioning of the banks has to be viewed in this 
perspective. 
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Reorientation of human resources 
In the new seamless world market that is emerging as a result of deregulation and 
liberalization, human resources is the most important asset of the banking 
industry. Service industry like banking, is posting the highest growth in India and 
it is a place where interaction with customers is probably the highest. Banks that 
will emerge winners are those which will use all their employees and their skills 
all the time, focus on speed and action, break barriers to foray into new areas and 
create bench marks instead of playing by the rules. 
When the challenges are new, responses can not continue to be old. To meet the 
new challenges banks are keen to devise novel ways of meeting the customers' 
demands. Banking is probably the only profession where employees start learning 
the job after securing one. In a service industry like banking, human resources 
occupy crucial role in extending qualitative services needed for business 
development. From generalist orientation the focus may shift to specialist 
orientation in the banking field. A variety of new competencies at various levels 
including top management level are implemented. Many specialists in technology 
and financial services are employed. Now the focus is on the followings: 
-Increased concern for quality services and products 
-Innovativeness to remain competitive 
-Single window, operations 
It becomes imperative that for meeting the challenges and opportunities in fixture, 
there is a great need for changes in the mind-set of the human resources available 
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in banks. In this context, training assumes paramount importance in updating the 
skills to face the emerging challenges. Assessment of the training needs and 
designing ways for achieving them is absolutely necessary and the staff will have 
to improve their own skills and resources in meeting the new requirements. With 
the entry of private banks and foreign banks, the system of hire and fire may 
become unavoidable. In the competitive environment it may not be conducive to 
continue with age old Indian practices. Attitudes and aptitudes of bank persormel 
need to undergo radical transformation to meet the future challenges in the 
industry with the gradual privatization of state-owned banks. Globalization of 
Indian banking also put strains on the human resources who have to adopt 
flexibility to face the challenges to build strong, vibrant and sound banking 
system in India. Human resources departments in banks need to be actively 
involved in preparing appropriate man power plans and strategies. 
Reorganization, re-structuring and reengineering are needed for meeting 
challenges. Succession manpower plans also become important and inevitable. 
More objective and transparent policies even in routine personnel functions such 
as transfer and placement are implemented. . 
In the above mentioned scenario, there has been perceivable change in the 
mindset of the entire workforce of banks; from the lowest employee to the top 
most executive .and also Government, IBA and RBI. One positive aspect is that 
there has been focus on internal customers (i.e. employees); and improving the 
satisfaction of their needs and expectations to enable them work whole heartedly 
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for improving (external) customers' satisfaction. All the employees need to 
believe that they are all internal customers of each other and interdepartmental 
relationship should be enhanced with customer service in mind. 
Banking Industry -Vision 2011 
The traditional banking functions would give way to a system geared to meet all 
the financial needs of the customers. One could see the emergence of highly 
varied financial products, which are tailored to meet specific needs of the 
customers in the retail as well as corporate segments. Some banks might emerge 
as specialist in mortgage products, credit cards etc. whereas others may choose to 
concentrate on particular business system while outsourcing all other functions. 
Banks would use multiple delivery chaimels to suit the requirements and tastes of 
customers. The emphasis would be more towards fee based services rather than 
lending operations. Use of intermediaries or franchise agents could emerge as 
means to reduce transaction costs. 
-Technology: It would be the key to the competitiveness of banking and finance 
system. In future, the banks have to be essentially marketing organizations; which 
also sells banking products. Customers will prefer more of e-banking products 
and would like to operate from their residences through internet, mobile banking 
etc. 
-Pension products: The pension products as in the case of insurance products have 
immense growth potential in India due to large number of pensioners. It is 
possible to acquire a good market share by focusing and excelling in this area. 
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-Rural market: If one wishes to gaze into the India of 2011, he will see a land of 
one-and-a-quarter billion consumers, many of them with rural back ground, with 
real choices that they exercise with earthy common sense. These consumers will 
have money that will attract many from all over the world. Mahatma Gandhi used 
to say, "India lives in villages". Although seven out often Indians live in villages, 
bankers in general behave as though it is a world separate from them. Now banks 
have enlarged their role frmctions and range of services so as to emerge as 'one 
stop shop' for all types of credit requirements. 
-Housing: The market for housing in India is worthRs. 150000 crores. Banks are 
aggressive in this niche segment especially in rural areas where others fear to 
tread. 
-Employees in unorganized sector: Another development will be the rapid rise of 
employment in unorganized sectors. By 2011 there will be 430 million workers in 
the imorganized sector and only 30 million in the organized sector. While 
organized sector employment will double in 60 years, in the unorganized sector it 
wdll increase by over three times. Banks have enormous scope to tap this 
burgeoning market. 
-Products for women: The National Perspective Plan for women states that 94 
percentage of women workers are engaged in the unorganized sector and 83 
percentage of them are in agriculture & allied activities like dairy, animal 
husbandry, sericulture, handloom, handicrafts and forestry. Banks will certainly 
try to do something to improve their access to credit to this sector. 
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-Micro credit innovations: The SHG-bank linkage has become a movement and 
banks have realized the potential in this vastly untapped segment. Micro credit is 
no longer a charity but a business proposition. With proper orientation, banks will 
market their products to this sector both in the deposit and credit front. 
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CHAPTER-III 
CUSTOMER SERVICE 
Introduction 
Future shape of banking in India will largely depend up on customers' demands 
and his perceived preference. Customer will be the driver of all changes and 
become the focus for all banking developments. In urban and metropolitan areas 
customers have become more knowledgeable, demanding and convenience 
oriented. However, these customers still seek matured relationship with their 
banker. The customer would like to be known and identified with his banker and 
seek financial consultancy and speedy services at affordable prices. He will be 
looking for services which are cheaper, faster and qualitatively better. In spite of 
advancement in technology, banking remains a quest for relationship and identity; 
and personal services would continue and even increase. The electronic banking 
also provides wealth of knowledge about their customers, their preferences, 
choices, habits etc. This would in turn make it possible for the banks to device 
suitable market strategies at the right time to augment the volume of business 
levels. 
Competition has put pressure on banks to improve customer service and work for 
image building and branch equity. Strategies and techniques are being evolved 
and adopted for analysis of competitors and their products. Customer orientation 
and customer retention are the two important areas for the banks. A successfiil 
bank will be the one that excels in the area of customer service providing a range 
of services and products and undertaking continuous exercise in improving its 
potential to serve better. 
Customer delight and ecstasy rather than customer satisfaction are going to be the 
name of the game in rendering customer service in banks. Having got used to 
improvement in other services like telecom, hotel industry, transport etc. 
customers anticipate better services in banking too. Banks are endeavouring to 
substantially reduce delays by adopting technology in operations and displaying 
friendly attitude towards small customers. Doorstep banking and offer of 
unlimited convenience are fast developing. 
One of the major threats to the banking industry is customer defection. The 
tradition of customers remaining loyal to their banks is fast disappearing. The 
economic and social threads, which linked banker and client, have become frayed 
and can easily be broken by recession and other forces of change. Banking would 
survive only when its customer would survive. 
Management would require developing marketing strategy with focus on the 
customer delight. As the products on offer are virtually the same, service delivery 
assumes a vital dimension. Customer discemability and differentiation assume 
greater significance. Consistency of service is the message that is being sent 
through the branch equity to achieve differentiation. Customer focus has become, 
a mission and not a mere strategy for banks. With the onset of deregulation 
process and competitive pressures becoming more intensified in the banking 
environment in India, the markets are getting changed drastically and are being 
customer centric. Customer service is becoming an important aspect in gaining 
competitive edge for survival with growth and profits for banks. 
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Future outlook 
According to Tom Peters and Nancy Austin in their book "A Passion for 
Excellence", there are only two ways to create and sustain superior performance 
over the long run. Firstly , to take exceptional care of customers via superior 
service and superior quality. Second, constantly innovate. This coupled with 
sound financial controls and solid planning ensures success in any marketing 
strategy. 
According to Sam Walton, there is only one boss - 'He is the customer'. He can 
fire everybody in the company from the Chairman down the line, simply by 
putting his money somewhere else. It is the growing realization of these facts that 
has led banks to be inclined towards CRM which believes that: 
-When you lose a customer, you lose his lifetime value. 
-A satisfied customer is the best advertisement for a product. 
-A 5% increase in customer loyalty will result in profit increase of more than 
25%. 
-80/20 principle - in nearly every industry, 20% of customers account for about 
80% of the profit. 
-68% of customers quit because of the indifference of some of the employees. 
-A satisfied customer brings in 100 potential new customers whereas one 
dissatisfied customer prevents 1000 potential new customers. 
-It takes up to twelve good experiences to overcome one bad experience of a 
customer. 
46 
Handling customers' grievances 
Customers approach banks only when some of their banking needs are to be 
attended. Understanding their needs and attending it accordingly, will leave no 
room for any grievance. Mishandling the issue invites displeasure of the 
customer, which ultimately snowballs into a complaint on discourteous behavior 
and poor service. Such situation should be totally averted. 
Banks should not avoid or look down to a complaining customer, they should 
remember that a complaining customer adds to their service quality because he 
(the customer) provides them (the bank) with an opportunity to improve upon the 
service. Such a customer must be appreciated for providing the bank another 
chance to improve their approach as he has another option of silently shifting to 
some other bank. It takes longer time, money and effort to get a new customer 
since many banks are chasing him, but it takes only a few seconds to lose one. 
Understanding and practicing the skills in the 'CLEAR" technique; will help the 
bank to work through even the most challenging situations. Moreover, this 
acronym can be used as a tool for retention of customers. The steps on the 
'CLEAR' technique are: 
C : Calm your emotion 
L : Listen actively to the customer 
E : Empathize with the customer 
A : Apologize/Acknowledge the customer situation 
R : Provide reactive and proactive resolution 
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In most situations, there is a temptation to jump straight to the 'resolution' stage, 
After all, the customer is upset with the situation and if one straight arrives at the 
'resolution' stage; even if the problem is resolved, the customer might feel 
unacknowledged or unsupported in the process. 
Study on customer service in banks 
In the rapidly changing banking environment, it has become imperative for the 
banks to upgrade their competencies in day to day operations. With ever 
increasing volume of business transactions, both individual and institutional 
customers look upon the banks for extending hassle-free and cost effective 
services. Realizing the need of the hour. Reserve Bank of India under the 
chairmanship of Sri S.S. Tarapore had set up a committee to study customer 
service prevailing in banks and to recommend suitable measures for upgrading the 
same. RBI is ensuring that banks move towards more and more transparency in 
the field of customer service. Also, the Governor of RBI has advised banks for 
imparting financial education to customers. The two pronged approach are likely 
to have an impact in reaching out banking services to a larger population without 
too much regulatory control and thus achieve the objective of financial inclusion. 
Notwithstanding the recommendations, banks are duty bound to improve the 
quality of services and reach out to customers at any time with agility. Lest, the 
retention of the existing customer base itself will be under pressure, leave alone 
the growth. Excelling in the market place on a sustained basis is impossible 
without excelling in service delivery. 
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Know Your Customer (KYC) 
Knowing the Customer is the first and foremost step for contemplating better 
customer service. At the initial stage of any transaction such as opening of 
deposits accounts, locker, loan processing etc, banks insists completion of a form 
called "KYC Form". These days it has become mandatory for the banker to obtain 
this form dully filled in by the customer. This contains all the relevant data of the 
customer, his spouse and introducer of the account. This also helps the branch to 
design the product and services accordingly to suit the requirement of the 
customer. 
Customer awareness 
There is a need to educate the customers on bank products. Efforts should be 
made to widen and strengthen the process of information flow for the benefit and 
education of customers. For example, today, the customers do not have enough 
idea as to how much time is required for any type of banking service. The rural 
customers are not aware for what purpose the loans are available and how they 
can be availed. Customers do not know the complete rules, regulations and 
procedures for the banks; and bankers preserve them for themselves and do not 
take much interest in educating the customers. They need to educate customers 
form the grassroots of banking. 
The banker must not think that the customer is unreasonable. It may appear 
unreasonable from banker point of view but it is reasonable to the customer 
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because of his need for a particular service. The banker should think that every 
call form the customer is a sales opportunity. 
Most of the customers are ignorant about the banking practices. It is time the each 
bank branch takes steps to educate the customers on all banking functions, which 
will facilitate growth of banking on healthy lines both qualitatively and 
quantitatively. 
It has been revealed in the national survey that the most effective media for 
increasing awareness of bank products is publicity through friends and relatives of 
the concerned customers. 
There exists vast untapped potential both for deposits and advances but most of 
the potential is left untapped due to lack of awareness of various 
products/schemes. It is estimated that around 50% of non-bank savers are 
illiterate. There is a feeling among the rural people that banks are to be visited 
only for loans. Deposit mobilization and marketing of bank products is not only 
the responsibility of branch manager but also involvement and commitment of the 
entire branch staff in this activity will give a fruitful result. 
Making people bank minded 
Deposits are the life and blood of the banking system. Hence, the deposits 
products are given the best of service and higher consideration. Banks strive hard 
to mobilize more and more deposits, as the same constitute an important source of 
their functioning. Today, bank deposits are low compared to other competitive 
avenues. This is because of diversion of funds to various mutual fund schemes, 
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new equity issues and other profitable ventures. Banks have to convince people at 
large to deposit their savings with them by successfully marketing bank products. 
In short, banks have to go to the people and make them 'bank minded'. 
Committees/panels/acts on customer service in banks 
The Government of India, RBI and IBA have always been emphasizing on 
improving customer services in banks. Improving customer relations has been a 
continuous exercise for the public sector banks. Several act, committees, panel, 
commissions and working groups have gone into the issues of customer service 
from time to time. 
Ground Rules And Code of Ethics (GRACE) 
Indian Banks Association (IBA) evolved a code of ethics known as 'GRACE. The 
code deals with customer service wherein the code specifies that banks must 
explicitly inform customers about their rights. 
Customer service department (CSD) at RBI 
On 1*' July 2006 RBI constituted a new customer service department (CSD) to 
bring together all activities for enhancing the quality of customer services and 
strengthening customer grievances mechanism in banks. Main fimctions of CSD 
are: 
i) Dissemination of instructions/information relating to customer service and 
grievance redressal by banks and RBI 
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ii) Observing the grievance redressal mechanism in respect of services rendered 
by various RBI Offices/departments 
iii) Administering the Banking Ombudsman (BO) scheme 
iv) Acting as a nodal department for the Banking Codes and Standard Board of 
India (BCSBI) 
v) Ensuring redressal of complaints received directly by RBI on customer service 
in banks 
vi) Liaison between banks, IBA, BCSBI, BO Offices and RBI on matters relating 
to customer services and grievance redressal 
The Consumer Protection Act 1986 
With the enforcement of the Consumer Protection Act, 1986 effective from April 
15, 1987, banks in India are now liable for additional liability towards their 
customers under this Act. The Act not only applies to goods but is equally 
applicable to various services specified therein. By the term 'service' is meant 
"service of any description which is made available to potential users and includes 
the provision of facilities in connection with banking". 
The liability of the banker in relation to the service rendered to the customer 
arises under this Act provided the following conditions are fuIfiUed:-
a) The service has been rendered for a consideration and not free of charge 
b) The customer suffers any loss or injury on account of any deficiency in the 
service rendered to him and 
c) The loss has been caused due to the negligence of the banker 
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Thus the above provisions of the act urge the bankers to realize their duties and 
obligation to their customers while rendering various services. The liability of the 
banker under this act is in addition to the liabilities prescribed by other acts 
affecting the bankers 
Goipuria Committee 
In September 1990, RBI instituted a committee on customer service in banks 
under the chairmanship of Mr.M.N.Goipuria, who was then the chairman of SBI. 
The report, released in December 1991, contained a detailed study of the present 
status of customer service in public sector banks and recommendations for 
improvements. Out of total 97 recommendations of the Committee, RBI accepted 
89 recommendations. (Annexure-2). RBI has instructed all banks to meticulously 
comply implementation of 25 core recommendations of Goiporia Committee. The 
compliance position is being placed before the Top Management (or Board) of 
each bank for approval before submission to RBI, on half yearly basis viz. March 
and September. 
Kaldate panel on customer service in banks 
The panel constituted by the Government of India has submitted in October 1994 
its recommendation on customer service. In its recommendations, the committee 
has observed that a huge gap existed between theory and practice in the 
implementation of Goiporia committee recommendations. It has urged RBI to 
develop a mechanism to receive feed back on implementation of Goiporia 
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committee recommendations. The summary of Kaldate panel recommendations is 
given in Annexure-3. 
Ombudsman scheme 
RBI announced the Ombudsman scheme for banks on June 1995, revised in 
2002.Once again the scheme has been modified in 2006 for wider coverage of 
redressal of customers' grievances. The Banking Ombudsman Scheme, 2006 
enables resolution of complaints of bank customers relating to certain services 
rendered by banks. It provides for an institutional and legal framework for 
resolution of complaints relating to banking services and other matters as 
specified under the scheme. The scheme has been brought into force by way of 
direction issued by the Reserve Bank in terms of Section 35A of the Banking 
Regulation Act, 1949. The Reserve Bank will also appoint its serving senior 
officials as the Banking Ombudsman and will also fully fimd it for better 
effectiveness. 
The Banking Ombudsman is a quasi judicial authority. It has power to summon 
both the parties; bank and its customer, to facilitate resolution of complaint 
through mediation. As on date, 15 Banking Ombudsmen have been appointed with 
their offices located mostly in the state capitals. All scheduled commercial banks, 
regional rural banks and scheduled primary co-operative banks are covered under 
the scheme. The extent and scope of the new scheme is wider than the earlier 
scheme of 2002. It also provides for online submission of complaints. The new 
scheme additionally provides for the institution of an 'appellate authority" for 
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providing scope for appeal against an award passed by the Ombudsman. Details 
of the Scheme are given in Annexure-1. 1,'^,,, ,. ^ ^ 
Code of bank's commitment for individual customers "^ ' /X M ^ ^ \ 
On 1st. July 2006, the Banking Codes and Standards Board, of India (BCSBI) / 
released the code of banks' commitment to customers. It is a voluntary ogdc, 
which sets minimum standards of banking practices for banks to follow when they 
are dealing with individual customers. It provides protection and explains how 
banks are expected to deal with the customers in day-to day operations. This code 
has been designed to promote good and fair banking practices by setting 
minimum standards in dealing with customers and increase transparency for better 
understanding of customer services, which the banks will provide. This code 
includes bank's key commitments to customers; product features of deposits as 
well as loan schemes and tariff schedule. This code also covers rules regarding 
advertising, marketing etc. The details of the scheme are given in Aimexure-4. 
Other committees 
In addition to the above. Reserve Bank of India set up a Committee on Procedures 
and Performance Audit on Public Services (CPPAPS) under the chairmanship of 
Dr. S.S. Tarapore to advise it on improving the quality of customer services. 
Banks were asked to constitute similar ad hoc committees to undertake 
procedures and performance audit on public services rendered by them and 
coordinate with RBI. Based on the reports of the Committee on personal 
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transactions of individuals in foreign exchange, government transactions, banking 
operations and currency management; a number of guidelines have been issued 
with a view to improving customer service rendered by banks. Among other 
things, the committee has recommended that both the drop box facility and the 
facility for acknowledgement of the cheques at the regular collection counters 
should be available to customers and no branch should refuse to give 
acknowledgement if the customer tenders the cheques at the counters. Some 
banks particularly foreign and new private sector banks do not allow depositors to 
collect their cheque books at the branch but insist on dispatching the cheque 
books by courier to the depositor. Further, it is observed that the depositor is 
forced to sign a declaration that a despatch by the courier is at the depositor's risk 
and consequence and that the depositor shall not hold the bank liable in any 
manner whatsoever in respect of such despatch of cheque books. The committee 
has observed this as an unfair practice and advised banks to refrain from obtaining 
such undertakings from depositors. Banks should also ensure that cheque books 
are delivered over the counters on request to the depositors or his authorised 
representative. Besides, Ministry of Finance and Government of India have 
issued several instructions to banks to implement 'Public Grievances Redressal 
and Monitoring System' (PGRAMS). Among many suggestions, one important 
instruction is that banks have to attend to the queries/complaints/grievances 
received through e-mail. The settlement period for redressal of such grievances is 
30 days as per the stipulations of Government of India. 
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Branch level committees and meetings on customer service 
All branches are required to have customer service committees consisting of 
branch manager, an officer and representative from clerical and sub staff cadre. 
They are to meet regularly along with cross section of customers and discuss 
various problems faced by them (customers) at branches. The members present in 
the meeting give their suggestions how to over come the difficulties. Such 
meeting not only helps to solve the problems and reduces communication gap 
between customer and bank staff; but also increases customer satisfaction level to 
a great extent. 
In addition, all branches arrange 'customer interaction fortnight' once a year and 
during this period specific steps/ interaction programme are conducted with 
customers to know their (customers') expectation from the bank/branch. These 
interaction programmes are of immense advantage for the branch in drawing 
action plan for the customer service and giving proper direction to services. 
Survey of customer satisfaction 
The concept of customer is not the end user of product or services, but every one 
involved at every stage in the process of making the product and servicing it. 
Similar to the manufacturing organizations, the sum total of proper efforts made 
by various functionaries at branches, regional/zonal offices and head office 
establishments will lead to significant achievement of business growth and 
customer satisfaction. Customer loyalty and satisfaction are becoming more 
difficult to achieve and more important to maintain in today's competitive 
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business world. Customer satisfaction does not only apply to the end user of 
organization's products and services, it also applies to the people in the 
organization and how they work together to produce products and services. 
Management's ability to understand the fast-changing customer expectations is 
going to be important for the bank's success. Faster a bank is in tracking changing 
customer needs and customer satisfaction as compared to its competitors, better is 
the bank's edge over its competitors. 
Present methods of understanding customers are:-
-Customer meetings and customer fortnight 
-Informal discussion with customers 
-Suggestions box 
-System for handling customers grievances 
-Direct communication form customers 
-May I Help You or Enquiry counter 
-Account opening form along with KYC (know your customer) form 
-Accoimt closing form 
-Cases from ombudsman's office 
-Customer survey 
Most of the methods being presently followed are such that the customer is 
expected to come to the bank. But in reality, a very few of the customers, who are 
not happy with the bank, will come to the bank and complain or discuss about it. 
Most of the aggrieved customers close their accounts or leave it as dormant and 
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walk away. In several cases some customers interact with the bank in customer 
meetings or during customer week etc. But these customers may not be truly 
representative of customer base. 
Banks needs to change their approach towards understanding customers. An 
aggressive approach will be required in which banks should be going to their 
customers to understand their needs and to track their customer satisfaction level 
and quickly act on this information. One of the effective ways of doing this is by 
conducting customer surveys. 
Steps involved in a customer survey:-
-Defming the problem 
-Selecting the survey tool 
-Designing the questionnaires 
-Finalizing the sample design 
-Collecting the information and checking data 
-Data processing and analysis 
-Reporting 
From customer surveys, a bank can learn a great deal about itself as well as its 
customers. Survey information should answer certain basic information on 
customers like age distribution, occupation, educational level income etc. The 
customer profile must include data about commercial as well as retail customers. 
Such data would include number of customers by type of business, balance size, 
number and types of services used, age of relationship and profitability of each 
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relationship .The need for such information arises because of the marketing 
orientation that puts the customer at the center of the organization. Banks have to 
know who their customers are before making informed decisions regarding new 
or existing products or services. 
There always exist a gap between a customer's expectation and the services he 
gets from a Bank. The wider the gap, there is more dissatisfaction leading to 
increase in complaints. The gap on the other hand if narrowed down, leads to 
customer satisfaction. Banks usiially conduct periodic surveys on customer needs 
in the changing social economic and technology scenario and accordingly develop 
products and services to meet their banking needs. 
Customer's record of profile under KYC guidelines provides valuable inputs to 
develop products to suit the large client base. 
Apart from a suitable product, the other expectations of a customer are courtesy 
and empathy from the staff, ambience and a helping hand when needed. 
Customer service surveys by outside agencies are often usefiil to assess 
customers' perception. Top Management of the banks arrange customer service 
survey by. outside market research agency after every 2-3 years to measure and 
improve service quality and customer satisfaction. NCAER recently conducted 
surveys of three important public utilities providing services such as banks, 
telephones and electricity. 
The response of users to the quality of service was the worst for power, and the 
best for banks, with telephones coming somewhere in between. Over 73 per cent 
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found the service from nationalized banks to be normally courteous and helpful. 
A slightly smaller number said that punctually was always maintained. A third of 
the respondents said that attempts at redressal of problems by the banks were not 
effective. As far as bank services are concerned, the users of the nationalized 
sector would like customer service to improve but there was no strong preference 
for ownership to shift from government to private ownership. 
The Indian Banks Association commissioned a survey through an independent 
agency, the Indian Market Research Bureau to ascertain customers' perception of 
the banking sector. 
The earlier survey was commissioned to gauge the customers perception about 
banks in India, measure whether the perceptions have changed in recent years, 
and compare the level of trust, confidence and integrity in the banking sector vis-
a-vis other service sectors which the general public deal with 
For this purpose, a survey sample consisting of the household sector, business 
sector and opinion leaders was conducted for branches with heavy workload, 
particularly in metropolitan areas. The sample was selected on an all India basis, 
cpvering four metropolitan cities, four urban centers, four semi-urban centers and 
ten rural districts all over the country. 
The high level of confidence in dealing with banks was re-affirmed with most 
respondents (55 per cent) opting for banks as a preferred investment chaiuiel. 
Around a fourth (26 percent) of the borrowers faced problems while applying for 
loans. 
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Difficulties during the loan application process were higher in the rural areas as 
compared to the urban areas (390 per cent as compared to 21 per cent). 
Procedures in processing the loan applications were one of the major problems. 
Customers desired improvement in speeding up of loan sanctions and 
simplification of procedures. 
It was also felt that computerization was essential for branches with heavy work-
load, particularly in metropolitan areas. This has now been facilitated by the 
agreement entered into with the Unions in November, 1993. Another issue which 
emerged is compensating customers for delay in collection of cheques and 
demand drafts. Some instructions have already been issued whereby outstation 
cheques up to Rs. 5,000 are to be immediately credited and payment of interest @ 
12% in case of cheques to be credited to loan/overdraft/cash credit/advances 
accounts on delayed credit of cheques and at the rate of two per cent above the 
savings bank free to be allowed to customers in all other cases. There will be 
automatic credit of interest to all customers without his/her request on all delayed 
collections. Time limit of 10 days for instruments drawn on metropolitan 
centers/state capitals & 14 days in respect of other places has also been stipulated. 
Some banks have commissioned such agencies to conduct market survey and to 
ascertain customers' views on various services being rendered by the banks. 
Banks may take follow up action on such assessments. Otherwise, the very 
purpose of conducting such market survey is defeated. 
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In 1997, IB A launched another nationwide customer survey to rate the services of 
different banks. They appointed six market research organizations to rate banks 
from point of customer services in six regions. 
The study has been initiated after it was felt that there was an urgent need to tone 
up the quality of customer services. The rankings would help banks in knowing 
areas where they lag and in coming up with effective corrective steps. 
The region - based survey has been divided into six zones - east, west, north, 
south, north-east and central - and the marketing organizations conducted a 
nationwide survey on the areas of critical services such as collection, payment of 
cheques and drafts. 
A customer expectation analysis was conducted. Nearly 700 customers were 
interviewed by the questionnaire method fi-om more than 40 centers in the 
country. 
The analysis revealed that 58 per cent of the customers interviewed welcomed 
interest rate deregulation as it encouraged healthy competition amongst banks. 
The rest, 42 per cent, felt that the deregulation of interest rates had caused 
inconvenience, as now they had to keep themselves informed about the interest 
rates of all the banks. 
A large number of customers interviewed (73 per cent) reported to be having 
knowledge of the interest rates of other banks. 
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The downward trend in the interest rates in deposits of banks was strongly 
criticized by 70 per cent of the customers interviewed. The depositors and small 
borrowers expressed their dissatisfaction on the present level of interest. 
Forty eight per cent of the customers reported that they give preference to a bank 
that offered higher rates of interest as compared to a bank, which that offered 
better customer service. A large number of customers interviewed i.e. 86 percent 
of them were satisfied with the service charges of their respective bank. Nearly 64 
per cent of the customers interviewed felt that the public sector banks were well 
equipped and would be able to withstand competition. 99 per cent of the 
customers replied that they had never been asked to respond to such a feedback 
and nearly 100 per cent of them felt that such a feedback should be obtained 
either once in six months or annually. 
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CHAPTER-IV 
UTTARANCHAL STATE 
UTTARANCHAL STATE 
Introduction 
Uttaranchal, which was carved out of Uttar Pradesh, as a result of the U.P. 
reorganizations Act of 2000 passed by the Indian Parliament, came into existence 
on November 9, 2000. Earlier, it formed, more or less, the hill region of U.P. 
comprising 12 districts occupying the north-western part of the state. At the time 
of its creation, Haridwar, which was earlier a part of the western region of U.P., 
was also merged into the new state, taking the nimiber of its districts to 13. 
The name of the state has been changed to 'Uttarakhand' since December 2006 
by an act of Parliament. However this research project was initiated since Oct' 04; 
and the researcher has used the name'Uttaranchal' throughout the body of the 
research paper instead of'Uttarakhand'. 
The state of Uttaranchal makes international boundaries with China (Tibet) on the 
north-east and Nepal on the east. To the northwest and west lies the state of 
Himachal Pradesh. To its west lies Haryana and southwest lies Uttar Pradesh. 
Uttaranchal comprises hills, valleys and foot-hill plains. It is endowed with 
beautiful and enchanting high Himalayan peaks. The region is known for its 
scenic beauty which attracts tourists from all over the country and abroad. The 
state is blessed vdth majestic swift flowing rivers originating from the glaciers 
and snow peaked mountains located in higher reaches. It is the land of four most 
sacred Hindu pilgrim destinations, namely, Badrinath, Kedamath, Gangotri and 
Yamunotri, Uttaranchal is rich in natural resources which have yet to be prudently 
and sustainably tapped. This however, is one side of the picture. There is a flip 
side, too. In a nutshell we see Uttaranchal as a state where the present land use is 
skewed. Barring the terai, the resource base has potential but is fragile at the same 
time in many ways. Soils are thin and highly variable in structure, texture and 
fertility. Water is fast moving and difficult to manage. Land is easily damaged or 
even lost, through erosion, deforestation and unscientific uses. 
Population pressures have accentuated pressure on land and other resources. 
Technologies suited to hill, region are not yet adequately developed or adopted. 
Even where solutions are known; their application is constrained by the limitation 
of resources or by hesitancy and lack of will. Infrastructural facilities are limited. 
Institutions are weak and not empowered in the required measure. This is the 
scenario one generally comes across in hilly parts of Uttaranchal. 
According to 1991 census, the population of the State was 71.14 lakhs. The 
provisional figure obtained from 2001 census place the population of the State at 
84.80 lakhs. The total land area of the state is 53331 sq.km which amounts to 
18.1 percent of the total area of the erstwhile composite U.P. state existing before 
the creation of Uttaranchal. 
The density of population is relatively low. Provisionally, in 2001, it is placed at 
159 persons per sq.km against 133 in 1991. It is much lower than the national 
average of 324. The population density is, however, .higher when compared to 
other hill states and is indeed the highest among all of them except Tripura. The 
districts located wholly or partly in the plains have a very high density of 
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population, e.g., Haridwar, (612), Udham Singh Nagar, (424), Dehradun, (414). 
At the other extreme are the districts of Pthoragarh (65), Chamoli (48) and 
Uttarkashi (48); all of which share border with Tibet. 
The sex ratio is, relatively speaking, better at 964 in 2001. It looks favourable in 
as much as the figure incorporates the phenomenon of migration of men-folk from 
Uttaranchal, much of whom traditionally join the armed forces or migrate to the 
plains in search of employment. Migration is obviously the outcome of lack of 
employment opportunities. In 2001 females exceed males in eight out of 13 
districts. All the eight districts having higher female population are located in the 
mountainous part of the State. 
Uttaranchal is being home to a large number of Hindu shrines. Its population has 
a large segment of Hindu population. In hilly regions, about 98 percent of the 
population consists of Hindu. However, in districts lying in the plains, other 
religious groups (Muslims and Sikhs) have a significant presence. Muslims 
constitute 30 percent population in Haridwar and 15 percent in Nainital (largely in 
the plain areas). The Sikh population largely resides in Udham Singh Nagar 
district. According to 1991 census, there is a substantial segment of scheduled 
castes which accounts for 17.4 percent of the total population. Only about 3 
percent of the population consist of scheduled tribes namely Bhotias, Buxas, 
Jaunsaries, Thanis and Rajis. 
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Literacy 
According to provisional figures of 2001 census Uttaranchal has a high literacy 
rate of 72.28 percent against 57.75 percent in 1991, receding a sharp marked 
among females which went upto 60.26 percent from 41.63 percent in 1991. The 
districts of Nainital and Dehradun were ahead of other districts, registering 
literacy rates of 79.60 percent and 78.96 percent respectively. The districts of 
Haridwar and Udham Singh Nagar, both lying in the plains, were down in the 
literacy ladder with percentages of 64.60 and 65.76 respectively. 
Size of agricultural holdings 
There are, in all, 8.55 lakhs agricultural holding in 1991 of which 5.99 lakhs (70.1 
percent) were marginal holdings, each less than one hectre. On the other hand, 
1.47 lakhs (17.2 percent) agricultural holdings are less than 2 hectre and belong to 
the category of small holdings. Thus as many as 87.3 percent of the lands 
holdings were either marginal or small. 
About 50 percent of the holdings falling in the bracket of less than half a hectare 
covered only about 12 percent of the area. The entire bracket of marginal holdings 
(less than one hectare) which represented 71.2 percent of the holdings accounted 
for only about 28.1 percent of the land area. The distribution of land is thus 
unfavourable to the marginal and small farmers, particularly marginal farmers. 
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Workers 
According to 1991 Census, of the total population of 70.5 lakhs; 28.15 lakhs i.e. 
39.9 percent were workers which included marginal workers as well. If only men 
workers are considered, the proportion of workers was only 35.2 percent; the 
marginal workers constituting 4.7 percent of the population or 11.9 percent of 
total workers are mainly female workers (84.2 percent). About 54.2 percent of the 
men workers were engaged as cultivators while another 9 percent work as 
agricultural labour. This indicates the major role of agriculture in the economy of 
Uttaranchal. 
Crops 
Rice, maize sawan, mandua and wheat are the principal cereals grown in 
Uttaranchal of which wheat and rice are more important ones. According to 
figures of 1997-1998 cereals accounted for 74.6 percent of the gross cultivated 
area of which wheat contributed 30.8 percent followed by rice, 22.2 percent. 
Roads 
Roads are important infrastructural facilities, which promote both economic and 
social development and provide convenient transport means for all types of 
vehicles carrying passengers or goods. Above all, roads provide coimectWity 
between rural and urban settlements and connectivity with other states from 
where tourists come and supplies are received or to which goods flow and people 
from the hills go. They facilitate access to schools, hospitals, commercial centers. 
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tourism locations, pilgrim destinations etc. A quantitative measure of the 
connectivity available in any region is the length of roads in that area. In absolute 
terms the maximum road length is in the district of Pauri - Garhwal followed by 
Dehradun, the least length being in the district of Uttarkashi. 
There is a fairiy good coverage in Dehradun, Pauri-Garhwal, Nainital and Udham 
Singh Nagar districts by road net-works, while the border districts of Utarkashi, 
Chamoli and Pithoragarh have poorer coverage. This is evidently due to the fact 
that these districts have more difficult terrains as also lower population densities. 
The districts of Udham Singh Nagar and Haradwar located in the plains have 
higher concentration of population and, therefore, they have lower figures of 
roads per lakh of population and higher figures of roads in terms of area. The 
much larger coverage in the district of Nainital with relatively lower density of 
population assumes special significance. This district is an important tourist 
destination and is also the main entry point to Kumaon. That could be the reason 
for its higher road coverage. 
Railways 
The facilities of railways are confined to the plains or to low hill areas while vast 
high hill areas have no rail net work. According to figures of 1995-96 there are 45 
stations located in five districts - Haridwar (14), Udham Singh Nagar (17), 
Dehradun (8), Nainital (5) and Pauri-Garhwal (1). The remaining districts are not 
served by railways. Through these stations, Uttaranchal has rail connections with 
Delhi, Luck now, Kolkata, Mumbai, Haryana and Punjab. 
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Airways 
Uttaranchal is very limitedly connected by air-ways. There are only a few air-
strips, namely at Pantnagar and at Dehradun but these are not yet developed to 
provide regular air services. An additional air-strip is under construction at Naini-
Sain in Pithoragarh during the Eighth Five Year Plan. 
Communications 
Networks of post and telegraph offices and telephone exchanges serve the far-
flung areas of Uttaranchal State in varying degree. 
Education 
Education is the key to social development. From this point of view Uttaranchal, a 
new state is favorably placed than the residual U.P. The literacy rates are higher 
and the state has a reasonably good net-work of schools and colleges at all levels. 
Industry 
Uttaranchal is deficient in industries but the services sectors (trade, tourism, 
hotels, etc.) are picking up and will have increasing role in the State's economy in 
future. The Central Government has declared a concessional Industrial package 
for Uttaranchal on 7^ January 2003.As per new Industrial package, various 
package , various concessions on excise duties and income tax have been 
declared for establishing new industrial units as well as to existing units.. 
Presently the state is marching ahead with industrialization with attractive terms 
to new entrepreneurs such as reduced rate of sales tax, VAT, excise, customs etc. 
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As a result, almost all big industrial houses: companies, automobiles, heavy 
industries, paper, food processing etc are investing in the state in a massive way. 
This not only provide employment opportunities for the unemployed youths as 
well as overall development of the state. 
Economy and Banking 
State's GDP is Rs. 17370 crores and net GDP is Rs. 15051 crores (Year 2003-
04).Per capita GSDP is Rs. 19598 and per capita NSDP is Rs.l6982.The state has 
13 districts; 7 in Kumaon mandal and 6 in Garhwal mandal. All the 13 districts 
are covered by banks. The state has total 39 banks (23 public sector banks,3 
Regional rural banks,2 cooperative banks and 11 private sector banks) with 1135 
branches (647 rural,285 semi urban and 203 urban branches).There is no ' metro' 
category branch in Uttaranchal. The state does not have any foreign banks. AH 
banks put together have deposits Rs. 24399 crores and advance of Rs. 10967 
crores; total business Rs.35366 crores. (Annexure-14 and Aimexure-15) 
CD ratio as on 30.09.2006 is 66.72 % which is much lower than that of 
March2006-123.45% and March2005 -83.48%.State Bank of India is the leading 
baiJc in the state and also the convenor of SLBC for the state. The state being 
agricultural dominating state the major portion of credit i.e. 46.59% was provided 
to agriculture sector. The share of industries and services sector works out to 
18.19% and 35.21% respectively. 
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CHAPTER-V 
REVIEW OF LITERATURE 
REVIEW OF LITERATURE 
Introduction 
Survey of related studies helps the researcher in identifying the exact topic on 
which he/she wants to do research. It gives a clear picture of the related studies 
that have already been done. It enables the researcher to focus on the exact area 
on which he/she wants to do the work. This helps in sharpening the area of 
research. Thus, a collection of research studies is a bird eye-view of the various 
allied researches that have taken place. 
Mouly (1964) states, "The review of related literature is an exacting task, calling 
for a deep insight and clear perspective of the overall field. The review of the 
literature promotes a greater understanding of the problem and its crucial aspect 
and ensures the avoidance of unnecessary duplication. The published material is a 
fruitful source of hypothesis". 
Best & Kahn (2003) write that a summary of the writings of recognised 
authorities and of previous research provides evidence that the researcher is 
familiar with; what is already known and what is still unknown and imtested.he 
present study aims at finding the role functions of customers, staff members of 
banks especially public sector banks in rendering highest level of customer 
satisfaction. Therefore, the researcher's task has been to locate studies pertaining 
to these parties. An attempt has been made to organize the review of related 
studies under the section- 'Review of Literature'. It will be proper to mention 
here that, in addition to this chapter, also in earlier two chapters (Introduction and 
Customer service); various studies made on customer service are incorporated. 
The collection of allied research studies can be presented in different ways. In the 
present case, the researcher has conducted elaborate studies of the related aspects. 
Abstracts of studies so collected are presented here in broadly three sub headings: 
(i) Studies on customer service and customer satisfaction in general 
(ii) Studies on customer service and customer satisfaction in service organisations 
(iii) Studies on customer service and customer satisfaction in banking 
(i) Studies on customer satisfaction in general 
This section deals with the abstracts of studies pertaining to organisations in 
general. 
"Work for the customer, with the customer and not around him" says Raha 
(2007). Further he adds, "The customer is the source of all business activity. We 
need to align all our plans keeping in view his goals". 
Laying emphasis on 'customer', Gopinath (2007) says, "Customer signifies the 
single purpose of business. We are what we are today because of our customers 
and nothing else. Listen to him carefully and constantly to serve him better and 
you will see profits growing. This is the only viable business model that I know 
of." 
Customer service satisfaction research has become an intricate part of the 
customer service strategy for virtually all large and many medium sized 
companies- reveals Polaris (2007). "Wherever customer service satisfaction 
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questions were once appended to a company's more general customer satisfaction 
program, they have become independently executed and funded programs 
dedicated exclusively for achieving quality customer service. Often referred to as 
interaction or transaction satisfaction surveys; customer service satisfaction 
programs differ from general satisfaction surveys in structure and design. Within 
the category of customer service satisfaction research are call center or remote 
contact vs. in-person contact; each of which have special considerations when 
planning the research for the customer service strategy. For example, due to the 
nature of the interaction being measured, a call center customer service 
satisfaction survey program will almost always have a more detailed and easier to 
acquire sample file (customer contact records), which can significantly and 
positively impact response rates. With in-person contact customer service 
satisfaction surveys, more creative approaches often need to be employed to 
distribute survey invitations to recent customers. 
"Are there economic benefits for improving customer satisfaction? Many firms 
that are fiaistrated in their efforts to improve quality and customer satisfaction are 
beginning to question the link between customer satisfaction and economic 
returns", investigate Anderson, Fomell and Lehmann (2007). They discuss how 
expectations, quality, and price should affect customer satisfaction and why 
customer satisfaction, in turn, should affect profitability; this results in a set of 
hypotheses that are tested using a national customer satisfaction index and 
traditional accounting measures of economic returns, such as return on 
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investment. The findings support a positive impact of quality on customer 
satisfaction and in turn, profitability. Further, they demonstrate the economic 
benefits of increasing customer satisfaction using both an empirical forecast and 
new analytical model. In addition, they discuss why increasing market share 
actually might lead to lower customer satisfaction and provide preliminary 
empirical support for this hypothesis. Finally, two new findings emerge: First, the 
market's expectation of the quality of a firm's output positively affects customers' 
overall satisfaction with the firm; and second, these expectations are largely 
rational, albeit with a small adaptive component." 
Talking on TQM, Muthuraman (2007) advocates, "We need to ask ourselves what 
promise we have made to the customer, and then work to deliver beyond the 
promise. The next year, the level of promise has to go up. This is important to 
ensure that the customer places his complete trust in you. This alone will sustain 
increased growth and profits. Customer centricity is the focal point of all TQM 
(Total Quality Management) philosophy" 
"All strategy is to win the customer not vnth mere words but with service, not 
sheer promises but with swift delivery. Global consumer is independent, more 
aware and with many choices today. This truly makes him our motto", says 
Singhal (2007). 
"We see Indian business organizations at a crucial juncture. The process of 
liberalization and globalization is exposing them to unprecedented competition. 
Many organizations that are showing profitability at present may disappear unless 
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they gear up for global competition and take steps to enhance and sustain their 
competitive edge" expresses Khan (2006). He further elaborates, "Although the 
awareness for change is increasing; the sense of urgency to initiate change is still 
not adequate. In this rapidly changing and turbulent scenario, only those 
organizations will survive that initiate steps for change well ahead of others. The 
best time to change, as pointed out by Narayan Murthy of Infgsys^j^j^i^ejja^a^ge 
appears to be least needed." 
Cochran (2006) says, "The customer is the sole reason for which organisations 
exist. He outlines process controls around internal and extema^customerS;J'mie 
needs". He adds, "Understand the importance of customer-satisfaction training, 
and motivate top management to instil a customer-focused orientation." 
Sen (2006) discusses on a different aspect 'promotional marketing'. "History has 
proved time and again that 'promotions' work. Way back in 1789, when George 
Washington was elected the president of USA, commemorative buttons were 
given out to the public during that time. This was the first known usage of a 
promotional product. Promotional marketing is different from any other form of 
advertising. Advertising brings awareness of a product. Promotional marketing 
goes a step further in demanding a call for action. Advertising gives consumers a 
reason to buy a product whereas consumer promotion gives consumers a reason to 
buy a product now". 
Ramachandran (2006) makes a point on marketing, "Marketing is about 
persuasion. It becomes a prime business function in societies where consumers 
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buy goods, not because that is what they are required to buy and there is no 
ahemative; but because they are privileged to exercise a free choice as to what 
they do. Marlceting is therefore about communication and communicating 
arguments in favour of ones own brand. It is about persuading consumers to first 
try and then to continue to buy at a price, which will give the brand owner a fair 
profit. It is about persuading retailers/wholesalers to stock the brand and make it 
readily available to consumers. It means also being able to anticipate what 
customers might find satisfactory or attractive and leading customers in that 
direction". 
Nafees (2006) focuses on the concept of '360 degrees branding'. He pleads, "The 
term '360 degree' is the proprietary brand name of Ogilvy & Mather (O & M). 
Ogilvy's philosophy of 360-degree brand stewardship essentially means building 
a brand at every point of contact. Just doing things better than the competitor is no 
longer a guarantee of success. The cutting edge in markets often lies at the 
intersection between markets. Retailers are banks. Airlines are holiday companies. 
Car manufacturers are financiers. Sports-goods makers run theme parks. 
Hardware manufacturers are software consultants. This means brands have more 
and different competitors". 
Analysing the concept of marketing from a completely different angle, Haque 
(2005) narrates, "Change or perish is the new mantra for most corporate. Some 
minimal change is therefore essential for companies to stay relevant in their 
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markets or in the minds of their customers lest they become obsolete and die". 
Further, he mentions, "Change is an inevitable, growth is an option". 
Dealing with the linkage between business and customers, Venu Srinivsan (2005) 
says, "Fifty years after Peter Drucker expounded it people have begun to accept 
the precept that the ftindamental reason for existence of a business is to create a 
satisfied customer. This is not empty management rhetoric. It is very clear today 
that whether you are an R&D manager or production engineer or in design, 
advertising or sales, any manager or fi-ont line executive worth his salt must 
understand the business holistically and demonstrate leadership based on this 
understanding. Asia is changing the business landscape of the world. Aggressive, 
bold innovative competition and new business models are threatening traditional 
responses, rapidly changing customer expectations and necessitating agility of 
response in a magnitude hitherto not witnessed in India. This demands a response 
fi^om fi"ontline managers to act and behave like 'owners'. By deduction every 
level of leadership needs to behave like an 'owner'. The term ownership deserves 
some elaboration. Ownership is not a matter of employees owning stock in the 
company. It is all about treating every customer as your own and not that of the 
sales department or the dealer alone. Today, service industries such as hotels, 
airlines and banks exemplify this. In a front desk or customer-counter, there are 
himdreds of daily 'moments of truth' that offer an opportunity to meet and exceed 
the customer's expectations. And the place where leadership skills are most 
needed is middle management". She ftirther narrates, "Traditionally, middle 
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management has viewed information as a source of power and, with the advent of 
the information technology era; it was felt that their power in the organization 
would reduce significantly. However, accepting the central precept that serving 
the customer is indeed the purpose of organization, one sees that middle 
management's role has transformed fi"om working in silos to one in which they 
have to use cross-fiinctional management and task forcing as a means of 
extending their influence to deliver business results. 
Delighting the customer; probably retaining his custom for ever in the process, 
was the sole aim. Managers must focus not so much on developing a personal 
style or charisma but on setting an example by practice of values, and by 
becoming role models so that others can act wdthout fear. A shared purpose along 
with fi-equent and consistent communication is the bedrock upon which effective 
leadership rests. Empowerment encompasses both delegation and competency 
development" 
Focusing on the importance of consumer in an organisation, Pandey (2005) 
opines, "Consumer is the ultimate boss of any corporate organisation. Indian 
consumer has been presented with many choices and with the power to exercise 
his discretion. In this context, 'Survival of the Fittest' has become the by-line of 
any industry, resulting in the closure, take over, or sale of inefficient imits.". 
Focusing on 'Customer Relations Management', Seybold (2005) narrates, "In 
today's tough global economy, businesses are focused more than ever before on 
retaining their existing customers and on lowering their operating costs. Customer 
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Relations Management (CRM) strategies and systems, once thought to be the 
silver bullet that would catapult companies to higher profits, are now coming 
under increasing management scrutiny. The 'problem' with CRM if there is one, 
which we doubt , is that capturing customer information and acting upon it is 
only one piece of a much larger challenge confronting today's businesses. 
Customers do not just want to be marketed to; they want to be well served. Our 
companies are notoriously ill prepared to meet the challenges posted by today's 
increasingly demanding business and consimier-customers". 
Kramer (2005) pinpoints on customer-centric analytic applications, "These can 
help your company become more customer-focused. These are tools that can help 
you better understand your customers' behaviour so that you can improve your 
knowledge about them. Improved knowledge can improve the customer-
experience that you provide. And with better experiences, come higher 
satisfaction, greater loyalty and more profitability". 
Stressing on the need for a 'World Class' customer service, Gopalakrishnan 
(2005) says, "Key to world class; incremental and continuous improvements are 
necessary, but not sufficient for becoming world class, which additionally looks 
for rapid, leap-frogging and quantum-jimips in business performance. The most 
important key to world class measures is customer satisfaction. It measures 
customer-perceived quality and value. In the scale 0-100 per cent, an average of 
80 per cent is 'good', 90 per cent is 'better' and 100 per cent is 'best'. The higher 
it is, the more is the customer delight, and so are customer loyalty and retention." 
Linking TQM in HRM, Bhatia (2005) explains, "The business objectives of Total 
Quality Approach are to increase customer satisfaction and market share through 
improved quality and to develop a more co-operative, flexible, loyal and 
innovative work environment. It is based on according pre-eminence to human 
resources in meeting customer needs vsath a focus on sharing information, 
responsibility and rewards. Employee involvement within and between levels and 
functions becomes a way of life, with ongoing education and multiple skill 
development. 
Speaking on customers' loyalty, Srinivasan (2005) narrates, "In a survey that 
covered over 212 global executives in 2004, Strativity Group (a global research 
and consulting firm) found that 59 per cent of them agreed that they did not 
deserve customer loyalty. A horrendous 83 per cent did not know the average 
annual customer value, two-thirds of them did not meet frequently with 
customers, and only 31 per cent felt that they had the tools and authority to serve 
their customers - down from 37 per cent in a 2003 survey on customer experience 
management (CEM) by the same group. These results indicate a major vote of no 
confidence by executives, an inability to move from intention to execution and an 
overall failure to deliver successful customer strategies. Are companies paying lip 
service to customer loyalty instead of really doing something to improve it? Quite 
clearly, companies are not investing enough in customer relationships. The 2004 
CEM survey shows that only 31 per cent felt that they had the tools to do the job 
when as many as 76 per cent also claimed that their companies had put customer 
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strategies higher on their agenda than they did three years ago. This under 
investment in customers shows up in the lack of basic information about 
customers. Some 89 per cent did not know the cost of a customer complaint, 90 
per cent did not know the cost of total resolution and 62 per cent did not know the 
annual customer retention rate". Further he adds, "More revealing is the 
willingness to invest in technology rather than people. The survey shows that only 
25 per cent of the respondents in North America said they were investing more in 
people than in technology. Not surprisingly, employees are showing lesser 
commitment to the job, leading inevitably to lower employee and customer 
satisfaction. Employee engagement is always the key to greater customer 
engagement. 
Analyzing the concept of 'profitability' linked with 'customer relationship', 
Arussy (2005) states, "Companies which fail to understand the costs and revenues 
associated with customer relationships treat customers as cost. That is why they 
do not invest in relationship. Passionate relationships with customers can be 
profitable and must be embraced by companies that look beyond quarterly results. 
Customers do pay a premium for passionate service.". 
Focusing on 'marketing'. Dash (2005) says, "A company must learn to think of 
itself not as producing goods or services but as doing the things that will make 
people want to do business with it. The concept of marketing myopia was 
established by the marketing Guru Theodore Levitt in 1960.1n a nutshell, selling 
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focuses on the needs of the seller, whereas marketing concentrates on the needs of 
the buyer". Again he adds, "It has become a usual assumption that because 
customer does not complain, he is totally happy. However this assumption can be 
very fatal unless verified by research, analysis, and talking to existing customers 
on regular basis". 
"Organizations are adopting new ways of gaining markets and customer loyalty. 
The need to attain a long lasting competitive advantage calls for a complete 
overhaul of old systems and methods. They have to establish mechanisms that 
facilitate change and dynamism," say Jabeen and Mishra (2005), "The only 
certainty to beat the competition in the market is to build the competence of the 
work force". 
"The world wide development of trade and industry has proved the role of quality 
management for sustaining competitive advantage"; say Yadav and Sharma 
(2005). Further they add, "The medium enterprises are the key role players of 
national economic development with their contribution in terms of growth 
generation, new product development and new technology commercialisation. 
The goal of TQM is to satisfy the needs of customers; prevent poor quality rather 
than correcting it; developing an attitude of continuous improvement; 
understanding the value of measuring performance to identify opportunities and 
maintain improvements and eliminate chronic sources of inefficiencies and costs. 
It is a focused management philosophy, providing leadership, training and 
motivation in order to continuously improve the operation of the organisation". 
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Finally they suggest that customer focus is one of the ways through which TQM 
can be integrated. 
"But as companies struggle coming closer to customers, they also have to learn 
how to discriminate between high-value customers and low-value ones" 
advocates Das Narayandas (2004), "Most companies that claim to practice 
customer relationship management actually focus on managing customer 
interactions. While they think they are talking strategy, they are actually focused 
on tactics." 
The survey, conducted by 'CustomerSat Inc' through a structured online 
questionnaire yields similar results for Europe. This means that companies almost 
every where are talking more about customer loyalty than actually practicing it. 
Over the course of 2004, companies appear to have become "less selective" about 
their customers. Lack of customer selection or the availability of selection criteria; 
implies acceptance of possibly unprofitable customers or an ill-fit with the 
company's value proposition and price points. With demonstrated disregard and 
ignorance of the cost of services and customer maintenance; executives find 
themselves dealing with discounting demands, margin erosion and higher than 
average service costs. Concludes, a Strativity analyst of th^ survey; "Can anyone 
blame the customer for lack of loyalty?" 
Comparing the 'traditional sale people' with present one, Bosworth (2004) states 
his view points, "Traditional sales people tend to offer their opinions to their 
buyers, while customer- centric salespeople tend to ask relevant questions. The 
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basic issue here is that most sellers come to a vision of a solution to their buyer's 
problem before their prospective buyer does. People love to buy but hate feeling 
sold. Traditional sellers are relationship-focused and customer-centric sellers are 
solution focused". 
Highlighting on customer need, Raman (2004) says, "Many innovations fail 
because they do not coimect with customer need. The root cause of failure is that 
the unit of analysis is wrong. The unit of analysis should be the need, and not the 
customer." He elaborates, "Sony had a policy never to do market research, and 
instead, its people would watch what consumers were trying to get done. Then, 
they would see how they could help consumers do it better". In respect of market 
segmentation he says, "Companies have to compete not only against rivals but 
also non-consumption. They must segment the market by jobs the customer wants 
done, and not just by categorizing existing customers". 
Total quality management (TQM) aims at long-term continuous improvement in 
customer satisfaction and excellence by embedding self-control in each unit of the 
work systems. Its practice improves overall organisational efficiency through 
remarkable reduction in rework time and process variance (Kumar, et al 2002) 
Dealing on 'price' aspect, Nagle (2002) says, "Although price is often more 
important to the seller than to the buyer, the buyer can still reject any price offer 
that is more than he or she is willing to pay. Firms that fail to recognize this facts 
and base price solely on their internal needs generally fail to attain their ftill profit 
potential". 
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"There has been increased demand for combining locally customized services to 
the economies of the scale of worldwide operations", says Reponen (2002), "In 
this environment, competitiveness calls for integrating the potential of 
information technology to well functioning global logistics. Information 
technology enabled global customer service combines theoretical consideration 
and practical experiences in implementing new customer service models". 
Stressing on the need for user-friendliness of technology, Gosney (2001) asserts," 
As far as yours customers are concerned, the technical solutions is unimportant; it 
does not matter how proud you and your technical crew are of your web-
infrastructure; it should always remain transparent and user fHendly to your 
customers. If the technology does not allow your customers to find and retrieve 
information in an easy and straight forward manner, it is not the appropriate 
solutions". 
Seybold (2001) analyses more deeply, "You are no longer in control of your 
company's destiny. Your customers are. Thanks to the internet and mobile 
wireless devices; customers are now armed with new and more convenient tools 
to access our businesses (as well as those of our competitors) around the clock 
and around the globe. Businesses and consumers are challenging and disrupting 
the standard practices virtually in every industry. They are demanding that we 
change our pricing structures, our distribution channels and the way we design 
and deliver our products and services to them. They can't be denied. They have 
the power and they know it. In the customer economy, 'loyal customers' have 
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become the most precious commodity. Today the hardest thing for a company to 
acquire is not development of capital, products, employees or even a board. It is 
customer loyalty. Customer R.elationships are the fundamental source of value on 
the new customer economy. Customer capital is now at least as important as 
investment capital. And the value of your present and future customer relationship 
& your customer franchise will determine the value of your company". 
Focusing on the concept of 'brand' and 'customer's loyalty', Gupta (2001) 
explains, "A name becomes a brand when consumers associate it with a set of 
tangible and intangible benefits that they obtain from the product or service. As 
this association grows stronger; consumer's loyalty and willingness to pay a price 
premium increase. Brand is an outcome of company's marketing efforts, product 
performance and customer satisfaction". 
"Today companies irrespective of their sizes, large or small, are using Web to 
communicate with their partners, customers to connect with their back-end 
systems and to transact commerce", says Sudhakar (2001). He further adds, "This 
is e-business, where the strength and reliability of traditional information 
technology meet the -internet. It is about building better relationship among 
customers, producers and suppliers". 
Nathan (2001) focuses on 'retail' business. He opines, "Retail is hot and its 
happening. It is the next sunshine industry after software in India. Customer 
convenience has acquired importance and the customer is now truly the king". 
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Linking customer satisfaction with profits, Timothy and Keiningham (2001) 
elaborates that customer delight principle shows how customer delight and not 
mere satisfaction; drives repeat purchasing and customer loyalty. 
Brown (2000) goes in a different way, -focused on 'customer dissatisfaction'. 
According to his views, "Dissatisfied customer is an indication of unfulfilled 
customer needs. To be able to react to this, it is necessary to uncover what factors 
affect customer dissatisfaction in order to measure these factors against current 
sale charmels". 
Singhvi (2000) talks on online customers, explains, "The relationship with the 
online customer revolves around four basic elements, convenience, 
connectedness, choice and creativity. Together they make the relationship 
stronger over what can be attained through any traditional media. These are also 
the principal values that the new customer subscribes in today's market 'place' 
converted into market 'space'. This is so because time and attention scarcities are 
affecting the buying habits of the new customer, who is more individualistic, 
involved, independent and informed". 
Speaking on the relevance of marketing for better customer service, Narayanan 
(2000) explains, "Marketing is the conversion of potential customers to real 
customers, retaining them and getting them to recommend the products, 
voluntarily and spontaneously, to others. Traditionally, it is made up of five areas; 
products, price, place, person and promotion. In recent times, of course, ftirther 
P's have been added to make Marketing-management into a stand-alone area: 
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packaging (protect and attract), probing (to find out), partnersiiip (to establish 
lasting relationship) and programming (to decide and operate things)". 
Laying emphasis on supply chain management (SCM), Jha (2000) says, "SCM is 
a methodology which presents an integrated approach to resolve issues in 
sourcing, customer-service, demand-flow and distribution. The results derived by 
applying SCM are: reduced operational costs, improved flow of supplies and 
reduction of delays in distribution and increased customer satisfaction". He adds, 
"Global competitiveness today means that the customer is supreme. As the 
customer is supreme, only those enterprises are going to be successful, which are 
able to provide goods and services to the customer in a timely and cost effective 
manner as also provide customer delight." 
Cusac (1999) advocates, " A company that bases its business success on 
outstanding customer care must be willing to demonstrate a commitment to 
building and maintaining resources that give the customers the needed responses 
through what the customer consider to be the most appropriate medium. Today 
it is widely recognized that the customer loyalty is at a premium and consumers 
are likely to take their business elsewhere if they do not receive outstanding post-
sale support. A company that perceives customer care to be a competitive 
advantage ,will also focus on creating a reputation for post sale support that 
exceeds its customer-expectations , thus encouraging greater customer loyalty". 
Emphasising on relationship marketing, Payne and Adrian (1998) explains, "The 
newly emerging era of relationship marketing has become a major focal point for 
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sustainable competitive advantage on important issues such as: customer 
retention, employee satisfaction, supplier relations, management of service quality 
etc". 
"Customer-intimate companies bring an entirely fresh perspective", says 
Wiersema (1997), "They discover unsuspected problems, detect imrealized 
potential and create a dynamic synergy with customers, hi the integration of their 
operations, suppliers become more than merely useful. They become 
indispensable". 
Weyland (1997) says, "Today's emphasis on generating growth necessarily means 
focusing on customer. However, generating profitable growth requires focusing 
on the right kind of customer relationships. A large proportion of new products 
fail. Generally, such failures do not occur because companies do not try to fmd 
out what customers want and then deliver it to them. In many cases, they occur 
because companies approach customer value creation too narrowly and do not 
truly understand the context in which the customer uses a given product and how 
it fits together with other products to achieve the customer's final objective. By 
understanding the customer's value chain and total experience, a company can 
better assess the value it is creating for the customer and can identity 
opportunities to increase that value". 
Emphasizing on customers' research, Kervin (1997) says, "Customer-research is 
the key to knowing your customers, whether they are flesh and blood people with 
whom you enjoy meeting & talking or whether they are a set of data in a 
91 
computerized order-fiilfilment database. And the better you know your customers, 
based on sound research design, implementation and analysis; the more successful 
you are likely to be in meeting their needs along with your own. Customer service 
is more than a trend; it is a way of life in the current business world. Through a 
systematic program of customer service research, it is possible to know what your 
customers do, what they think, what they like and what is important to them. This 
knowledge is a powerful tool, but unless it is used to take positive action, it is 
nothing more than a collection of data. The objective is to use the knowledge to 
make customer a priority in your organization". 
Lytle (1993) critically examines the firm's conviction as tliis, "Two thirds of this 
country's companies fail to satisfy superior needs because their perceptions of 
what their customers really want; are far from reality. It is not because they do not 
care about the customer's needs, other facts are needed. For about one third of this 
group, the problem is arrogance. It is the paternalistic attitude, i.e. 'I know what is 
best for any customers'. Then, the answer is how do they know what is the best?" 
While talking of relationship marketing, Payne (1993) focuses on six markets 
.model, instead of limiting only to end customer. This model gives a broad ended 
view of the six key markets where the firms should consider applying marketing, 
through proper development of detailed marketing plans and strategies. These six 
key markets are: internal markets, supplier and alliance markets, customer 
markets, referral markets, recruitment markets and influence markets. Of course 
the customer market occupies the central position. 
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McKenna (1991) professes a more strategic view by putting the customer first and 
shifting the role of marketing from manipulating the customer (telling and selling) 
to genuine customer involvement (communicating and sharing the knowledge) 
Levitt (1960) opines, "An industry is customer-satisfying process, not a goods-
producing process. An industry begins with the customer and its needs; not with a 
patent, a raw material or a selling skill. Given the consumer needs, the industry 
develops backward, first concerning itself with the physical delivery of 
customer's satisfaction." 
ii) Studies on customer satisfaction in service organisations 
"Online retail is figuring out ways to compensate for being a virtual experience by 
providing a lot more information than you'd be able to find in-store," says Freed 
(2006), "Many online stores offer extensive product information, side-by-side 
specification comparisons, customer reviews and 360-degree views, all from the 
convenience of your computer." 
Mququ (2006) evaluates the service quality that the SANBS (South Afiican 
National Blood Service) provides to its customers, by measuring customers' 
perceptions and their expectations of service quality provided by the supplier of 
blood transfusion services. The study specifically seeks to: 
1. Determine the extent to which customers are satisfied or not satisfied with the 
service they receive from the SANBS using the ten-dimensional format of 
SERVQUAL model, modified to the specific service quality requirements of the 
blood transfusion service industry. 
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2. Establish customers' perceptions of the service they receive using a multiple-
item scale (SERVQUAL) for measuring consumer perceptions of service quality. 
3. Establish customers' expectations of the service, and compare them to their 
perceptions of the service they currently receive. The comparison is made along 
each service quality dimension, across different parts of same service on a 
geographical basis, and across different customer groups on a customer category 
(or type) basis. 
4. Recommend implementation of appropriate service quality performance 
improvement procedures where necessary. 
Focusing on a displeased customer, Susan (2005) analyses, "Every time a 
customer complains, he is really telling you that he wants to continue to do 
business with you. Dealings with challenging customer situation are a part of the 
service provider's job. During these situations when emotions are rurming high, it 
can be very easy to say things that do not represent the correct image & an 
objective of the company. It is important that the service providers manage those 
moments of truth without saying anything that is inappropriate, because this can 
colour the customer's perspective of the overall service that the company 
provides". 
Muneer (2005) analyses the relevance and importance of 'database marketing' for 
improving customer service. Businesses are n(*v entering a "mass customized" 
world and marketers are rushing out to develop or enhance databases. Database 
marketing is the use of specific information about individual customers and/or 
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prospects to implement more effective and efficient marketing communications. 
The decision 'to develop' a database and more important 'to implement' the same 
can be costly, with impact felt on entire firm. Data base marketing is not a 
strategy in itself. It is a tool, to be most effective; it needs to support the firm's 
overall strategy. 
In any service industry, five leading issues attracts maximum attention of the top 
management, emphasizes Kai (2005), "These are customer satisfaction, cost 
reduction, value improvement, change management and process performance 
measurements". 
Talking on retail marketing in India, Halan (2004) narrates, "Organised retailing 
in India is on the rise and offers a huge potential to both companies and 
consumers. Despite the entry of big retail chains in India, the small retailer will 
continue to survive. It is however, time to get this sector better organized and 
modernized". 
Interpreting the concept of 'customer' in a broader manner, states Murthy (2003), 
"Quite often people wrongly perceive customer as individual who use the services 
of a bank i.e. the end users. However, the definition of customer is broader and 
covers partners, agents, third parties, employees and of course the end customers. 
Put simply a customer is any individual who has a relationship with the bank firom 
time to time. Relationship is not built overnight. They pass through different 
stages namely contact, involvement, intimacy, deterioration, repair and 
dissolution. A relationship can terminate from any of these stages. It is, therefore. 
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essential for a bank to understand the stage at which it could better sell banking 
services. Cross-selling or up-selling can be attempted at certain stages to get 
better results. The recent research indicates that some of the behavioural traits 
such as adaptation, trust, commitment, communication, cooperation, conflict 
resolution interdependence, past satisfaction, power equation etc. pave the way to 
build up relations as also to sustain them over a long period. Adaptation is the 
prime skill that banks need to cultivate to tailor their resources to meet the 
specific needs of the individual customer. Alignment of bank's resources with 
customer's needs is directly proportional to the quantum of trust injected into the 
relationship, both by the bank as well as its customer. Commitment is another 
essential ingredient for cementing the relation. A bank has to necessarily be 
committed towards the customer for nurturing a fruitful relationship. Secondly, it 
should reflect a multi-dimensional approach that encompasses the dimensions of 
continuance, normative, components and effective components. Continuity of a 
relationship is a function of the communication used in extending the cooperation, 
tracing the disagreement that creeps into the business ttansaction and style in 
which these conflicts are resolved. In the final analysis, it is the power equation -
the ability of one party to evoke a change in other partner that greatly influences 
the continuity of any relationship". 
hi the services industry, the offerings are generally intangible, heterogeneous, the 
production, distribution and consumption may be simultaneous processes. 
Customers participate in the production and transfer of ownership may not take 
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place. Services are so varied and diverse that one needs to classify them to 
identify elected areas that need to be managed strategically. The general 
characteristics of services remain unchanged irrespective of the nature of service 
business where some kind of interaction betw^een the consumer and some parts of 
the production system of the service provider, including personnel ,technology or 
both, always occurs, and some kind of input from the customer is always required 
in the process(Shankar,2002). 
Sewel (2002) focuses on the expectations and demands of contemporary 
consumers and employees, showing that businesses can remain committed to 
quality service in the fast-paced new millennium. 
His ten Commandants provide the essential guidelines, including: 
• "Underpromise, overdeliver: Never disappoint your customers by charging 
them more than they planned. Always beat your estimate or throw an extra 
service free of charge. 
• No complaints! Something is wrong. If you never ask your customers what 
else they want, how are you going to give it to them? 
• Measure everything: Telling your employees to do their best won't work if 
you don't know how they can improve." 
Sahaf (2000) talks of 'mass market'. "The fierce competitive markets of 2000 
would not allow the companies even to address the mass markets, which perforce 
mean an opportunity for micro market or one to one market. Such an approach 
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would enable a firm to tailor each element of its market offering in tune with the 
taste of individual customers and thereby increase the rate of customer retention". 
Sandhu (1999) states, "Mr.Azim Premji of WIPRO spends about 30 percent of 
his time with customers and tells that enough Indian CEOs don't have fire in belly 
.The fire is made up of a profile that is dramatically different in terms of skills, 
backgroimd, track record, abilities, personality and even looks". 
Batra (1997) says, "The Chinese have very wisely advised not to open a shop if 
you cannot smile at people. More important, if people walking into your business 
are your customers, some of them are bound to be angry. Trust your experience to 
handle them well. Have faith in the fact that 96 per cent of the customers are very 
reasonable. Most customers will forgive you for your mistakes, when you accept 
those with sincerity. Every customer who comes in is 'some body'." 
Focusing on the role of management, Tschohl (1997) explains that Management's 
commitment is as essential as strategy, objectives and support systems 
(infrastructure). These are 'foundation' for a service program. The entire program 
probably would wilt like an unwanted lily without (i) a corporate culture to 
sustain it and (ii) a chief executive who, every employee notices; is just as 
committed to customer satisfaction as he is to stock holder satisfaction. 
Management must preach service and require service until it becomes the veins 
and arteries of the company. Visible management attention rather than occasional 
management speeches or articles is a must. Action may start wdth words, but it has 
to be backed by symbolic behaviour that gives life to words. American Express 
98 
has an executive group such as this. A customer service task force is made up of 
key people from each section's customer service division. The task force is a 
clearinghouse, where individuals meet to discuss problems that come up in their 
department. IBM continuously drums into employees that their work must be 
done to satisfy customers. 
(in) Studies on customer satisfaction in banking 
"Retail banks like ICICI Bank typically have multiple customer relationships, 
with each individual often having a current account (money transmission), 
savings and credit products," says Denby (2007), "If an organisation views each 
customer based on the performance of each account, the management strategies 
may be inconsistent or even inappropriate. For this reason leading retail banks 
around the world have adopted customer level behavioural scoring solutions that 
allow them to aggregate a customer's accounts and take a complete view of how 
the customer is behaving. This process offers two significant benefits. Firstly, it 
allows the bank to improve its debt management practices and, secondly, it 
enables it to communicate with the customer as an individual, not just a series of 
accounts, which significantly improves the customers' experience of the service 
provided by the bank". Denby adds "Experience Decision Analytics has worked 
with retail banking organisations for many years and through this, we have 
developed expertise in customer level scoring. We incorporate all levels of 
account information in order to maximise the benefit of the relationship data 
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available, including cash flow variables and customer indebtedness measures, to 
produce highly predictive and effective solutions". 
"Gone are those days when bankers treated customers as if they were doing the 
customer a favour, says Kartikeyan, (2006), "Both bankers and customers forgot 
that the latter were the ones paying for the service. The customers were made to 
grovel, fill up endless forms, their requests for additional information was turned 
dovm. However, over a period of time business orientation has changed. If you (as 
a banker) do not take care of your customer, somebody else will. The adages 
'Customer is Boss', 'Customer is King', 'Customer is God' etc., are no longer 
mere slogans. Now, these are true in letter and spirit. Customers are neither 
ignorant lot nor at the receiving end. They are armed with information, which 
help them form an idea of individual banks. The customers know what they want 
from the banks and what a banker should offer them". 
Swain (2006) accepts that a customer is the most important visitor to the branch, 
ATM centre and other related work place of a bank. "What bankers must 
remember is that: 
-It takes months to get a customer but seconds to lose one. 
-Rectification of errors pointed out by a customer is the solution, not a problem. 
An argument can lead to losing a customer. 
-Satisfied customer is a brand ambassador of the Bank. His promotion of the bank 
is not a cost but an investment se one. 
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Booker (2006) talks on 'Service Quality'. "In order to be the bank of choice for 
its targeted customer base, a bank needs to keep the customer at the centre of 
everything it does. Customer delight is arguably the most effective way to 
increase the customer retention ratio. Customer delight is much more than mere 
customer satisfaction. It involves going beyond satisfaction to delivering what can 
best be described as a pleasurable experience for the customer. The key to this is 
to determine what factors are most important to the customer and then setting our 
sights on delivering delight in these areas. A delighted customer is more likely to 
recommend a product or service to friends and associates than a satisfied 
customer is. The Indian banking system is hugely under penetrated and while any 
new bank making an entry into this market is likely to make money, the ones that 
will excel will be those that focus on building strong brands, developing 
innovative new products and aiming for the highest standards of service quality 
by putting the customer at the centre of everything they do". 
"The customer at our premises is the king. I believe in interacting with and 
understanding clients and knowing them personally. There are modem 
conveniences, which aid the banking pro.cesses but not the banker customer 
interaction" says Mallya (2006). He adds, "Though many may differ, the sight of 
the banking hall filled with customers doing a variety of transactions is a sight to 
behold and in my view, the customer who walks in to greet and enquire your well 
being is the greatest asset for any bank" 
To give focused growth to the retail credit portfolio, Bhasin (2006) suggests, 
"Bank may open retail marts at prominent locations. These marts should be 
compact and self-contained offices to deal with marketing, disbursal and post 
disbursal process relating to the retail credit schemes. Such retail marts should be 
manned by skilled, courteous and efficient officials and should be supported with 
latest technological tools such as Kiosks, E-mail counters and comprehensive 
software to provide quick decision on the request of the customers". 
Panigrahi (2006) writes that India's financial sector in general and banking 
industry in particular have undergone transformational and revolutionary changes 
in its structure, content, intent, policy and strategy etc. in the recent past on 
account of economic liberalization and banking sector reforms. The major forces 
of change which affected the banking sector are: opening up of the banking sector 
to new private and foreign banks, disinvestments of PSU banks, deregulation, 
technology and globalization. All these factors have led to more number of 
players and more products/services in the banking industry and consequently 
customers have wider choices. PSU banks still occupy the major space of the 
Indian banking industry. The major challenges facing the public sector banking 
industry in India can be summarized in the form of the following mega trends of 
business during the 1990's and in the new millennium. 
-Competition 
-Customer 
-Convergence of technology and business 
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-Change 
-Marketing 
-Cost consciousness 
-Profits and profitability 
-Deregulation 
-Privatisation and disinvestment 
-Globalisation 
-Securitisation 
-Risk management 
-Capital adequacy and Basle-II accord 
-Corporate governance 
- New credit assessment and risk analysis skills. 
Stressing on the importance of customer satisfaction for bank performance, Contri 
(2006) says, "Customer service did not appear to be as high a priority for New 
Zealand bank executives as it was in the United States - where it was top of the 
list. I get the sense here that it is kind of on the list, but it is not yet at the top of 
the list. Instead, management was more interested in product irmovation to create 
a competitive and profitability advantage rather than an edge in service and 
convenience that would drive loyalty and customer retention". He further adds 
that a trend toward more branches was in line with the international realization 
that it was difficult to attract new customers online. Commenting on the on-line 
service, he says. '"Most banking customers are veiy comfortable with being 
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serviced online, but they want to be able to go in and feel the physical presence 
and meet some people when they actually tlrst set up the relationship". 
"Customer satisfaction at Rabobank increased so sharply last year that the bank 
has now taken the leading position among financial institutions in Netherlands."-
reports Incompany, Dutch business magazine, "The bank performed well in all 
categories - know-how, price, service and results. Adds Schat (2006), 'Thanks to 
our extensive network of local member banks, we are often able to develop long-
lasting and close relationships with our customers. Consequently, we imderstand 
their needs much more quickly and this prevents irritation." 
"With transaction times of nearly three times faster than interacting with a branch 
teller, online banking is the preferred transaction method among banking 
customers" says Taylor (2006) on retail banking satisfaction survey conducted 
among major banks in California .He analyzes the retail banking experience from 
two points of view: customer satisfaction and customer commitment. The study 
finds that transactions have the greatest impact on a customer's overall 
satisfaction with their bank. The average online transaction takes just 2.8 minutes 
to complete, compared to 7.7 minutes of combined wait and transaction time with 
a branch teller. Overall, in-person branch transactions are conducted most 
frequently and next highest in satisfaction are ATM and online transactions. The 
study also finds that while bank products are viewed as a commodity to many 
customers, products that once helped attract new customers, such as free 
checking, are now widely offered and expected from customers. Currently 90 
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percent of banking customers indicate having free checking and 94 percent of 
banks offer free online banking and free debit cards". 
Khirallah (2006) has a different point to interpret, "Differentiating service is 
consistent with being customer-centric. Providing service to customers has been 
the cornerstone of daily activity in banking for hundreds of years. So why service 
is still the stepchild of the industry and what can be done to improve service? For 
the past decade, banks have been obsessed with developing customer-centric 
strategies. While Customer Relationship Management (CRM) went in and out of 
style, focusing on customers has been a consistent theme. But most bankers 
overlooked a critical issue: how is it possible to be customer-centric while still 
offering all customers (and noncustomers) the same level of service? Is a 
commitment to first-in, first-out attention consistent with being customer-centric? 
Granted, there are banks that have been able to distinguish themselves in the 
industry by offering a higher overall standard of service quality. But much of this 
effort goes to waste as many of their customers receive enhanced service without 
requesting it or acknowledging its value. A better approach is to provide enhanced 
service levels to those who will pay for it -^ in other words, create categories of 
service and let customers choose the level that is right for them. This would entail 
making explicit promises regarding the quality of service (timeliness, level of 
personalization, etc.) that customers would or would not receive through each of 
the bank's charmels. There is room for improvement in bank customer service. 
According to the American Customer Satisfaction Index produced by the 
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University of Michigan's Ross School of Business, the average customer 
satisfaction score for the banking industry is 75, not much better than the U.S. 
Postal Service's 73, and trailing other providers such as Papa John's Pizza (78), 
the Social Security Administration of the U.S. Government (81) and Federal 
Express (84). Deliberately choosing to compete on service and creating tiered 
service levels should increase overall satisfaction and strengthen the bank's 
image, making it a winning strategy for most institutions." 
Taylor and Pingitore (2006), stress the need for committed customers for banks. 
Banks vary within a narrow band on customer satisfaction. Satisfaction and 
commitment insights are offered as a means of driving bottom-line results, by 
employing customer service, product development and operations strategies 
aimed at retaining and attracting highly committed customers. Various customer 
relationship management strategies have focused on driving customer loyalty and 
building customer satisfaction. A business cannot depend upon fickle customers, 
and executives for years have intuited the emotional attachment of their "best 
customers." The financial institution that addresses the reasons that keep 
customers from emotionally attaching may gain a competitive advantage in what 
is increasingly a commoditized business. 
"The Reserve Bank of India has been taking measures, on an ongoing basis, for 
protection of customers' rights, enhancing the quality of customer service and 
strengthening grievance redressal mechanism in banks and in the RBI. These 
activities were so far being undertaken by different departments of the Reserve 
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Bank of India", says Killawala (2006). She adds, in order to bring together all 
activities relating to customer service in banks and RBI in a single department, the 
Reserve Bank of India has constituted a new department called 'Customer Service 
Department (CSD)'. 
Manoj & Sudeep (2005) states, "In the deregulated environment a few very 
dynamic new generation private sector banks all of which having the latest 
technological base, and at the same time lesser social obligations by virtue of their 
enactments, emerged. On the other hand, the foreign banks functioning in India, 
which were already using high-end technology, became new generation private 
sector banks and foreign banks; and they could provide superior customer service 
and hence attract more customers, by leveraging on their advanced technological 
base. In the above scenario, public sector banks and old private sector banks, 
which were lagging behind in respect of advanced technology, started upgrading 
their technology in order to catch up with the new generation private sector banks 
and foreign banks. Competition became intense and with a view to withstand 
competition and also for cost advantages; all banks irrespective of their type and 
size have started embracing technology in a big way". 
Probing the aspects of marketing credit and debit cards, Banu (2005) says, 
"Banks have come up with innovative ideas on how to lure customers Co-
branding of credit cards is the fad today and these tie-ups are indeed advantageous 
to the customers. Over the last two years, the market for co-branded and affinity 
cards have been reinvented. Leading bankcard issuers have struck major deals, 
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many partners are changing issues, and new co-branded card programs have been 
introduced. Co-branding and affinities strategic have also moved from the credit 
to debit realm. In addition, customers and merchants are adapting to new 
electronic payment technologies, creating additional opportunity for increasing 
customer retention via co-branded card strategies. Banks and airlines are getting 
together to bring out credit cards targeted towards the frequent flier. There are 
many such cards issued by banks in India, with co-branded partners, ranging from 
department stores, airlines, petrol companies and retailers. Visa sees tremendous 
opportunities for this product in India, of which aviation industry has the potential 
to be a key player". 
Balachandran (2005) says, "The Indian customers are changed. They are now 
more assertive and seek global class services. Corporate require this to stay 
competitive in an increasingly aggressive market place. Retail customers are 
working harder and have less time and so are not willing to be charitable to 
service providers who do not serve them well. The banks' current geographic and 
branch centric operating model is not suited to differentially serve the needs of 
different segments. For example large corporate customers are looking at 
turnaround time and quality of advice including in areas of treasury and risk 
management. This is viewed as a key parameter of service, which does not get 
delivered from generalist branch officials in undifferentiated branches. Likewise, 
retail asset customers need to be served at the point of sale through an 
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independent direct sales channel. Different segments require different skills, focus 
and dedicated resources". 
Mohanty (2005) explains market segmentation, "In this era of globalisation and 
privatisation, if the banks are to emerge successful, they would need to build 
superior strategies and structures in comparison to their competitors. In order to 
identify appropriate competitive strategies, banks will have to make a careflil 
study of the market and segment customers into various categories based on their 
customer profile". 
Sanghwan (2005) states, "Banking is a service industry and delivers its service 
across the counter to the ultimate customer. The activities of banking industry are 
all about 'relationship'. Hence, human resources (HR) assumes a very important 
role in banking industry for providing better services to the customer with a smile 
in order to cultivate and maintain long lasting relationship with their customers. 
Notwithstanding the level of technology, banking is primarily a labour intensive 
service sector, hence it will not be possible for the banks to sustain effectiveness 
imless human resources management is given prime importance because the 
technology is only an aid to human effort and not a substitution there of. If 
technology is the equalizer; capital shall be the differential in future". 
Srivastava (2005) states, "The changes in the economic policies of India due to 
the 1991 economic reforms had a huge impact on the banking sector. One of its 
major repercussions was the entry of MNCs and new private sector banks that has 
lead to a very heavy increase in competition. Also the political sentiment of the 
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governments is bent towards privatisation and consolidation of industry. Added to 
all this; are the emerging demographic and socio cultural changes of the Indian 
masses, which are reflected in their demand for products and services. The 
technological advancement especially in the IT sector has been enormous. All 
this has coined a new term in Indian banking; 'Retail banking'. The products 
transacted in retail banking were in the market for a long time, but the business 
definition, the market definition and the rules of the game (strategies) have 
changed". 
Kopp (2005) has made interesting study on customer satisfaction in banks. 
According to him, looking for new frontiers in revenue growth, banks are 
discovering interesting opportunities in the way they satisfy their customers. 
Because leading companies in other consumer-service industries have been 
getting customer satisfaction rates close to 90 percent, customer expectations have 
been on the rise. Although large banks such as Bank of America and Wachovia 
have improved their customer satisfaction scores, these nonetheless fall 15 
percent below the scores of leading companies. What are the key factors that 
appeal to bank customers and entice them to do more business? As in most 
service industries, overall responsiveness and behavioural attributes account for a 
10-percent margin in customer satisfaction. He advises, "When it comes to speed 
of service and the attitude of the people who deliver that service, banks should 
improve their personal touch. Furthermore, advanced technologies provide bank 
managers and staff valuable help because convoluted legacy systems hinder the 
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prompt delivery of banking services and the integration of customer information. 
Notwithstanding a positive service attitude, aiUng technology systems could 
severely constrain the ability of bank personnel to satisfy customer demands. 
Technology also plays a role with other drivers of customer satisfaction, such as 
quality of service and product innovation. In sum, to be effective in luring 
customers, banks should invest in fundamental improvements in their people, 
process, and technology capabilities". 
Verma (2004) says, "Due to the impact of reforms and globalization, which is 
expected to take a new turn from the year 2005 and the new standards of 
performance, the public sector banks (PSBs) are in a transition mode. The 
parameters of success henceforth would be the capacity of these banks to 
successfully face the global competition, which would manifest in terms of better 
technology, product offerings and delivery channels, lower intermediation costs 
and strong equity base. The PSBs would need to reckon not only these challenges 
but also face pressure on asset quality and return, retention of cream customers, 
legacy systems, and timely development of suitable products to their varied and 
segmented clientele. On technology front, the PSBs are going whole hog for 
implementing core banking solution (CBS), which is a better technology offering 
for mainline banking. And big sums are earmarked for the same by some of the 
PSBs. 
Describing technology as the driving force in the banking industry, Narayanan 
(2004) says, "As foreign and private banks poured huge sums of money to counter 
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the branch advantage of pubHc sector banks, they discovered that technology 
gives them a large competitive advantage. The coming years will see even more 
investment in banking technology, but reaping ROI will call for more strategic 
thinking". Further he emphasizes, "Technology is clearly the driving force of all 
this change. Several hundred crores of rupees have already been invested in 
ATMs, internet servers, software, call centres and related paraphernalia by 
foreign, private and public sector banks, making the Indian banking sector one of 
the biggest consumers of technology solutions -hardware, softv/are or whatever. 
Technology is taking banking closure to customers, but it is also making the bank 
less human. Few bankers today know many of their customers, though their 
central data ware houses certainly know customer habits better than they ever did 
before." 
Shenoy (2004) stresses on customer-centric banking, "With the entry of new 
players and multiple channels, customers (both corporate and retail) have become 
more discerning and less 'loyal' to banks. This makes it imperative that banks 
provide best possible products and services to ensure customer satisfaction. To 
address the challenge of retention of customers, there have been active efforts in 
the banking circles to switch over to customer-centric business model. During the 
period of planned economic development, the bank products were bought in India 
and not sold. What our banks, especially those in the public sector, lack is the 
marketing attitude. Marketing is a customer-oriented operation. What is needed is 
the effort on their part to improve their service image and exploit their large 
12 
customer information base effectively to communicate product availability. 
Achieving customer focus requires leveraging existing customer information to 
gain a deeper insight into the relationship a customer has with the institution and 
improving customer service-related processes so that the services are quick, error 
free and convenient for the customers. Furthermore, banks need to have very 
strong in-house research and market intelligence imits in order to face the future 
challenges of competition, especially customer retention. 
Customer-centricity also implies increasing investment in technology. Throughout 
much of the last decade, banks world-over have re-engineered their organizations 
to improve efficiency and move customers to lower cost, automated channels, 
such as ATMs and online banking. But this need not be the case. Branches could 
also be used to inform and educate customers about other, more efficient 
channels, to advise on and sell new financial instruments like consumer loans, 
insurance products, mutual fund products, etc. 
There is a growing realization among Indian banks that it no longer pays to have a 
'transaction-based' operating model. There are active efforts to develop a 
relationship-oriented model of operations focusing on customer-centric services. 
The biggest challenge our banks face today is to establish customer intimacy 
without which all other efforts towards operational excellence are meaningless. 
The banks need to ensure through their services that the customers come back to 
them. This is because a major chunk of income for most of the banks comes from 
existing customers, rather than from new customers. 
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Emphasing the significance of technology in banking industry, Purwar (2003) 
says, "We want to be recognized as a global bank and technology is very 
important tool to achieve this". 
Ray (2003) deals from a totally different angle; focuses on clerical staffs who 
usually manage the front line counters. He says, "Should we not make it a practice 
for placement of front staff at branches of nationalized banks based on 'Listening 
Quotient' (LQ)? Staff members in the frontline determine the fate of the branch. 
They come into direct contact with the customers. For the customer, branch has 
no walls; it is transparent. Customers do not blame individual staff generally for 
poor standard but the branch of the bank is blamed as a whole. Only means of 
listening to the customers till now; is the feedback received at front desk. The 
system followed generally at nationalized bank branches for placement of staff at 
front desk are based on seniority of staff members. Unfortunately, placement of 
staff at frontline has very low or no relationship with her/his ability to serve the 
client. This is needed as most service failures can be seen related to inefficiency, 
rudeness, delays and not doing something when promised. Customers are quick to 
pick up poor service. However, each does not complain". 
Sundarsan (2003) writes, "Slowly and steadily, the nature of the clerical job as we 
all know historically is undergoing a complete change. This would even result in 
the clerical cadre vanishing in the coming years. Therefore, it is very necessary 
that the clerical cadre should undergo drastic attitudinal changes towards their 
work culture. With the cadre itself likely to become, irrelevant, the cadre should 
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start thinking how to make it more useful, more dependable, more needed and 
more utilizable. The old mindset of restrictions and limitations in usage will have 
to go". 
Singh (2003) states, "Reskilling the present staff will have to assume importance. 
There should be a cultural change in the mindset of the people. This may, 
perhaps, be the most challenging task. Ine work culture will have to change. In 
respect of the public sector banks, the haimting fear of vigilance for taking 
commercial decision needs to be lessened, if not eliminated. Some progress has 
been made in this regard but more needs to be taken up. Being a service industry, 
in the final analysis, the performance of a bank depends ultimately on the quality 
of its manpower. One could get best people only if the compensation is 
competitive. Otherwise, either the quality of the person would be lower or, if 
better people are recruited, the turn over ratio would be higher". 
Ghai (2003) says, "Economic reforms introduced in the coimtry since 1991, have 
led to liberalization of the financial sector. The economic slowdown has shrunk 
the opportunities for making safe investment by the savers. Their dependence, 
therefore, on the banks has increased. As investment activities are not picking up, 
there is excess liquidity in the market. A position of supply exceeding the demand 
is emerging in the credit market in the country. This has heightened the 
competition amongst banks for the cream clientele and in the retail segment. 
Therefore, the profit margins of the banks are getting thinner and thinner. In such 
a scenario, pricing of bank's products has a crucial role to play in the product 
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innovation and marketing of the bank's services. The consideration of price is a 
fundamental determinant of profitability". 
Dhillon (2003) states, "It is only after libeialization in 1990s that banks are 
moving towards 'customer centric approach". The core of Indian banking system-
public sect >r banks is facing lot of competition from private sector banks and 
foreign sector banks: hence the relevance of customer relationship marketing is of 
prime importance. In 1990 the concept of relationship marketing has emerged 
strongly. The focus has been changed from transaction marketing to relationship 
marketing. In transaction marketing, the focus is on single sale, orientation on 
product features, short timescale, little emphasis on customer service and limited 
customer commitment, whereas, in relationship marketing, the focus is on 
customer retention, orientation on product benefits, long timescale, high customer 
service emphasis and high customer commitment. Relationship marketing is a 
philosophy of doing business that focuses on keeping and improving current 
customer rather than acquiring new customer. It is based on the assumption that it 
is usually much cheaper to keep a current customer than to attract a new one. 
Customer becomes partner and the firm must make long term commitment to 
maintaining those relationships with quality, service and innovation". 
Raman (2003) narrates a different aspect, i.e. housekeeping. He says, "Non-
reconciliation of books, entries etc and bad house keeping leads to non-
reconciliation of various books and records resulting in misappropriation of 
valuable funds. If reconciliation is not done in time there is every possibility of 
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occurrence of fraud, which may tarnish the reputation of the bank concerned. 
When books and records are not regularly balanced, the bank can in no way 
satisfy its constituents. When callousness takes its roots in the bank and no 
employee cares to work for the welfare of his employer, and in turn for his own 
welfare, the customer will naturally be dissatisfied. The well being of employees 
depends on the height and weight of the institution. If the institution is on the 
roads of progress, the amenities available to the employees will be plenty and vice 
versa. Good housekeeping is essential for the welfare of the employees also. 
When unnecessary expenses are curtailed and profits gained due to good 
housekeeping, it will indirectly improve the staff amenities situation in the bank". 
Velayudhum (2003) opines, "Banks are in search of better business prospects 
today. They have to swiftly identify the business opportunities and respond to 
them appropriately in time. The first step banks have to take is to preserve the 
existing corporate clients. True, the process of disintermediation, resulting from 
banking reforms, is marked in the case of rated corporate. But efforts need to be 
made to retain this segment because of their sizeable contribution to banks' 
income and also because of economies of scale of transactions with corporate 
clients. It is also recognized that though retail banking is the current coin, it needs 
to be combined with wholesale banking to ensure a balanced assets portfolio. This 
implies that banks offer better rates to corporate to attract their surplus funds on 
the one hand and reduce pricing of their loan products on the other, to offer 
cheaper credit. Banks have to have a relook at their pricing policy. The method of 
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pricing should change from 'cost plus' to 'product quality' in terms of urgency, 
convenience and variety". 
Narayan Murthy (2003) says, "Customer management is more crucial today than 
ever before. Globalization and the information revolution have raised customer 
expectations; they expect custom services at ever-greater speed. Further, they 
demand quality services at reduced costs. AT the same time, customers can 
choose the most competitive service provider from anywhere in the world. To 
quote from the 'Economist': As competition remains fierce in lacklustre markets, 
customers hold the balance of power. In this context, banks have to become more 
customers centric. Customer management is all about knowing and understanding 
customer. In this context, the 'One face, One voice' slogan is easier said that 
done. It calls for a fiindamental change in our approach to customers and in the 
banks' culture. However, flexible products, excellent service and multiple 
channels have limited value without an integrated customer strategy. Today, 
banks are in a position to capture a large amount of data about customers. This 
should be used to enhance business intelligence in order to deepen relationships 
with customers. This would enable banks to become more responsive to customer 
needs". 
Gupta (2002) narrates that the changing face of financial landscape, which reflects 
changing ways of providing services to meet the customer needs. Customers have 
become more enlightened and their aspirations have been raised. Response to the 
customers' requests has to be not just quick but immediate. The present day 
customers not only want to be served well but also they want to be 'CARED 
FOR' as never before. It requires keen listening and understanding of their needs 
and aspirations. It is they, who decide the success or failure of the organization. 
We should reconcile to this reality and keep customer service as the foremost in 
our mind, while discharging our duties. We should be like a friend, philosopher 
and guide to the customers in all their financial matters. There is a need to inject 
more vibrancy in our services across the coimter. We have to keep our 
branches/offices with a presentable get-up commensurate with the requirements at 
different centres. We should always be alive to the fact that 'customer care' is the 
only competitive advantage, which can swing in our favour in the present 
scenario. We are well aware that it takes longer time and effort to get a new 
customer but it takes only a few seconds to loose one. Also cost of servicing an 
existing customer is less than acquiring a new one. Customer loyalty to the bank 
on a continuous basis can be ensured only by delivery of products at the right time 
and speed & satisfying their banking requirement in totality". He further adds, 
"The basic asset of banking is still human resources. In the present day scenario, 
human resources are valuable resources for achievement of competitive advantage 
of the bank. Despite the technology aided products & services; what is ultimately 
needed is that the customer should be sei-ved with a smile and this is possible only 
by understanding of the staff team at the branches. Customers should have the 
comfort of total customer care. This will pave the way for broader customer base 
and customer retention, which is vital for the long-term growth of the bank. 
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Despite all advancement of technology, banking would continue to remain a quest 
for relationship, identity and personalized services. All the activities/actions of the 
bank should converse around capturing the customers and his attention. Banks 
have to stay focused in the mind of the customers. In order to survive, banks must 
pay a lot more attention to operational excellence and customer relationship. 
Better & quicker customer service would make the difference between the 
winners & losers. 
KYC (know your customer) concept should be followed strictly. An effective 
KYC policy will enable to branch to have comprehensive knowledge of the 
transactions carried out by the consumers of the bank. Customer care is an 
integral part of marketing strategy of banks". 
Emphasizing the need for changing branch managers as leaders; Shyamal (2002) 
asserts, "In the days of the Imperial Bank, the head of a bank branch was called an 
'agent'. In the eighties, he was called as branch managers. Today, we say, we not 
only need managers, but also leaders. Managers administer, focus on system and, 
structures, rely on controls, have a short range view and accept status quo; 
whereas leaders innovate, focus on people, inspire and trusts; have a long-term 
perspective and take their job as a challenge. So the transformation of a manager 
into a leader; of bank branch managers into leaders is the essential challenge. Top 
management of banks should not merely give lip service, but help in this 
transformation to bring the local banking system to global standards. This is 
possible only by a change in mind-set and by a positive mental attitude. Let us 
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accept there is no business transformation without behavioural transformation. 
With the changing national scenario where Indian banks are facing tough 
competition trom foreign banks, a massive effort must be made by nationalized 
banks and co-operative banks to transform all branch managers into the leadership 
mode. This is needed for their survival. Earlier is the better." 
The variety of new banking products, developed to accommodate the increased 
customer needs, provides a clear indication of the changes that the banking 
industry has undergone during the last two decades, claims Zopounidis (2002). 
"Due to this there is a need of advanced quantitative analysis for risk 
management, information technology, quality management etc. The 
implementation of these approaches in banking management is in accordance with 
the finding that empirical procedures are no longer adequate to address with 
increasing complexity of the banking industry". 
Rao (2003) says, "Customer retention and maintenance of relationship will 
become a bigger challenge for banks. Adoption of technology will help banks to 
become more responsive and flexible to the customers' needs and more efficient 
in the management of resources". 
Ramachandran (2002) states, "A customer is the core component in banking 
business. The business of banking cannot function without customers, nor does 
acquiring a certain number of customers do the business. It is a continuing process 
of transactions culminating in a long-term banker-customer relationship. Most 
business institutions thrive more on keeping old customers happy rather than 
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getting new customers. In order to retain customers we must work harder on 
managing individual customer relationsiiip. It has been found that keeping 
existing customers happy and satisfied in turn brings in new customers and 
becomes easier to market the products. The old paradigm was price, quality and 
service. The new paradigm is price, quality, service, speed, convenience, value, 
solutions; the list is endless. Thus, the present day customer is becoming more 
and more demanding. He wants all the services under one roof and expects to 
save time while doing business, and wants the transactions to be as simplified as 
possible. The list of customer wants can go on and on. No bank can possibly meet 
all the needs of its customers given to the diversity of their wants. In such a 
situation, the secret key factor of the company's success is effective customer 
relationship management (CRM)" 
"Understanding the antecedents to and outcomes of customer satisfaction is a 
critical issue for both academics and bank marketers"- these are the research 
findings of Jamal and Naser ( 2002).They have identified service quality, 
expectations, disconfirmation, performance, desires, affect and equity as 
important antecedents of customer satisfaction. 
A sample of 167 respondents took part in this study. Findings indicate that both 
core and relational dimensions of service quality appear to be linked to customer 
satisfaction. 
Kar (2002) suggests that market segmentation is very much essential for retail 
lending, since the market is very vast. Market segmentation implies regrouping of 
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bank's various products for each category of customers and accordingly the 
customers are targeted. It can happen that a customer may have more than one 
requirement and as such total view of his needs would help the bank to serve him 
better. 
Janakiballabh (2001) says, "Greater customer orientation is the only way to retain 
customer loyalty and stay ahead of competition. In a market driven strategy of 
development, consumer preference is paramount. Gone are the days when 
customers used to come to the doors of banks and now banks are required to 
chase the customers. Thus, only banks that are customer centric and extremely 
focused on the needs of their clients will succeed and there is need to change the 
mindset of banks at all levels on this issue. The advent of Internet has opened up 
new vistas for banking also. Growing consumer acceptance of electronic chaimels 
is compelling banks to provide internet banking facilities; and increasingly 
customers are demanding fast, convenient and glitch free banking services. With 
increasing penetration of internet, PCs and mobile phones, the face of Indian 
banking is going to change radically, thus enhancing the reach of banks and 
helping them connect with their customers. However as banks expand into virtual 
banking, they will need to pay greater attention to foolproof security arrangements 
and systems to safeguard against frauds. Supervision and audit of electronic 
banking will have to be strengthened". 
Pastore (2001) pleads for 'on line banking' for achieving higher level of customer 
satisfaction. The more consumers use online banking to handle their banking 
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tasks, the more satisfied they are with their bank, according to a study by Gomez 
Inc.The study, found that online bankers have an average satisfaction level of 5.1 
on a scale of 1 to 7, with mature online banking consumers (over age 55) and 
those who use the internet as their primary means of banking reporting higher 
levels of satisfaction. 
Radcliffe (2000) argues that successful CRM requires a clear vision, so that a 
strategy and implementation can be developed to achieve it. The CRM vision is 
how the customer-centric company wants to look and feel to its customers. He 
also states that without a CRM vision, the company will not stand out from the 
competition; target customers will not know what to expect from it and employees 
will not know what to deliver. A successful CRM vision is the basis for 
motivating staff, generating customer loyalty, and gaining a greater market place. 
Subramanian (2000) states, "All banks have evolved strategies to position 
themselves as banks with a national/regional network, in order to face future 
challenges. All banks are investing heavily in technology. They are also trying for 
product irmovation and changing their focus by trying to offer superior service. 
While developing new products/services, emphasis should be given to reduce the 
cost to the minimum and at the same time it is to be ensured by banks to carry out 
their traditional intermediation role. Because of their branch network, banks are 
the best agencies to mobilize domestic savings in a very efficient and. desirable 
maimer by offering protection to depositors. While investing in technology, cost 
aspects should also be taken into account at the time of selection/development of 
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hardware/software and efforts should be made to keep the cost to the minimum. 
The marketing focus on the customer should go hand in hand with faster and 
efficient services". 
Making a comprehensive analysis of public and private sector banks, Aurora «& 
Malhotra (2000) make a deep insight to the concept of customer satisfaction. 
They observe, "The volatility and competition in the financial markets have 
shaken the Indian banking Industry from its very roots. In order to survive in the 
present day world of intense competition, the banking sector has transcended the 
normal banking activities and has diversified into insurance, merchant banking, 
factoring, and advisory services, to name a few. Added to this, is the idea of 
customer satisfaction, which is gaining momentum by leaps and bounds. Keeping 
these factors in mind, a comparative analysis of satisfaction level of public and 
private sector banks customers is carried out with a purpose of helping the bank 
management to formulate marketing strategies to lure customers towards them 
and hence increase customer base. 
"With every commercial bank trying to attract & catch the best & profitable 
business available in the market, the bank that is able to serve the customer 
beyond his expectation, will only survive" opines Shanmugham (2000). Further 
he adds that the banks those fail to reach the expectations of the customers have to 
ultimately go out of the business. Now, 'customers' are the focal.point of all our 
activities. Banks have to innovate & devise the products, which are most suitable 
& convenient to any particular customer-segment" 
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Kahn (2000) writes about the importance of turning customers into advocates who 
will not only develop loyalty the organisation but will also spread the word to 
other potential buyers. She explains, "Banks have traditionally treated retail 
customers identically. Deposit your money and you get a checkbook. Yet when 
banks began to collect data that allowed them to compute profitability for each 
customer, there were marked differences. Some kept a lot of money in their 
checking accounts and rarely accessed it, or if they did, withdrew the cash 
through ATMs. These customers were very profitable. Others kept low balances 
and made frequent withdrawals, often through contact with tellers. Such 
customers ended up costing the bank more and were not profitable. Identifying 
profitability helped banks devise strategies to suit different types of customers". 
Focusing on customer portfolio management, she adds, "The analysis banks used 
to track profitability was customer portfolio management. It is a technique that 
has proved usefiil for many businesses, those dealing with both consumer and 
business markets. To determine which customers were most valuable, banks had 
to allocate revenues and costs at the customer level. Although revenues had 
traditionally been allocated at the customer level (banks always knew who had the 
most money in their accounts), it was not typical to treat costs in this way. In 
banks, as in most companies, costs were handled at the product or operations 
level. 
By allocating costs to each customer, banks were able to find out which customers 
were most profitable. It then became easier to devote resources and time to the 
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most profitable customers. While revenues were known to follow an 80/20 law, so 
that 80% of revenues were generated by 20% of customers, costs can follow a 
90/10 lav-f, so 90% of costs are generated by 10% of "whiny" customers. If you 
reduce the costs of serving customers whose business does not warrant additional 
attention, and spend more time serving customers whose business does, the 
overall customer portfolio can become more profitable". 
Gupta (1999) says, "With the growing disintermediation, it will be increasingly 
necessary that banks offer new products competitively priced and supported by 
latest technology. 
Singh (1999) opines, "Banks are witnessing fierce competition for resources and 
quality assets. The need of the hour, therefore, is to build up effective business 
management systems to meet these emerging challenges. One effective way of 
meeting these challenges is to offer innovative value-added services. The number 
of financial intermediaries is poised to increase, generating more competition for 
business. Some domestic players may opt for a strategic tie-up with banks abroad 
to have the benefit of a global presence, better credit rating and risk management 
systems. But cutting edge in the service industry like banking industry will be 
capabilities and competencies to provide superior value to the customers. In this 
regard effective marketing of services assumes importance". 
Murthy (1999) says, "Economic reforms of the 1990s seek to put the customer in 
the driver's seat for development. Most of our organisations, especially banks, 
have been used to operating in well demarcated boundaries, administered prices 
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and common rules for all competitors. The process of economic reforms will 
create for the customer a growing choice among competitors. Understanding the 
customer in such a context is difficult; retaining him, even more so. Marketing 
seeks to help those who wish to do so and develop new products and services to 
win his support. 
Singhvi (1999) says, "Banking industry in India is generally dominated by public 
sector banks. Liberalisation of financial sector has impelled all the players to 
redefine what business they are in and strategically think how to stay ahead in the 
existing business. Marketing orientation of banks is imperative for survival and 
success." 
Kumar (1999) focuses the role of front line staff in bank marketing, "Competing 
banks at present provide more or less same types of service and no one knows this 
better than the customer himself Superior customer service is becoming a great 
differentiator- the most powerful competitive weapon bank possesses". Further he 
explains, "The customer's satisfaction with the service is normally influenced by 
the interactions they have with front line staff and the nature of service facilities. 
It is important that the frontline staff possess the same concept of 'service' as our 
customers. This will help to build belief and confidence in the staff and sort out 
the differences before the service is offered to the customers". 
Bhatt (1997) elaborates on marketing aspects. According to him, "Marketing in 
banks is the aggregate of functions which results into customer satisfaction. The 
aggregate of functions is the sum total of all individual activities consisting of an 
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integrated effort to discover, create, arouse and satisfy customer needs. Marketing 
is all about creating and sustaining the customers on a continuous basis. Many 
banks have not even understood that marketing is applicable to all the three major 
functions of bank, i.e. deposits, advances & other services. When India is 
marching towards a market oriented economy, it is required to be understood that 
marketing begins with the information about the market; and banks should use 
various techniques of market research and new product development rather than 
using only their past experience of regulated environment. Marketing activities 
ultimately should result into establishing, maintaining and strengthening of 
customer-relationship. This requires change in the attitude of each of the 
employees of the bank. The ultimate aim of a marketing oriented bank should be 
to provide total satisfaction to its customers. Delivery of total customer 
satisfaction by a bank will depend mainly upon on the following: 
-Financial products offered 
-Service facilities 
-Service manners 
Thakur (1997) states, "In terms of their existing organizational structure, 
managerial outfit and complement of persormel with requisite technical know how 
and skills, banks are hardly equipped to meet the revolution of rising expectations 
of the new economic society emerging in the wake of economic liberalization and 
of their traditional clientele in rural, semi-urban and urban areas for meeting their 
financial needs of varying kind including saving outlets, credit requirements and 
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funds transfer. For this purpose banks will have to refashion their entire 
organizational structure and management outfit by taking a bold leap forward in 
the direction of introducing what in current management parlance is known as re-
engineering process". 
Chari (1997) makes a candid comment on the customer service rendered by public 
sector banks. He states, "The less said about the quality of service in banks, the 
better. There are of course honourable exceptions. But as a rule, service has 
definitely taken a back seat. Compare this to NBFCs-what ever be their 
shortcomings, one accusation that can not be made against NBFCs is poor service. 
They rely on service, prompt service and quality service." 
Olsen (1997) writes, "Because of considerable government regulation and control, 
and oligopolistic market conditions, competing banks tend to be very similar in 
respect to a wide range of quantitative factors including price, type and range of 
services offered. However, banks have had to resort to emphasizing the more 
qualitative aspects of banking - such as friendliness, quality of service & 
community spirit - to differentiate themselves from one another". 
Shetty (1997) compares with developed countries; says, "In other developed 
countries with developed capital markets, commercial banks tend to concentrate 
on consumer financing or retail banking and ancillary services to generate income 
rather than on wholesale banking. In India too, we may face a similar situation 
soon and how far we are equipped for coping with the risks which go with such 
retail banking, is a moot question". 
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Ravi (1997) suggests that improvement of customer service constitutes the single 
most potent thrust area "Customer Delight" not merely, customer satisfaction, 
should be the watchword for banks to capitalize on both existing and potential 
business opportunities. Motivating human resources in banks is in important 
requirement for this. 
Kumar (1997), "In a market where a multitude of offerings from various banks 
and new private financial services firms has increased the threat of taking the 
customer away at any time, just products can not provide an edge for long. 
Products in their kind of business are fairly easy to replicate. But top quality 
service is very difficult to clone". 
"The biggest draw for the average consvimer, of course, is the ATM. Though most 
private Indian banks have these machines at their branches, some have also 
started opening off-site ATMs. Convenience is, after all, the name of the game" 
says Rana and Ram (1997). They further add, "Centralised processing enables 
account holders in one branch to with draw money -within a stipulated limit -even 
if they drop into another branch of the bank." 
Ananthasubramaniam (1996) deals with marketing. "Bank Marketing: awareness 
among customers; modem technolog)' has made customers aware of the 
developments in the economic environment including the financial systems. 
Financial needs of the customers have grown manifold into various forms of 
quick cash accessibility, money transfer, asset security, increased return at surplus 
funds, financial advice, deferred payments etc. With a network of branches, even 
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in a dissimilar banking scenario, customers expect the banks to offer more and 
better service to match their demands and this has compelled banks to take up in 
the right earnest". 
Dahotre (1996) talks on segmentations of customers from Indian banking point of 
view, "When we talk of Indian banking - whether as purists or otherwise, we 
must not forget the ground realities. Indian banking till today comprises 86 
percent public sector banks, 6 percent foreign banks and the balance takes care of 
the private sector banks. For a country of our size with imperfect infrastructure, 
the changes visualized or the type of changes, which have taken place all over the 
world, will take some time to institutionalize here. Let us analyse here the 
problem more from the point of view of customer segmentation. Clearly there are 
three or four customer segmentations. One is the rural segment, second tier is 
urban centres and the third segment is metro centres". 
Analysing the role of public sector banks in lending to the social sector even at 
the cost of profitability; Budhiraja and Athreya (1996) explains, "The deliberate 
policy pursued by the RBI and the government with the spcific thrust towards 
making banking services accssible to the weaker sections of society had resulted 
in mass banking , with administratively directed lending., this , in turn , meant 
inadequate attention to qualitative aspects of lending due to the desire to attain 
sector-wise credit targets. Consequently there was contamination of the advances 
portfolio, resulying in increased bad and doubtfiil debts. The compulsion of 
prioirity sector lending at a subsidised interest rate of about 4% to the extent of 
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40% of agregate advances of the government banks resulted in a major strain of 
the profitability of the bank." 
Evanoff (1989), a senior financial economist at the Federal Reserve Bank of 
Chicago analyses the liberal branch-banking laws which have been shown to 
result in superior customer service. However, some have attributed this to 
restrictive deposit rate ceilings that have forced banks to compete on a nonprice 
basis. One form of customer service 'accessibility'is modeled and the role of 
branching prior to and after deposit rate ceilings were phased out is evaluated. 
Branching benefits are reaffirmed, suggesting customers should support efforts to 
liberalize geographic expansion in banking. 
"ING Bank in Amsterdam, Netherlands decided to use 'satisfaction scorecard' to 
track customer retention. They decided to implement its new score carding 
application amid an internal reorganization, convinced that it was the best way to 
measure client retention and the performance of its entire the commercial process. 
The bank currently uses balanced scorecards for strategic quantitative and 
qualitative measurement. A different scorecard application is used for remote 
users, using the same data as in-house managers, so both groups work fi-om the 
same information" says Vlugt (2006). He ftirther adds, "We have more focus on 
the commercial effectiveness of managers, and it's an integral part of the 
information management that higher level employees see. We want to have 
scorecards as an integral part of the commercial process and the banking process. 
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It shouldn't be just a list. Our customers wanted to use business scorecards to 
increase visibility into business performance. 
Silver (2006) investigates how banks that are structured as enabling organizations 
are able to generate higher satisfaction among their small business customers. He 
uses this concept 'enabling organisation' for an organization that creates an 
atmosphere where individual employees are encouraged to have a flexible attitude 
toward customers and are still able to maintain a competitive inner-
standardization of services. Silver makes a study based on a sample of 359 small 
and medium sized enterprises (SMEs) in Sweden. Lisrel, a structural equation 
modeling technique, is used to analyze the empirical data. 
Findings: Banks structured as enabling organizations generate higher satisfaction 
among their SME customers primarily because they are able to generate an 
atmosphere where the individual bankers are encouraged to be flexible and take 
their own initiative in interactions with the customers. What banks do as enabling 
organizations is to shield their customers from having to interact with the 
bureaucratic machinery inside the bank. Even if ruled by standardized regulations 
the enabling organization manages to promote high satisfaction through deep 
relations with the customers. 
Implications: Banks are often assumed to operate in the same way. The value of 
this study is that it shows different alternatives in relating to.customers. Even if 
banks are heavily regulated the operation of the enabling organization illustrates 
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that there are ways to promote high customer satisfaction through close 
relationships with customers. 
Faulhaber (2006) analyses banking markets: productivity, risk and customer 
satisfaction. In an empirical research in banking, he has found substantial but 
unexplained differences among bank's costs and profits, indicating that the 
industry is not in long-run equilibrium. Three factors are hypothesized as the 
source of this out-of-equilibrium behaviour: 
(i) Variations in banks' abilities to match capacity and demand 
(ii) Variations in risk management 
(iii) Variations in providing customer satisfaction 
A structural model is combined with new data sources to estimate these effects 
using data from 1984-1992. Each factor is found to be significant, and taken 
together they account for virtually all the observed differences in bank 
performance. 
Three hypotheses are tested regarding the source of the cost/profit inefficiencies: 
1. Bank managers differ in their abilities to plan their capacity to match 
realized demand. 
2. Bank managers differ in their abilities to manage risk. 
3. Bank managers differ in their abilities to provide customer satisfaction 
ANZ bank conducts annual customer satisfaction survey, reports Roberts 
Research Group (2002), "At ANZ, we understand the importance of providing a 
superior level of service to our customers. Our 2002 survey confirms that ANZ 
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continues to outperform competitors in satisfying customers and in particular, 
excelling in relationship management. We will continue to irmovate and enhance 
our service delivery to maintain our leadership in customer satisfaction. Some 
initiatives in place include: 
• Providing sophisticated investment banking services to mid sized customers 
(through our Wall Street to Main Street proposition). Thus we emphasize 
focusing on customers' economic health - not just their accounting health. 
• Developing efficient electronic platforms to better support customer enquiries 
and product delivery. The Corporate Portal, for example, is being continually 
enhanced to provide a range of online services, decision-making tools and 
relevant information. 
• Enhancing customer management systems and financial modeling tools to 
proactively identify opportunities and creative solutions for customers. 
• Ongoing enhancements to core systems efficiencies and continued automation 
of back office processes. 
• Strengthening staff capabilities through the implementation of our Breakout 
cultural initiative and other ongoing training - supported by e-train our 
electronic training platform. 
"Customer satisfaction among American consumers for a wide range of goods 
and services reached an all-time high at the end of 2006", expresses Fomell ( 
2007), " It increased to an overall 74.9 score out of 100 in the fourth quarter of 
2006, its highest level since the survey first started in 1994. That's a gain of 
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almost 2 percent from the previous year and a 0.7 increase from the previous 
quarter. The survey, which measured customer satisfaction in everything ranging 
from department stores to life insurance, saw the biggest improvements in the 
retail and financial services sectors, and only a slight setback in e-commerce. 
Adds Fomell,'ln view of these results, it is not surprising that the consumer 
continues to lift the economy despite the housing slump," 
The banking sector scored its highest level of customer satisfaction since 1994, 
according to ACSI. For a sixth year in a row, Wachovia was the clear winner 
among customers, followed by sharp gains in approval among Wells Fargo and JP 
Morgan customers. It's been a steady improvement in customer satisfaction for 
the commercial banking industry since the year 2000. The growing popularity of 
online high-yield savings accounts, shrinking net interest margins, low interest 
rates on lending products and a slumping housing market have increased 
competitive pressures within the industry. That has made banks more eager to 
provide consumers with improved products and services, including the 
elimination of various fees, in order to draw deposits. The University of Michigan 
report indicated that improvements in quality and value are driving customer 
satisfaction gains in the finance and insurance sector, with commercial banks 
finally scoring a new high of 77 on the index. 
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CHAPTER-VI 
RESEARCH METHODOLOGY 
RESEARCH METHODOLOGY 
INTRODUCTION 
To meet the growing need and expectations of customers, banks have revamped 
the entire working pattern, which includes product innovation, product delivery, 
employment and deployment of staff and motivating them. To enhance customer 
satisfaction level, various studies are made firom the viewpoints of customers, 
bankers. Reserve bank of India, Finance Ministry etc. The preceding chapter 
includes the details about the views of experts and authors about the relative 
contribution on various aspects of customer service in general and more 
specifically in banks. The major contribution made by these categories has also 
been described in the previous chapters. The purpose of the present study is to 
find out empirically the level of customers satisfaction in major banks in 
Uttaranchal state. To accomplish this, it is necessary to have a specific plan of the 
research design and procedure. This chapter has been earmarked for this purpose. 
RESEARCH DESIGN 
The present study seeks to find out the determinants of the effective customer 
service and their relative contribution in banks' business parameters (both 
financial and nonfinancial) and also in the proper deployment and development of 
human resources in banks. This requires the views, observation and expectations 
of both the customers and all the three categories of staff such as branch 
managers, officers and clerks. Besides, it is also pertinent to study the relationship 
of opinions expressed by the three categories of staff as well as that of customers. 
The present study falls under the category of descriptive research. A descriptive 
study describes and interprets "that involves the description, recording, analysis 
and interpretation of conditions that exists now. Descriptive research according to 
Best John W. & James V.Kahn (2003) has following features; 
1. They involve hypothesis formulation and testing; 
2. They use the logical methods of inductive- deductive reasoning to arrive at 
generalizations. 
3. They often employ methods of randomization so that error may be estimated 
when population characteristics are inferred from observations of samples. 
4. The variables and procedures are described as accurately and completely as 
possible so that, other researchers can replicate the study. 
Descriptive research methods are non experimental, for they deal with the 
relationships among non-manipulated variables. Since the events or conditions 
have already occurred or exist, the researcher merely selects the relevant variables 
for an analysis of their relationships. 
Descriptive research seeks to find answers to questions through the analysis of 
variable relationships. What factors seem to be associated with certain 
occurrences, outcomes, conditions, or types of behavior? Because it is often 
impracticable or unethical to arrange occurrences, an analysis of past events or of 
already existing conditions may be the only feasible way to study causation. This 
type of research is usually referred to as ex-post-facto or causal-comparative 
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research or, when co-relational analyses are used, it may be referred to as co-
relational research. 
The present study is more specifically an ex-post-facto study. It means 'what is 
done afterwards' or 'what is interpreted after the incidence but operative 
retrospectively'. Hence the researcher investigates possible cause and effect 
relationships by observing an existing condition or state of affairs and searching 
back in time for plausible causal factors. The investigator can't manipulate these 
casual factors. 
Kerlinger (1998) has defined ex-post-facto research more formally as that in 
which the independent variable or variables have already occurred and in which 
the researcher starts with the observation of a dependent variable or variables. He 
then studies the independent variable or variables in retrospect for their possible 
relationship to, and effects on, the dependent variable or variables. The 
researcher is thus examining retrospectively the effects of a naturally occurring 
event on a subsequent outcome with a view to establishing a casual link between 
them. 
Ex-post-facto investigations have a built-in weakness, i.e. lack of control of the 
independent variable(s). As Spector (1993) suggests, it is impossible to isolate 
and control every possible variable or to know with absolute certainty, which are 
the most crucial variables. There are some more problems in ex-post-facto 
research such as the information gathered may be incomplete or in sufficient, lack 
of control or even of knowledge, makes casual statements difficult to make; and 
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the most serious danger of ex-post-facto and causal comparative research is the 
post-facto fallacy- the conclusion that because two factors go together, one must 
be the cause and the other the effect. 
Ex-post-facto and causal comparative research is widely and appropriately used, 
particularly, in the behavioural sciences, hi banking, because it is impossible, 
impracticable or unthinkable to manipulate such variables as likes and dislikes of 
customers at one hand and on other hand staff members' knowledge, skill, 
attitude, aptitude, intelligence, personality traits, empathy, motivation, 
competence, top management's perception etc; this method will continue to be 
used. 
The present study has been conducted, keeping in mind the strengths and 
weaknesses of the ex-post-facto research methodology. The researcher has tried to 
focus on the prevailing banking climate, including the staff of all the three 
categories such as managers, officers and clerks of the sample bank branches in 
Uttaranchal state and the level of customer satisfaction in respect of various 
banking products and service. 
PROBLEM DEFINITION 
The statement of the problem, given below, gives the purpose of the study. As the 
liberalization and deregulation exercises are gathering momentum, Govenunent is 
giving relook at the organizational preparedness of the public sector banks so as 
to enable them to face competition on national and global scene. Public sector 
banks are being asked to go to the market and raise funds to meet their capital 
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adequacy and also to reduce their dependence on the Government. Government 
has also relaxed the restriction on the entry of new private sector banks resulting 
in the establishment of a number of new banks in the private sector, which have 
been hopefiilly posing greater challenges to the public sector banks. 
This is the age of LPG (Liberalization, Privatisation, Globalization), where 
emphasis & concentration is given on customer retention more than searching for 
new customer. Hence, to encircle the existing and potential customers, the 
sprinkling of banking products and services must be different such that fleets of 
customers can be attracted to the branch. Under the above scenario, it is of great 
importance and necessity to get a feed back on how customers are treated when 
they are being offered various services of the banks. Further it is necessary to 
ascertain the degrees of retention from the point of view of marketing of banking 
products and services. 
Besides, it is pertinent to know the role of top management 2ind involvement staff 
at all levels in meeting ever-increasing expectations of customers; how effectively 
they (staff) can satisfy the customers to successfully market various banking 
products and services. 
RESEARCH GAP 
As detailed in previous chapters; fairly a good number of researches have been 
done in the field of customer service, customer satisfaction in banks and also in 
other related natters such as product development, distribution, pricing, 
marketing, human resources etc. These surveys are carried out both in and outside 
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the country by different banks, financial institution and outside agencies. From 
these studies, it is observed that there are lots of gaps exist between the 
expectations and views of customers on one hand and products and service 
delivery by banks on the other hand. Also there exist many socio-cultural-
economic aspects quite specific and relevant from the viewpoint of customers as 
well as banks. Many of these issues are either not addressed so far or to a little 
extent. These can be summarized as hereunder, 
(a) Issues, which have been covered by previous studies, as, explained above. 
• -Payment mechanism to be fast 
• Speedy disposal of complaint 
a Product quality, price (interest, service charges) 
a Customer education 
Q Customer commitment 
• Customer loyalty 
a Redressal of grievances 
Q Customer committee and staff committee 
• Technology upgradation: ALPM, TBA, CBS, E-see banking, ATM, 
Online banking 
• Marketing of products and services 
a Retail banking 
a Proactiveness of top management for customers 
Q Proactiveness of top management for staff 
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a Proactiveness of branch staff of all cadres 
a Well behaving front-line staff (clerks) 
a Improving HR system 
(b) However, the researcher has come across either very 'little' or 'nil' study in 
certain areas and these are: 
a Views of staff members regarding top management's concern regarding 
their proper placements, incentives, motivation aspects 
a Customer's choice and preference of type of "deposits', 'loans' and 
'services' product, 
a Customer's views on the qualitative aspects of supervisory and clerical 
staff 
a Customer's views on the infrastructure available in branch; such as 
premises, security, parking space, drinking water etc 
a Customer's views on banking holidays available 
a Customer's views on adherence to 'time norms' for completing different 
transactions 
a Staff member's views on adherence to 'time norms' for completing 
different transactions 
a Customer's views on interest and other service charges levied by banks for 
different transactions 
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a Speedy disposal by branch staff on certain basic banking; such as opening 
of accounts, renewal of fixed deposits, replying to letters of NRE customer 
etc 
a Customer's views on benefits of technology such as ATM, ABB, CBS, e-
banking, single window etc. 
• Overall satisfaction of customers on three different types of banking 
products; deposits, loans and services 
a Opinion of customers (intra opinion) based on the period of their 
experience in banking 
• Opinion of staff (intra opinion) relating to three broad categories: branch 
manager, officer and clerk 
Apart from the above, very little or no research has been done on all the above 
mentioned aspects; in Uttaranchal state 
The present research is a humble attempt to cover the gaps in the previous studies 
made as enumerated above. 
OBJECTIVES OF STUDY 
The relevance of this research is both from banking (bank as well as customer) 
and academic point of view. The overall purpose of this research is to determine 
the effects of customers' likes, dislikes, preferences, needs, grievances, views and 
expectations of various products and services of banks. The study particularly 
focuses on customers and bank staff of major conunercial banks in Uttaranchal 
state. To accomplish the research purpose, the following objectives have been 
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formulated. The objectives are to determine, for a sample of customers and bank 
staff: 
1. Likes, dislikes, preferences, expectations, needs, views and grievances of 
the customers regarding various types of banking products & services 
2. Involvement of staff members to meet the ever-increasing needs and 
expectations of customers 
3. Concern and proactiveness of top management of banks in meeting the 
expectations of customers 
4. Concern and proactiveness of top management of banks in streamlining 
the work force to render effective customer service 
5. Various determinants that facilitates customers' satisfaction 
6. Various determinants that help staff members achieve higher level of 
customers' expectation 
7. Various determinants those help top management of banks as well as other 
policy makers such as Reserve Bank of India and Finance ministry to 
enhance customer satisfaction to optimum level 
8. Relationship of opinion among three categories of bank staff (branch 
managers, officers and clerks) on different banking and non banking 
parameters 
9. Relationship of opinion among customers depending on their period of 
banking experience, on different banking and non banking parameters 
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10. Relationship of opinion between bank staff and customers on various 
banking and nonbanking parameters 
11. Opinion of customers regarding qualitative aspects of different categories 
of staff members of banks, in meeting the desired level of customer 
satisfaction 
12. To suggest remedies for improving customers satisfaction at branch and 
bank level 
In short; the present research aims to establish how banks can effectively and 
successftilly market their products & services with the view to retain & enhance 
their customer-base amidst stiff competition among themselves and also from 
other foreign and private sector banks. 
LIMITATION OF THE STUDY 
No empirical study of the present type can be conducted if its scope in terms of its 
variables and sample of subject is unlimited. The time factor, practicability and 
resources availability; make it more necessary that the_study be limited in its 
scope. Due to the above constraints, the present study is limited to selected 
branches of selected banks of selected districts in Uttaranchal state with details as 
follows: 
There are 13 districts, 39 banks and 1135 branches in the state of Uttaranchal but 
the present study is confined to 72 branches of 10 banks in 7 districts of the state. 
These seventy-two bank branches have branch managers (one at a branch), 
officers and clerks. The present study is confined only to those staff members who 
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are interested to cooperate with the researcher in giving the response, both 
through questionnaire and interview schedule. Total 350 staff members (72 
branch managers, 131officers and 147 clerks) are selected as stated above. 
The researcher has selected all the 343 customers attached to these 72 branches. 
Here also, the study is confined to those customers who are willing to cooperate 
in giving response to both the questionnaire and interview schedule. To sum up, 
this study is confined to four to six customers and almost equal number of staff 
members per branch. 
HYPOTHESES 
After establishing objectives of the study, the next step is to formulate hypotheses, 
so as to find out tentative causes or possible explanations for the problem. The 
process of establishing hypotheses is an important step in the research process 
because any conceivable pertinent hypothesis is the basis for tracing out the 
possible causes of the problem. Accordingly, the following hypotheses have been 
formulated and verified in the present research work: 
Hypothesis-I 
Hfll: There is no significant difference in opinion among three categories of staff 
(branch manager, officer and clerk) regarding the necessity of marketing 
. of banking products and services for improving customer satisfaction level 
in banks. 
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Hil: There exists significant difference in opinion among three categories of 
staff (branch manager, officer and clerk) regarding the necessity of 
marketing of banking products and services for improving customer 
satisfaction level in bank. 
Hypothesis-II 
Ho2: There is no significant difference in opinion among three categories of staff 
(branch manager, officer and clerk) that customer service has direct 
relations to business growth at branches. 
Hi 2: There exists significant difference in opinion among three categories of 
staff (branch manager, officer and clerk) that customer service has direct 
relations to business growth at branches. 
Hypothesis-Ill 
Ho3: It is hypothesized that customers' satisfaction level in respect of various 
deposits products in banks is not excellent. 
Hi3: It is hypothesized that customers' satisfaction level in respect of various 
deposits products in banks is excellent. 
Hypothesis-IV 
Ho4: It is hypothesized that customer satisfaction level is not excellent in respect 
of various loan products in banks. 
Hi4: It is hypothesized that customer satisfaction level is excellent in respect of 
various loan products in banks 
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Hypothesis-V 
Ho5: It is hypothesized that customers are not highly satisfied (excellent) in 
respect of various 'services products' (non financial products) in banks. 
H|5: It is hypothesized that customers are highly satisfied (excellent) in respect of 
various 'services products' (non financial products) in banks. 
Hypothesis-VI 
Ho6: It is hypothesized that NRE customers are not highly satisfied (excellent) in 
respect of promptness of responses of branches. 
Hi6: It is hypothesized that NRE customers are highly satisfied (excellent) in 
respect of promptness of responses of branches. 
Hypothesis-VII 
Ho7: It is hypothesized that level of customer service after computerizations is not 
excellent. 
Hi7: It is hypothesized that level of customer service after computerizations is 
excellent. 
Hypothesis-VHI 
Ho8: It is hypothesized that customers are not able to get all types of banking 
facilities at a "single counter". 
Hi8: It is hypothesized that customers are able to get all types of banking 
facilities at a "single counter. 
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Hypothesis-IX 
Ho9: It is hypothesized that level of customer satisfaction in ATM/ABB facilities 
is not excellent'. 
Hi9: It is hypothesized that level of customer satisfaction in ATM/ABB facilities 
is excellent' 
Hypothesis-X 
HQIO: It is hypothesized that majority of customers do not take part in the 
customers meet organized by banks and their suggestions are never 
implemented fully. 
Hi 10: It is hypothesized that majority of customers take part in the customers 
meet organized by banks and their suggestions are implemented fully. 
Hypothesis-XI 
Holl: It is hypothesized that the infrastructure facilities such as location, 
accessibility, parking facility and suitability of branch premises are not 
excellent 
Hill: It is hypothesized that the infrastructure facilities such as location, 
accessibility, parking facility and suitability of branch premises are 
excellent. 
Hypothesis-XII 
Hol2: It is hypothesized that the upkeep and ambience of branch premises (V45) 
are not excellent. 
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Hi 12: It is hypothesized that the upkeep and ambience of branch premises (V45) 
are excellent. 
Hypothesis-XIII 
Ho 13: It is hypothesized that availability of various amenities in the branch 
premises; like drinking water, resting chairs, writing table etc is not 
excellent. 
Hi 13: It is hypothesized that availability of various amenities in the branch 
premises; like drinking water, resting chairs, writing table etc is excellent. 
Hypothesis-XIV 
Hol4: There is no significant difference of opinion among the three categories of 
staff (branch managers, officers and clerks) regarding conducting staff 
meetings at branches and implementing the suggestions made in the 
meeting. 
Hi 14: There is significant difference of opinion among the three categories of 
staff (branch managers, officers and clerks) regarding conducting staff 
meetings at branches and implementing the suggestions made in the 
meeting 
Hypothesis-XV 
Hol5: It is hypothesized that staff members are not the main source of imparting 
information to customers regarding various types of 'loan' and 'service' 
schemes available in banks. 
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Hi 15: It is hypothesized that staff members are the main source of imparting 
information to customers regarding various types of 'loan' and 'service' 
schemes available in banks 
Hypothesis-XVI 
H0I6: It is hypothesized that overall customer satisfaction level in banks is not 
"excellent". 
Hi 16: It is hypothesized that overall customer satisfaction level in banks is 
"excellent". J ) ) - ^ , K 
POPULATION . \ U ^ . 
Uttaranchal state has total 13 districts; 6 in Garhwal mandal (division) and 7 in 
Kumaon mandal (division). Population of the state as per 2001 census is 84.80 
lakhs. The total land of the state is 53331 sq. km and the density of population is 
159 per sq km. All the thirteen districts are covered by banks. The state has thirty 
nine banks (23 PSBs, 3 RRBs 2 cooperative banks and 11 private sector 
banks).All banks put together have 1135 branches (as on September 2006) with 
647 rural, 285 semi urban and 203 urban branches). The details about the state are 
given separately in Chapter-IV (Uttaranchal State) 
SAMPLE OF THE STUDY 
(i) Selection of districts: 
Uttaranchal state has total 13 districts; 7 in Garhwal mandal (division) and 6 in 
Kumaon mandal (division). To have a fair coverage of the state, the researcher 
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selected 7 districts (54 % of total districts), 4 in Garhwal mandal (57 % of 
Garhwal mandal) and, 3 in Kumaon mandal.( 50 % of Kumaon mandal). These 
seven districts are Dehradun, Hardwar, Tehri, Pauri, Almora, Nainital and Udham 
Singh Nagar.(Annexure-16). Banking business in these seven districts constitutes 
about 90.5 percentage of the total business of the state. These seven districts have 
total 894 bank branches which are about 78.8percentage of the total branches in 
the state. Even from other aspects such as population, literacy, employment, trade, 
industries and business point of view, these seven districts have more than 75 
percentage shares in the whole of the state. Hence, these seven districts may be 
said to be the true representation of the whole state (population) for this study 
purpose. 
(ii) Selection of banks: 
The state has total 39 banks (23 nationalized banks, 3 regional rural banks, 2 
cooperative banks, 11 private banks). 
These banks have total 1135 branches (694 of nationalized banks, 167 of regional 
rural banks, 218 of cooperative banks and 56 of private banks). The researcher 
has selected 10 banks (25.6 % coverage); eight nationalised banks, one regional 
rural bank and one private bank. These ten banks have 676 branches which are 
about 59.55 percentages of total branches in the state. These ten banks' total 
business is Rs.26851 Crores and this amounts to 75.92 percentage of the total 
business of all banks. List of these banks are given in Annexure-17. Hence these 
ten banks may be taken as the true representative of all banks in the state. 
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(iii) Selection of branches: 
Out of total 1135 branches of all banks in the state, the number of rural, semi 
urban and urban branches in the state are644, 285 and 206 respectively and their 
percentage to total is 57 percentages, 25 percentages and 18 percentages 
respectively. Out of these, the researcher has selected 10 banks , their total 
branches in the state is 676; the share of rural, semi urban and urban branches are 
409,177 and 90 respectively and their percentage to total is 61 percentages, 26 
percentages and 13 percentages respectively. 
Out of 72 branches ,selected by the researcher as sample for this study purpose; 
the share of rural, semi urban and urban branches being 29,23 and 20 
respectively; their percentages are 40, 32 and 28 respectively. Also these branches 
are having adequate coverage of small, mediiun, large and extra large category. 
(iv) Selection of staff members: 
All banks in Uttaranchal state have in total 8690 staff members (1135 branch 
managers, 2065 officers and 5400 clerks). Out of these; total staff strength in 
these 72 branches is 677 (72 branch managers, 170 officers and 435 clerks). Out 
of these 677 staff members, 350 staff members are randomly selected as follows: 
Branch managers- 72 (out of 72 branch managers available in the sample) 
Officers- 131 (out of 170 officers available in the sample) 
Clerks- 147 (out of 435 clerks available in the sample) 
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Out of 350 staff members taken in the sample, 65 members are from rural 
branches, 114 are from semi urban and 171 are from urban branches. Their 
percentages are 19, 32 and 49 respectively. 
It may be pertinent here to mention here that, the staff strength in branches has 
considerably gone down, after the last VRS (voluntary retirement scheme) in 
2000; wherein about twenty percent of staff in all banks has been retired under 
VRS; and fresh staff members recruited in banks is almost negligible. This has 
drastically reduced manpower especially in rural branches; where the staff 
strength in average has been reduced to 4(branch manager, one officer and two 
clerks). Therefore, the researcher could not get adequate respondents in rural 
branches and has to compensate from urban and semi urban branches. 
(v) Selection of customers: 
There is no confirmed data available regarding the total number of 'bank 
customers' in Uttaranchal state. However from the latest SLBC report (State 
Level Bankers' Committee report of November 2006) and from discrete enquiry 
made by the researcher, the followings are the available data in this respect: 
Total number of deposit accounts- 55, 21,065 
Total number of loan accounts- 8, 19,134 
Total number of accounts (both deposit and loan) = 63,40,199 
Average number of accounts, a customer has in a bank: 5 accounts 
Therefore, the total number of customers in Uttaranchal state is around 12.68 
lakhs. 
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In the above-mentioned trend, it can be said that these 72 sample branches have 
about 80.24 thousands customers with them. It was a pretty difficult task for the 
researcher to select 343 customers from them, in average six to seven customers 
per branch. With the help of concerned branch manager, local block development 
officer and local village head ('gram pradhan'), the researcher selected 343 
customers on simple random basis. They comprise various age group, 
occupation, trade, industries, student, professionals, non resident Indians, 
pensioners, senior citizens etc. 
In short, the researcher selected the sample of 350 staff members (72 branch 
managers, 131 officers, 147 clerks) and 343 customers related to 72 branches of 
ten banks in seven districts of the state. And this sample may well be construed to 
be the true representation of the entire population of the state. 
PROCEDURAL STAGES 
A planned procedure facilitates the conduct of the study. It guides the researcher 
what to do, how to do and when to do. The procedural steps have been outlined 
as follows: 
(i) Study area: 
The area for the present study is Uttaranchal state. The state was carved out of 
Uttar Pradesh, as a result of the U.P. reorganizations Act of 2000 passed by the 
Indian Parliament and came into existence on November 9, 2000. 
For this research purpose, seven districts are covered, 4 in Kumaon mandal and 3 
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in Garhwal mandal. The population of these 7 districts is more than 90 percentage 
of the state population. Also the total banking business of all banks in this seven 
districts Rs.32026 crores, which is 90.5 percentage of total business of the banks 
in the state. 
Also these seven districts are true representative of the various types of activities 
of the state such as social, financial, agricultural, industrial, business, trade, 
professional, social, educational, cultural aspect of the whole state. 
Also out of the above-mentioned 39 banks, the researcher has selected 10 banks; 8 
in public sector, one each in private sector and regional rural banks. Seventy two 
branches are selected from these ten banks and from seven districts. Thus 
customers and staff members attached to branches of these 10 banks and 
functioning in the above said seven districts are considered for this research. 
(ii) Identifying the customer service determinants: 
The researcher identified the major customer service determinants on the basis of 
his experience as an officer and branch manager in a nationalized bank for more 
than three decades. Then these were discussed and corroborated by educational 
experts, customers, other officers, bank staff, senior bankers, office bearers of 
unions and associations, faculty members of staff colleges of many banks, 
govenmient officials, RBI and NABARD executives etc. 
He developed Questionnaires (viz. CVEQ-A and SVEQ-B) and Interview 
schedule to be administered to customers, staff members and top executives of 
banks for finding out the customer service determinants. 
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(Hi) Developing tools for the study: 
As described earlier, various tools viz. CVEQ-A, SVEQ-B and interview 
schedules were developed. 
(iv) Establishing reliability and validity: 
The reliability and validity of each tool was established in consultation with 
experts. The statistical techniques were also used for establishing reliability and 
validity of the various questionnaires. These tools were put to vigorous use for 
collecting the data, the details of which are given in the latter part of this chapter. 
(v) Data collection: 
The tools mentioned above namely CVEQ-A and SVEQ-B and Interview 
schedules were used in collecting the data from the customers, branch managers, 
officers and clerks and top executives of banks. These data pertain to the opinion, 
views, contribution and expectation of the various groups towards enhancing 
customer satisfaction level and vis-a-vis achieving the various business 
parameters and fulfilling the targets and objectives of top management and other 
stake holders of banks. 
(vi) Analysis and interpretation: 
The data so collected were properly tabulated and analyzed. The purpose of 
analysis is to find out precisely the growing expectation level of customers and 
the contribution made by top management, branch managers, officers, clerks in 
meeting the expectation level of customers. 
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(vii) Statistical treatment: 
In the present study for the data processing, sampling techniques used are mean, 
standard deviation, Duncan mean test and chi-square test etc. For analyzing these 
sampling techniques, statistical software are used such as SPSS, Minitab, power 
point and MS-Excel; for the various calculations and graphs in the study. 
(viii) Limitation: 
There is no research work without limitation. The limitation for this study is it 
being based on the responses obtained from only selective customers, branch 
managers, officer, clerks and executives of banks and therefore cannot be 
considered as a full representative study. 
(ix) Primary and secondary data 
The data for the present study have been drawn from both primary and secondary 
sources. Primary data has been obtained from customers and staff members of 
various bank branches in Uttaranchal state and also from senior executives of 
banks through structured questionnaires and interview schedules. Secondary data 
include published and unpublished document from various journals, periodicals, 
books, newspapers, circulars and other documents of different banks, RBI and 
Government of India publications, internet sites etc. Some manual reports are also 
taken into consideration while presenting this research. 
TOOLS FOR STUDY 
For completion of this objective, the researcher developed the following tools:-
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i. Customers' viewpoint and expectation Questionnaire- (CVEQ-A) 
ii. Staff members' viewpoint and expectation Questionnaire (SVEQ-B) 
iii. Top management's interview schedule 
iv. Customers' interview Schedule - to find out customers' opinion about 
their feelings on certain open ended questions in CVEQ-A 
V. Staff members' interview Schedule- to find out customers' opinion about 
their feelings on certain open ended questions-SVEQ-B. 
Three sets of interview schedules were prepared. 
The reliability and validity of the above tools were also established. 
CONSTRUCTION OF TOOLS 
To conduct any research, data must be gathered with the main objective of testing 
the hypotheses. Many tools have been developed to aid in the acquisition of data. 
These tools employ distinctive ways of describing and quantifying the data. Each 
is particularly appropriate for certain sources of data, yielding information of the 
kind and in the form that can be most effectively used. 
Data collection methods can be categorized by the degree of their directness. 
Interviews and questionnaires are ordinarily quite direct. Questionnaires contain 
a group of sequence of questions designed to elicit information upon the subject 
or sequence of subjects fi"om informants. Through this data-gathering instrument, 
respondents answer questions or respond to statements in writing. Since a 
questionnaire is a paper-pencil tool for data collection, therefore, it suffers from 
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all the disadvantages that paper-pencil tool of data collection suffers from. In 
spite of these defects; a questionnaire is a most widely used research instrument. 
It has various strengths such as: 
• Irrespective of the respondents; the questionnaire format presents all 
questions in the same sequence and without any interpolation or 
extrapolation. Therefore, the sequence of presentation of question is most 
objective in the questionnaire. 
• It allows for wider coverage of sample at much less expenditure compared 
to other research tools. 
• It enables respondents to make anonymous responses if they wish to and 
thereby it obtains relatively more candid and objective responses. 
However, a researcher, using questiormaire as a data gathering instrument, must 
take necessary precautions to minimize the effects of the following weaknesses: 
a It has the highest rate of mortality. As a result, respondents who are most 
interested in the issue, positively or negatively, on which the questionnaire 
is based on its critic would most readily respond to the questiormaire. The 
less committed or critical respondents usually take time to respond. This 
affects the validity of a questionnaire 
a A questiormaire as a research tool is more suited to educate and more aware 
respondents. The less educated and illiterate are not able to express 
themselves 
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a The questionnaire, because of lack of human touch, doesn't allow for 
development of rapport and confidence between the respondents and the 
researchers 
a While using a questionnaire, the researcher usually assumes that the 
respondents by and large share interest in the research problem and they 
have equal enthusiasm in its resolution. The truth may be quite different 
a A questionnaire assumes a certain level of maturity and objectivity in its 
respondents. 
a The manner in which words are used in questionnaire may allow for a 
different interpretation or misinterpretation. These can't be detected at data 
gathering stage. Therefore, the reliability of questionnaire based data is 
often cross-checked through research interview. 
The interview is a face-to-face interpersonal role situation in which one person, 
the interviewer, asks a person being interviewed, the respondent, questions 
designed to obtain answers pertinent to the research problem. There are two 
broad types of interview; structured and unstructured or standardized and 
unstandardized. 
In the standardized interview, the questions, their sequence, and their wordings 
are fixed. An interviewer may be allowed some liberty in asking questions, but 
relatively little. This liberty is specified in advance. Standardized interviews use 
interview schedules that have been carefully prepared to obtain information 
pertinent to the research problem. Unstandardized interviews use interview 
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schedules that have been carefully prepared to obtain information pertinent to the 
research problem. Unstandardized interviews are more flexible and open. 
Although the research purposes govern the questions asked; their content, their 
sequence and their wording are entirely in the hands of the interviewer. 
Ordinarily no schedule is used here. 
For the present study, researcher made use of both questionnaires and interview 
schedule so as to minimize the limitations of both the instruments. Interviews and 
questionnaires have both strengths and weaknesses of being direct in nature. It 
has strength because a great deal of information needed in social scientific 
research can be obtained from respondents by direct questions. Though the 
questions may have to be carefully handled, respondents can and usually will give 
much information directly. There is information, however, of a more difficult 
nature that respondents may be unwilling, reluctant or unable to give readily and 
directly. In such cases, direct questions may yield data that are invalid. Yet, 
properly handled, even personal or controversial material can be successfully 
obtained with the help of interviews and questionnaires. Since, the researcher has 
made use of self constructed questiormaires; he has taken necessary precautions as 
mentioned below so as to improve the validity of the instruments: 
i. In order to check whether the responses have been reliable enough for 
correct analysis, put similar questions at different places, 
ii. Questions not in proper sequence affect the response and interest of the 
respondent as well as the accuracy of the responses. 
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Therefore, following principles were followed for proper sequencing: 
• Questions at the beginning must be interesting and also at the end. 
a Factual questions may be asked in the begimiing. 
a Questions must be grouped into logically coherent sections. 
• Related sections should come together. 
• Each section should cover a specific topic. 
• There should not be sudden jump from one section to another; rather there 
should be a smooth transition. A respondent should not feel that transition is 
disjointed. 
Similarly, researcher tried to develop interview schedules in a coherent manner in 
respect of the open ended questions of both the tools and also in respect of top 
management. 
DEVELOPMENT OF TOOLS IN THE PRESENT STUDY 
The researcher wanted to assess the opinion and views of customers and also staff 
members of various cadres regarding the expectation and delivery of customer 
service at branch level of various bank branches of Uttaranchal state. 
(a) Developing customer's views and expectation questionnaire (SVEQ-B) 
The researcher followed a vigorous procedure to construct CVEQ-A, which could 
help him in identifying the views and expectations of customers regarding various 
products and services and also on staff members of banks. 
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Before developing CVEQ-A, the researcher analyzed the various areas in which 
the customers directly or indirectly attached in banking. This tool detennines the 
extent of customers' satisfaction regarding various products and services and also 
on staff members of banks. 
This tool has been divided broadly into two parts (i.e. closed ended questions and 
open ended questions): 
Closed ended Questions:-
i. General data on the individual customer such as name and 
address(optional),age, sex, qualification, occupation, residential status, 
family income, annual turnover in the business, marital status, occupation 
of spouse, period of banking habits, name(s) of the banks associated with 
and different types of banking products and services availed, 
ii. Views, experience, expectations regarding various products and services 
offered by banks; broadly on three areas; such as deposits, loans and 
services, 
iii. Opinion on computerization, ATM, ABB, customers' meeting, complaint 
box facility, number of banking holidays available etc. 
iv. Views on infrastructural facilities such as location of branch, convenience, 
availability of amenities such as customer's waiting places, drinking 
water, toilets etc. 
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V. Views on the efficiency and performance of three categories of staff 
(branch managers, officers and clerks) and overall opinion on customer 
service of the branch 
Open ended questions :-
i. Suggestions for improvement of product(s) and service(s). 
ii. Suggestions (other than the above) for improving customers' satisfaction 
level. 
This tool contains 56 questions of which 54 are closed ended questions and two 
are open-ended questions. The latter two questions were administered by the 
researcher as "interview schedule' and the responses of the respondents were 
recorded by him. 
General data on the individual customer (such as name, address, age, sex, 
qualification, occupation, residential status, family income, armual turnover in the 
business, marital status, occupation of spouse, period of banking habits, name(s) 
of the banks associated with and different types of banking products and services 
availed) contains 12 questions. Views, experience, expectations regarding various 
products and services offered by banks; broadly on three areas; such as deposits, 
advances and services contains 25 questions. Opinion on computerization, single 
window, ATM, ABB, customers' meeting, complaint box facility, number of 
banking holidays etc contain 11 questions. Views on infrastructural facilities 
such as location of branch, convenience, availability of amenities such as 
customer's waiting places, drinking water, toilets etc. contains 4 questions. Views 
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on the efficiency and performance of three categories of staff (branch managers, 
officers and clerks) and overall opinion on customer service of the branch contain 
2 questions. 
Originally there were 70 questions, 15 questions under first category, 26 questions 
under second category, 14 questions in third category, under fourth category 6 
questions and under fifth category Squestions. There were four questions as open 
ended questions. These 70 questions were reduced to 56 questions after 
ascertaining the opinion of pedagogues and subject specialists. 
SCORING OF CVEQ-A 
The customers were expected to tick one out of three or four alternatives under 
each question. The alternatives under different questions were different. 
Establishing validity of CVEQ-A 
According to Gronlund and Linn (1990), validity refers to the extent to which the 
evaluation results serve the particular uses for which they are intended. It 
interprets the results rather than the instrument and its presence is a matter of 
degree that is always specific to some particular use. 
Three basic types of validity identified by American Psychological Association 
(Standards for Educational and Psychological Tests, 1974) and are now 
commonly used in Educational and Psychological measurement are: content 
validity, criterion-related validity and construct validity. 
Content validity may be defined as the extent to which a test measures a 
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representative sample of the subject-matter content and the behavioral changes 
under consideration. Content validation means the attribution of meaning through 
expert judgement about the importance of the questions to be asked. Content 
validity rests on the quality of judgement, hence on the qualifications of the 
judges (Kenneth O. Doylem Jr, 1983)). According to Koul, L., (1997) this form of 
validity is based upon judgement of several subject experts and test specialists, 
careful analysis of instructional objectives, and the actual subject matter studies. 
This analysis is rational as well as judgmental. 
The content validity of these questions was established by showing them to the 
test experts and the pedagogues. The experts examined and analyzed the content 
of each statement and gave their opinion regarding the correctness and 
completeness of each of the test items. Their suggestions were taken into account 
to improve the test items. Hence the content validity of this tool was established. 
VALIDATION OF TEST ITEMS 
Validation of test items has been established through experts and through pilot 
studies. Different techniques of the evaluation of test items have been shown in 
Table-6.1 below. 
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TABLE-6.1: Validation of test items 
^ 
V 
Through Experts 
B 
V V 
V 
Through Pilot Studies 
V 
Subject Experts Pedagogues Small Group Testing 
VALIDATION THROUGH EXPERTS 
Initially 70 test items were incoqjorated in the tool. In order to ascertain the 
content validity of these items, they were shown to the pedagogues and the test 
specialists. They thoroughly went through these test items and suggested deletion 
of 14 items and modification in 10 items. They also gave suggestion for the 
proper sequencing of the test items. They also examined the relevance of test 
items in terms of time allocation. Their suggestions were duly incorporated to 
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make these test items valid and in this way content validity or face validity of 
these items was established. 
VALIDATION THROUGH PILOT STUDY 
Validity of the extent of customers' perception was established by this method 
also. This stage involved a small sample of five customers who were not included 
in the sample. They were asked to read the instructions carefully and respond 
accordingly. It was assured that the information sought would be kept confidential 
and that it was meant for research purpose only. Each respondent was asked to 
answer all the items given in the tool by ticking mark in the column with which 
they agree. After the respondents had finished answering all the test items, the 
data was computed in the followdng manner. 
The test was split into 2 reasonably equivalent halves. Scores on the odd 
numbered items were then correlated with the scores on the even numbered items. 
Statistically, the validity of CVEQ-A was established on the basis of the index of 
reliability. According to Garrett, H.E., (1996), the index of reliability is 
sometimes taken as a measure of validity. The correlation coefficient gives the 
relationship between the obtained scores and their theoretical true counterparts. 
The reliability coefficient of the test is 0.96, hence by formula, validity worked 
out is = 0.98. This means that the tool measures true ability to the extent 
expressed by 0.98. 
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ESTABLISHING RELIABILITY 
Reliability is the second test characteristic that must be established because of the 
indirect and incomplete nature of measurement whereas validity is a way of 
describing what test measures. Reliability is description of the accuracy or 
consistency of the measurement. Reliability refers to the consistency with which a 
test assesses what it purports to assess. According to Best & Kahn (2003), "A test 
is reliable to the extent that it measures whatever it is measuring consistently; 
errors of measurement have been reduced to a minimum. Reliable tests are stable 
in whatever they measure and yield comparable score upon repeated 
administration." 
According to Freeman (1965), the term reliability has two closely related but 
somewhat different connotations. First it refers to the extent to which a test is 
internally consistent, that is, consistency of results, obtained through out the test 
when administered once. In other words, how accurately is the test measuring at a 
particular time? Secondly reliability refers to the extent to which a measuring 
device yields consistent results upon testing and retesting. 
Stability of items i.e. internal consistency of the CVEQ-A vyas established 
through the split half method. One of the main advantages of the split half 
technique is the fact that all data for computing reliability are obtained upon one 
occasion; so that variations brought about by differences between the two testing 
situations are eliminated. 
Split test reliability coefficients are obtained from two half test scores derived 
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from a simple test. The data was split into two reasonably equivalent halves. 
These independent halves i.e. scores on the odd-even numbered items were then 
used as a source of the independent scores. Scores on the odd numbered items 
were then correlated with the scores on the even numbered items. Using the 
spearman-Brown formula i.e. it determines the full-length test reliability. 
The full-length reliability coefficient of CVEQ-A according to Spearman Brown 
Prophecy formula was worked out to be 0.96. 
Ebel (1966) suggests that most test specialists are satisfied when their test yields 
reliability coefficient in the vicinity of 0.90. Similarly, according to Garrett, H.E., 
(1996), most of the authors of intelligence test and education achievement test lay 
emphasis on the reliability coefficient of their tests to meet at least 0.90 criteria to 
be taken as a 'satisfactory reliability coefficient'. Reliability coefficient of the 
present tool is 0.96, therefore, the CVEQ-A may be considered as a reliable tool 
for measuring customers' views and expectations from bank. 
CVEQ-A is given in Aimexure-11. 
(b)Developing staff members' views and expectation questionnaire (SVEQ-B) 
SVEQ-B was developed to find out the extent of staff members' opinion and 
views regarding various products and services available and top management's 
direction as well as involvement of branch staff to effectively market banking 
products and services .This questionnaire contains 25 questions. These 25 
questions contain 21 closed ended questions and 4 open ended questions. 
Closed ended questions may be grouped into five parts. 
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(i)General data on the staff such as name and age(optional), category of 
staff(branch manager, officer, clerk),categorization and classification of the 
branch, period of service in bank and popular banking products available in the 
branch 
(ii) Customers' preferences on bank and schemes, effect of computerization, 
,marketing of products and services, top management's concern and strategies for 
improving customer satisfaction level 
(iii) Linkage be^A'een customer service and business parameters of the branch and 
overall customers' satisfaction level in the branch 
(iv) Qualitative and motivational aspect of staff 
(v) Staffs meet customers' meet and compliance level of a few numbers of 
Goipuria committee recommendations 
General data on the staff (first category as above) contains 6 questions. 
Customer's preference on various banking schemes etc., (second category as 
above) contains 5 questions. Linkage between customer service and business 
parameters of the branch etc., (third category as above) contains 2 questions. . 
Qualitative and motivational aspect of staff (fourth category above) contains 1 
question. Staff-meet and customer-meet etc. (fifth category above) contains 7 
questions. 
The items under these categories were reduced from 8, 6, 3, 3 and 11 respectively. 
This modification was made after discussing with experts. The validity and 
reliability of this tool were established by following the same method which was 
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followed in case of CVEQ-A. Its validity is 0.95 and reliability is 0.93. SVEQ-B 
is given in Annexure-12. 
(c) Developing interview schedule for top management of banks 
Top management of banks are also another important factor that contributes 
towards their achievement in highest level of customer satisfaction vis-a-vis 
different business parameters with ultimate objective of increasing the bottomline 
and also the share holders' value; amidst stiff competition among themselves and 
also with other private sector banks and foreign banks. 
This category (top management) contribute a lot towards ensuring a dedicated and 
motivated team of staff members at branch level to enable the latter put their 
best to render excellent customer service. This (interview schedule) was 
developed to supplement the information gathered from other questionnaires. 
The researcher developed the interview schedule, which was modified by 
different experts. Initially, the researcher developed an unstructured interview 
schedule with broad and open-ended questions, which were rather more direct 
questions. After conducting few interviews, researcher realized that he was not 
able to get genuine responses as the respondents were hesitant and reluctant to 
reveal the actual working of the various categories. Researcher realized that 
straightaway asking about the actual situation (the respondents were facing in the 
banks) was not fruitful. Rather firstly knowing their perception of an ideal 
situation and relating it with the actual situation was desirable. 
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Based on this realization, researcher finally developed an improved open-ended 
and structured interview schedule, which contains items such as: 
a Aptitude of staff members regarding various products and services 
a Product innovation and improvement 
a Marketing of products and services 
a Computerization 
Q Customers' awareness ofbank's products and services 
a Customers' grievances handling system 
a Proper and adequate placement of staff at branches, motivation and 
incentives 
a Role of other administrative offices/controlling offices (between head 
office and branches) 
a Proactive role of trade unions (imion and association) 
Simultaneously, researcher enquired about the actual situation they were 
experiencing in their respective branches. 
For the said purpose, researcher made use of a standardized open-ended and 
structured interview schedule which required that the exact wording and 
sequencing of questions should be determined in advance; all interviewees were 
asked the same basic questions in the same order; and questions were fi-amed in a 
completely open-ended and structured form. 
This type of interview instrumentation has both strengths and weaknesses. The 
strengths are that the respondents answer the same questions, thus increasing 
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comparability of responses; data are complete for each person on the topics 
addressed in the interview reduces interviewer effects and bias, permits evaluation 
users to see and review the instrumentation used in the evaluation facilitates 
organization and analysis of data. 
However, it suffers from certain weaknesses also such as there is little flexibility 
in relating the interview to particular individuals and circumstances; standardized 
wording of questions may constrain and limit naturalness and relevance of 
questions and answers. 
As regards the limitations of this instrumentation, researcher tried his best to 
maintain the naturalness and relevance of questions and answers by posing 
questions in a sequence, the situation demanded, and sometimes, posing the 
questions relevant in a particular situation but may not be forming part of the 
interview schedule developed by the researcher. This interview schedule is given 
in Aimexure-13. 
Validity and reliability of interview schedule for the top management of 
banks 
In the words of Patton (1990), "the purpose of interviewing is to find out what is 
in or on someone else's mind. The purpose of open-ended interviewing is not to 
put things in someone's mind (for example, the interviewer's preconceived 
categories for organizing the world) but to access the perspective of the person 
being interviewed". The researcher tried to achieve the purpose of interviewing as 
stated by Patton (1990) by establishing the validity and reliability of a self-
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constructed interview schedule. The content vaHdity of the interview schedule 
was established by carefully designing its structure so that it can be assured that 
the significant information is elicited. Regarding the validity of interview 
schedule, researcher took the help of experts in selecting the essential questions 
and got a final approval fi-om them. Reliability of the interview schedules was 
established by restating a question in slightly different form at a later time in the 
interview. 
(d) Developing interview schedule for customers and staff 
The foregoing section explains how different questiormaires were developed for 
measuring the views, opinion, expectations and experiences of customers and 
staff members of the three categories (branch managers, officers and clerks) of 
branches. Each of the two sets of questiormaires contained a few number of open 
ended questions. These open ended questions were administered by the 
researcher as 'interview schedule' and the responses of the respondents were 
recorded by him. 
This interview schedule was developed to seek customers' and staff members' 
opinion about the customer service determinants. These tools were already tested 
(as explained earlier in thi? chapter).Questions of these schedules are structured in 
nature. The customers and staff members helped in identifying the customer 
service determinants that directly or indirectly help the bank in improving their 
customer satisfaction level. 
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CONCLUSIONS 
This chapter thus describes the design and procedure of the study. Various tools 
namely CVEQ-A, SVEQ-B, interview schedules have been described in this 
chapter. An attempt has also been made in establishing the validity and reliability 
of each tool. This chapter also describes the procedure of undertaking the present 
study. The details given in this chapter set a ground in collecting the data. The 
next chapter includes the details of data collection. 
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CHAPTER-VII 
DATA ANALYSIS AND 
INTERPRETATION 
PERCEPTION OF BANK-STAFF MEMBERS ABOUT CUSTOMER 
SERVICE 
(ANALYSIS AND INTERPRETATION OF QUESTIONNAIRE-SVEQ-B) 
General information of the respondents 
As explained earlier (Chapter-VI) total 350 staff members from 72 branches of 10 
banks located in seven districts of Uttaranchal (now Uttarakhand) state have 
responded to the Questionnaire-SVEQ-B. The researcher contacted them directly 
and obtained their response. Out of 350 staff members, 72 are branch managers, 
131 are officers and 147 are clerks. Percentage of branch managers, officers and 
clerks (to total respondents) are 20.6%, 37.4% and 42% respectively. Regarding 
the size of the branches to which these 350 staff members are attached; 22 
members are from 'exceptionally large' branches, 60 from 'very large' branches, 
118 from 'large' branches, 99 from 'medium' branches and 51 are from 'small' 
branches. Regarding classification of the branches; 186 staff members belong to 
urban branches, 96 to semi urban and 68 are from rural branches. Analyzing the 
experience of these respondents, it is seen that 160 staff members (45.7%) have 
more than 20 yeas of service in bank, 110 members (31.4%) have 10-20 years of 
experience, 62 members (17.7%) have 6-10 years and 18 members have upto five 
years of job experience in banks. 
Popular products and services of branches 
The respondents are asked regarding the popular products and services of their 
branches. The products and services mainly available in branches are categorized 
into three groups; deposits, advances and services. Their responses are given 
below. 
Popular 'deposits' portfolio (combination of products) in branches 
The responses of the individual staff members are analysed (Table-7.1). It is 
observed that a combination of 'savings bank, current account and term deposits' 
constitute the most sought after deposit portfolio of branches followed by 
combined portfolio of 'savings bank and current account'. As against this only 
'current account' or only 'term deposits' is the least preferred deposit portfolio of 
branches. 
TABLE- 7.1: Popular 'deposits' portfolio (combination of products) in 
branches 
(N=350) 
Combination(s) of deposits scheme 
Savings bank 
Current account 
Savings Bank and current account 
Term deposits 
Savings bank and term deposits 
Current account and term deposits 
Savings bank, current account and term 
deposits 
Total 
Number 
48 
9 
10 
9 
57 
10 
207 
350 
Percentage 
13.6 
2.6 
2.9 
2.6 
16.3 
2.9 
59.1 
100.0 
•i^y 
fr 
V 
> • ^  
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Popular 'service' portfolio (combination of products) in branches 
The views of the respondents are analysed and interpreted (Table-7.2). It is 
observed that collection of bills (including cheques etc.) is the most sought after 
'services' business of branches (66.6%). Next best preferred 'service' business is 
'locker' (64.6%) and then 'remittance' (61.1%), 'pension' (48.3%), 'ATM' etc 
(34.3%) and 'credit card' (34%). The lowest portfolio is 'mutual fiind, gold, 
insurance' etc (only 10%). 
TABLE- 7.2: Popular 'service' portfolio (combination of products) in 
branches 
(N=350) 
List of services 
Locker 
Remittances 
Collection of bills 
Credit card 
Pension 
Mutual fund. Insurance etc # 
ATM/ABB ## 
Yes 
226 
214 
333 
119 
169 
35 
120 
No 
124 
136 
117 
231 
181 
315 
230 
% of Yes 
64.6 
61.1 
66.6 
34 
48.3 
10 
3 4 . 3 ^ ^ 
: ^ 
Note: Multiple responses,_Percsiita^^o not add to 100 v 
# - Mutual fundJ^Tnsurance, Depository,\Gold sale etc n ^ ^ o/^^ t 
##-ATM/ABB/InteiHet-bankiH«,-C«stc5mer terminal etc 6 ^ \ 0 ^ .(>>-' 
•1 
Popular 'advances' 'i^iil ' portfolio (combination of products) in branches ^ ^ ^ r ^ * ^ ! 
The responses are analysed and interpreted. It is observed that, 'term loaii^ is me' 
• ^ ^ ^ 
most preferred 'advances' in branches (66.3%). Next in line is 'home loan' 
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(65.7%) and the lowest preferred portfolio is 'foreign currency loan' (14.6%), 
'consortium and syndication' advance (7.7%). The responses and analysis are put 
inTable-7.3. 
TABLE- 7.3: Popular 'advances' portfolio (combination of products) in 
branches 
(N=350) 
List of advances 
Agricultural adv. 
Term loan 
CC/TOD/OD 
Consumption loan 
Clean loan 
Jewel loan 
Home loan 
Auto loan 
Study loan 
Foreign currency loan 
Letter of Guarantee/ Letter of 
Credit/ Deferred payment 
Guarantee 
Consortium, syndication 
NntP- Miiltinlp rPi:nnnv/>x Pprrprttn 
Yes 
147 
232 
227 
207 
157 
123 
230 
216 
177 
51 
107 
27 
OP fin nnt n/i/f tn 
No 
203 
118 
123 
143 
193 
227 
120 
134 
173 
299 
243 
323 
inn 
Percentage 
o f Yes' 
42 
66.3 
64.9 
59.1 
44.9 
35.1 
65.7 
61.7 
50.6 
14.6 
30.6 
{y-lh 
'J^ 
-y^^ 
\p^ ^ 0^ 
(y^ 
• ^ - ^ 
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Reason for choosing a branch 
The respondents are asked to state the reasons for customers choosing any branch. 
Six choices are given and the reason(s) could be one, two or even more. The 
responses so obtained are analysed. From the analysis it is seen that 'speedy 
service' is the most pertinent reason; followed by 'staff cooperation'. On the 
other hand, 'interest rate' and 'service charges' etc are less important as compared 
to the above stated two reasons. The responses are given in TabIe-7.4. 
TABLE-7.4: Reason for choosing a branch 
(N-350) 
Reasons 
Proximity 
Speedy service 
Past connection 
Staff cooperation 
Service charges 
and interest rate 
Any other 
Yes 
100 
163 
59 
158 
91 
7 
No 
250 
187 
291 
192 
259 
343 
Percentage of 
"Yes' 
28.6 
46.6 
16.9 
45.1 
26 
2 
Note: Multiple responses. Percentage do not add to 100 
Compliance by branches certain very important recommendations of 
Goipuria committee 
In order to have a test check of compliance of Goiporia committee 
recommendations, respondents are eisked to give their views on the compliance 
level of five important recommendations. They^ere to give the 'percentage' of ^ 
compliance. (Upto25%, 25-50%, 50-75% and 75-100%). The responses so 
obtained are analysed and interpreted (Table-7.5). Out of five issues stated above, 
there is not a single issue which is implemented fully i.e. hundred percent. 
However, the compliance level of 'time-norms' and 'exchange of soiled and 
mutilated notes' are fairly good. 
TABLE-7.5: Compliance of five 
committee 
Particulars 
Time-norms 
Dihonoured 
instrument 
Complaint box, 
register 
Compensation for 
delayed collection 
Exchange of soiled, 
mutilated notes 
important recommendations of Goipuria 
[N=350) 
Compliance level at branch (in percentage) 
25% 
83 
(23.7) 
106 
(30.3) 
83 
(23.7) 
48 
(13.7) 
54 
(15.4) 
25-50% 
47 
(13.4) 
97 
(27.7) 
97 
(27.7) 
94 
(26.9) 
70 
(20.0) 
50-75% 
87 
(24.9) 
84 
(24.0) 
84 
(24.0) 
146 
(41.4) 
86 
(24.6) 
75-100% 
133 
(38.0) 
63 
(18.0) 
86 
(24.6) 
62 
(17.7) 
140 
(40.0) 
Total 
Respondents 
350 
(100) 
350 
(100) 
350 
(100) 
350 
(100) 
350 
(100) 
Note: Figures in parenthesis are the percentage. 
Relationship (correlation coefficient) of different variables 
The respondents were asked to express their views regarding:-
• The overall level of customer satisfaction in their respective branches 
(VI7), 
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• Top management's concern and support to them (VI8) and 
• 'Skill' of staff members (V24A). 
Relationship (correlation coefficient) between 'top management's concern 
and support (V18)' and 'overall level of customer satisfaction (V17)' 
The responses on the above mentioned points are analysed and the relationship if 
any between these variables (VI7 and VI8) is studied (Table-7.7). It is observed 
that there is significant difference of opinion exist among the three categories of 
staff members regarding the relationship between 'top management's concern and 
support.' and 'level of customer satisfaction'. 
Relationship (correlation coefficient) between 'skill of staff members (V24A)' 
and overall level of customer satisfaction (V17)' 
Similarly the relationship if any between the above mentioned variables (V24A 
and VI7) is studied in Table-7.6 below. It is observed that there is significant 
difference of opinion exist among three categories of staff regarding the 
relationship between 'skill of staff members' and 'level of customer satisfaction'. 
TABLE-7.6: Relationship (correlation coefficient) of 'V18 with V17'; and 
'V24A with VI7'. 
(N=350) 
V18 
V24A 
V17 
.5056 ** 
.1149** 
* Significant at. 05 level * * Significant at .01 level 
VI 7-Overall level of customer satisfaction V24A-Skill of stafi'members 
V18-Top management's concern, help and support 
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Relationship (correlation coefficient) among the different variable of 
attributes of respondents 
The respondents are asked to express their views regarding: -
• Skill of staff members (V24A) 
• Attitude of staff members (V24B) 
• Knowledge of staff members (V24C) 
• Motivation of staff members (V24D) 
• Placements/postings of staff members (V24E) 
• Incentives of staff members (V24F) 
Their responses are tabulated and analysed (TabIe-7.7) and interpreted as 
follows:-. 
a) It is observed that there is significant difference of opinion exist among three 
categories of staff regarding the relationship between 'skill of staff members' and 
'attitude of staff members (V24A and V24B). 
b) It is observed that there is significant difference of opinion exist among three 
categories of staff regarding the relationship between 'skill of staff members' and 
' knowledge of staff members' (V24A and V24C). 
c) It is observed that there is significant difference of opinion exist among three 
categories of staff regarding the relationship between 'skill of staff members' and 
'motivation of staff members' (V24A and V24D). 
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d) It is observed that there is significant difference of opinion exist among three 
categories of staff regarding the relationship between 'skill of staff members' and 
'incentives of staff members' (V24A and V24F). 
e) However, it is observed that there is no significant difference of opinion 
existing among three categories of staff regarding the relationship between 'skill 
of staff members' and 'placement/posting of staff members' (V24A and V24E). 
f) It is observed that there is significant difference of opinion existing among 
three categories of staff regarding the relationship between 'attitude of staff 
members'and'knowledge of staff members' (V24B and V24C). 
g) It is observed that there is significant difference of opinion existing among 
three categories of staff regarding the relationship between 'attitude of staff 
members'and'motivation of staff members' (V24B and V24D). 
h) It is observed that there is significant difference of opinion existing among 
three categories of staff regarding the relationship between 'attitude of staff 
members'and'placements/posting of staff members'(V24B and V24E). 
i) It is observed that there is significant difference of opinion existing among three 
categories of staff regarding the relationship between 'attitude of staff members' 
and 'incentives to staff members' (V24B and V24F). 
j) It is observed that there is significant difference of opinion existing among three 
categories of staff regarding the relationship between 'knowledge of staff 
members'and 'motivation of staff members' (V24C and V24D). 
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k) It is observed that there is significant difference of opinion existing among 
three categories of staff regarding the relationship between 'knowledge of staff 
members' and 'placement of staff members' (V24C and V24E). 
1) It is observed that there is significant difference of opinion existing among three 
categories of staff regarding the relationship between 'knowledge of staff 
members' and 'incentives to staff members' (V24C and V24F). 
m) It is observed that there is significant difference of opinion existing among 
three categories of staff regarding the relationship between 'motivation of staff 
members' and 'placement of staff members' (V24D and V24E). 
n) It is observed that there is significant difference of opinion existing among 
three categories of staff regarding the relationship between 'motivation of staff 
members' and 'incentives of staff members' (V24D and V24F). 
o) It is observed that there is significant difference of opinion existing among 
three categories of staff regarding the relationship between 'placement /posting of 
staff members' and 'incentives to staff members' (V24E and V24F). 
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TABLE-7.7: Relationship (correlation coefflcient) among different variable 
of attributes of respondents 
N=350 
V24A 
V24B 
V24C 
V24D 
V24E 
V24F 
V24A 
1.0 
.3727** 
.1762** 
.3518** 
.0892 
.1389** 
V24B 
1.0 
.1278* 
.4958** 
.2302** 
.2262** 
V24C 
1.0 
.2166** 
.1413** 
.1095* 
V24D 
1.0 
.3639** 
.2972** 
V24E 
1.0 
.4028** 
V24F 
1.0 
* Significant at 0.05 level * * Significant at 0.01 level 
Note: Codes for V24A to V24F; "1=YES" and "0= No" 
V24A-Skill of staff members V24B-Attitude of staff members 
V24C-Knowledge of staff members V24D-Motivation of staff members 
V24E-Placements/posting of staff members V24F-Incentives of staff members 
Opinion of the respondents about the effect of computerization on customer 
satisfaction level 
The responses of the three categories of staff (branch managers, officers and 
clerks) are analyzed. Here ^ (Chi-square) test is applied to test the sample. The 
value is computed which comes to 23.38; which is much above the accepted level. 
This means, there is significant difference in the opinion among three categories 
of staff (branch managers, officers and clerks) about the effect of computerization 
on customer satisfaction level. 
From the Tabie-7.8, it is observed that majority of the branch managers (61.1%) 
are of the opinion that computerization at the branches has increased their 
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customers' satisfaction to 'excellent' level. The opinion of the officers is slightly 
reduced (45.8%). 
But the clerical people have given a quite different picture. Only 45% of them say 
that the customers are extremely satisfied after computerization. Among the three 
categories of staff as enumerated above, the branch managers are the 'head' of the 
branches and being the representatives and agents of the top management of the 
banks, are responsible for the effective and successfiil implementation of 
computerization for giving excellent customer service. Hence it could be possible 
that they try to give a rosy picture of the issue. But at branch level, the clerical 
members are closer to the customers as far as rendering computerized service is 
concerned. Hence their opinion may be construed as more relevant. This means, 
still there is wide gap between customers' expectations and computerization by 
banks and the over all satisfaction level is not excellent. 
TABLE- 7.8: Effect of computerisation on customer service 
(N=350) 
Satisfaction 
Level 
Excellent 
Good 
Poor 
Total 
Branch 
Manager 
44 
(61.1) 
27 
(37.5) 
1 
(1.4) 
72 
(100) 
Officer 
60 
(45.8) 
61 
(46.6) 
10 
W-67 
131 
(100) 
Clerk 
56 
(38.1) 
62 
(42.2) 
29 
(19.7) 
147 
(100) 
Total 
160 
(45.7) 
150 
(42.9) 
40 
(11.4) 
350 
(100) 
Note: 
-Here, Chi-Square value=23.38; Significant at .01 level 
-Figures in the parenthesis are the percentage 
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Opinion of the respondents about conducting staff meeting regularly 
Similar to the above paragraph, the responses of the three categories of staff 
(branch managers, officers and clerks) are analyzed and -^ (Chi-square) test is 
applied to test the sample. The -^ value comes to 13.31, which is above the 
accepted level. This shows that there is significant difference in the opinion 
among three categories of staff (branch Managers, officers, and clerks) about 
conducting staff meeting regularly. 
From the Table-7.9, it is observed that majority of the branch managers (79%) say 
that staff meetings are being conducted regularly as per norms. Less number of 
officers (62%) agree regarding regular meetings of staff members. But the picture 
is quite different with the opinion of clerks. Only 53.75 % of the clerks concur 
having regular staff meetings. 
As explained earlier, the branch managers being solely responsible at the branch 
level for holding the staff meeting regularly; respond to the 'survey' and give very 
positive response. Less is the case with the officers and still less with the clerical 
staff. This means, branches are yet to fully implement this important aspect of 
holding staff meeting regularly. 
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TABLE-7.9: Conducting staff meeting regularly 
(N-350) 
Response 
Yes 
No 
Total 
Branch 
Manager 
57 
(79.2) 
15 
(20.8) 
72 
(100) 
Officer 
82 
(62.6) 
49 
(37.4) 
131 
(100) 
Clerk 
79 
(53.7) 
68 
(46.3) 
147 
(100) 
Total 
218 
(62.3) 
132 
(37.7) 
350 
(100) 
Note: 
--Here, Chi-Square value=13.31; Significant at .01 level 
—Figures in the parenthesis are percentage 
Reason for not convening staff meeting 
Regarding having 'staff meeting' in their branches, 218 staff members (out of 
350) opine that they have staff meeting regularly (Table-7.10). However 132 
members reply in negative. When asked further to the latter group of respondents 
(132 members) to state the single most important reason; majority of them (53 %) 
express that the reason is 'non-availability of time'. The other two reasons such as 
'branch management does not convene the meeting' and 'staff do not attend 
meeting' are less important (responses are 23.5 percentages and 23.5 percentages 
respectively) 
TABLE- 7.10: Reason for not convening staff meeting 
(N=132) 
Reasons 
Branch Management doesn't convene meeting 
Staff not interested 
Non availability of time 
Total 
Number 
31 
31 
70 
132 
Percentage 
23.5 
23.5 
53 
100 1 L:::; j 
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Opinion of the respondents about implementing the suggestions made in the 
staff meeting 
The responses of the three categories of staff (branch managers, officers and 
clerks) are analyzed and Chi-square test is applied. The -^ value comes to 41.94, 
which is much above the accepted level(13.28) .This means there is significant 
difference in the opinion among three categories of staff (branch managers, 
officers, and clerks) about implementing the suggestions made in the staff 
meeting 
From the Table-7.11, it is seen that most of the respondent branch managers 
(81.91%) state that the opinions and suggestions given by the staff at the staff 
meeting are promptly implemented. Quite less percentage of officers (48.9%) 
agrees to this. Where as much lesser percentage of clerical staff (36.1%) agrees to 
the opinion of their superiors, i.e. officers and managers. 
The reason of this significant difference opinion could be like this. Branch 
mangers are responsible to implement this important instruction of their top 
management. This may be the reason for their giving a rosy picture of this matter. 
But this is not so with officers or clerks. Especially the clerks are of the view that 
the suggestions are not promptly implemented. Their opinion may be construed as 
more relevant. 
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TABLE-7.11: Implementing the suggestions made in the staff meeting 
(N=350) 
Level of 
Implementation 
Promptly 
Casually 
Not given due 
importance 
Total 
Branch 
Manager 
59 
(81.9) 
12 
(16.7) 
1 
(1.4) 
72 
(100) 
Officer 
64 
(48.9) 
49 
(37.4) 
18 
(13.7) 
131 
(100) 
Clerk 
53 
(36.1) 
68 
(46.2) 
26 
(17.7) 
147 
(100) 
Total 
176 
(50.3) 
129 
(36.8) 
45 
(12.9) 
350 
(100) 
Note: 
-Here. Chi-Square =41.94; Significant at .01 level 
-Figures in the parenthesis are percentage 
Opinion of the respondents about conducting customers' meeting regularly 
The responses of the three categories of staff (branch managers, officers and 
clerks) are analyzed and Chi-square test is applied to test the sample. The Chi-
square -^ value comes to 9.83 which is slightly above the accepted level of 
9.21.This means there is significant difference in the opinion among three 
categories of staff (branch managers, officers and clerks) about conducting 
customers-meeting regularly. 
From the Table-7.12, it is observed that seventy six percent of the respondent-
managers are of the view that customers' meetings are being conducted regularly 
as stipulated by the top management of banks. From officers' cadre, only fifty six 
percents concur with the views above. Almost same percentages of clerical 
members (56.5%) opine the same. 
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Thus it is seen that both clerical and officer staff of banks express the same view 
and they differ with the views of branch managers. As detailed in earlier 
paragraphs branch mangers may be expressing a rosy picture but the clerical and 
officers may be presenting a true picture of the affair. This means, branches are 
yet to fully implement this important aspect of convening customers' meeting 
regularly. 
TABLE-7.12: Conducting customers' meeting regularly. 
(N=350) 
Response 
Yes 
No 
Total 
Branch 
Manager 
55 
(76.4) 
17 
(23.6) 
72 
(100) 
Officer 
73 
(55.7) 
58 
(44.3) 
131 
(100) 
Clerk 
83 
(56.5) 
64 
(43.5) 
147 
(100) 
Total 
211 
(60.3) 
139 
(39.7) 
350 
(100) 
Note: 
-Here, Chi-Square =9.83; Significant at .01 level 
-Figures in the parenthesis are percentage 
Opinion of the respondents about implementing the suggestions made in the 
Customers-meeting 
The responses of the three categories of staff (branch managers, officers and 
clerks) are analyzed and Chi-square test is applied. ^ value is 40.86 which is 
above the accepted level. Hence there is significant difference in the opinion 
among three categories of staff (branch managers, officers, and clerks) about 
implementing the suggestions made in the customers meeting. From the Table-13, 
it is seen that majority of the respondent branch managers (76.4%) say that the 
opinions and suggestions given by the staff at the staff meeting are promptly 
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implemented. On the other hand, less percentage of officers (52.7%) agrees to 
this. Where as much lesser percentage of clerical staff (49.4%) agree to the 
opinion of their superiors, i.e. officers and managers. The reason of this 
significant difference opinion could be like this. 
Top management has given clear instructions to the branches that customers' 
meet to be arranged regularly and their suggestions (given in the meeting) are to 
be promptly implemented. It is the responsibility of the branch managers to 
effectively comply this. Hence it is but natural that branch managers give a rosy 
picture. But this is not so with officers or clerks. Especially the clerks are of the 
view that the suggestions are not promptly implemented .Their opinion may be 
construed as more relevant. 
TABLE-7.13: implementing the suggestions made in the customers meeting 
(N=350) 
Level of 
Implementation 
Promptly 
Casually 
Not given due 
importance 
Total 
Branch 
Manager 
55 
(76.4) 
13 
(18.1) 
4 
(5.5) 
72 
(100) 
Officer 
69 
(52.7) 
43 
(32.8) 
19 
(14.5) 
131 
(100) 
Clerk 
49 
(33.3) 
55 
(37.4) 
43 
(29.3) 
147 
(100) 
Total 
173 
(49.4) 
111 
(31.7) 
66 
(18.9) 
350 
(100) 
Note: 
-Chi-Square =40.86; Significant at .01 level 
-Figures in the parenthesis are percentage 
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Opinion of the respondents about the necessity of marketing of products and 
services to improve customer satisfaction level 
Similar to the preceding paragraphs, the responses of the three categories of staff 
(branch managers, officers and clerks) are analyzed and Chi-square test is applied 
to test the sample. The Chi-square value comes to 9.70 which is slightly above the 
accepted level of 9.21.This implies that there is significeint difference in the 
opinion among three categories of staff (branch managers, officers, and clerks) 
about the necessity of marketing of products and services to improve customer 
satisfaction level. 
From the Table-7.14, one very important point worth mentioning here is that in all 
the three category of staff, fairly large percentage (more than 80%) agree to the 
fact that marketing of product and services is necessary to improve customer 
service and ultimately customer satisfaction level. But among the three categories, 
branch managers exhibit the highest percentage (94.4 %), while the percentage of 
officers and clerks are 89.3 percentages and 80.3 percentages respectively. The 
reason for this significant difference could be as follows. 
Marketing concept is not very old in banking scenario. The top managements of 
banks are very keen to implement this concept so as to reap the benefits of higher 
customer satisfaction level which will culminate in improving the bottom line of 
banks. In this era of stiff competition among banks especially with private sector 
banks and foreign banks; the public sector banks are very much concerned and 
they have accepted marketing as an important tool for imparting better customer 
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service as well as business expansion. The branch managers obviously are all set 
for implementing this by heart and soul. The same seriousness may not be with 
officers and clerks. 
TABLE-7.14: Necessity of marketing of products and services to improve 
customer satisfaction level 
(N=350) 
Response 
Yes 
No 
Total 
Branch 
Manager 
68 
(94.4) 
4 
(5.6) 
72 
(100) 
Officer 
117 
(89.3) 
14 
(10.7) 
131 
(100) 
Clerk 
118 
(80.3) 
29 
(19.7) 
147 
(100) 
Total 
303 
(86.6) 
47 
(13.4) 
350 
(100) 
Note: 
-Here, Chi-Square =P. 70; Significant at .01 level 
-Figures in the parenthesis are percentage 
Opinion of the respondents if customer satisfaction level has any 
relationship with business growth, profitability and NPA management of the 
branch 
Similar to the above paragraph, the responses of the three categories of staff 
(branch managers, officers and clerks) are analyzed and Chi-square test was 
applied to test the sample. The Chi-square value comes to 23.57 which is much 
above the accepted level of 9.21.This means; there is significant difference in the 
opinion among three categories of staff (branch managers, officers and clerks) 
about the relationship between customer satisfaction level and business growth, 
profitability & NPA management of the branch. 
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From the Table-7.15, it is observed that 95.8 percent of the respondent-managers 
are of the view that customer satisfaction level has a direct relationship with the 
business growth, profitability and NPA Management of the branch. This means 
by rendering effective and satisfactory customer service, branch will improve its 
business both quantitatively and qualitatively (by increasing profits and reducing 
the NPA).But among the officers and clerks, the percentage has come down (85.5 
and 70%).The reason for this could be like this. As explained in previous 
paragraph, the parameters such as business growth, profitability, recovering non-
performing assets are usually the focused concern of the branch managers and it is 
not so with officers or clerks. 
TABLE-7.15: Relationship between customer satisfaction level and business 
growth, profitability and NPA Management 
(N=350) 
Response 
Yes 
No 
Total 
Branch 
Manager 
69 
(95.8) 
3 
(4.2) 
72 
(100) 
Officer 
112 
(85.5) 
19 
(14.5) 
131 
(100) 
Clerk 
103 
(70.1) 
44 
(29.9) 
147 
(100) 
Total 
284 
(81.1) 
66 
(18.9) 
350 
(100) 
Note: 
-Here, Chi-Square =23.57, Significant at .01 level 
-Figures in the parenthesis are percentage 
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Comparison among 'opinion about the level of customer satisfaction (V17), 
opinion about the top management's concern to improve customer 
satisfaction level (V18)and opinion about the qualities and amenities 
provided to staff for rendering effective customer service(V24) ;among three 
categories of staff (DUNCAN'S MEAN TEST): 
Analysis of Variance 
Analysis of variance, known as ANOVA, is an important technique which is 
extensively and intensively used in researches in various fields such as education, 
economics, sociology, marketing, psychology, etc. ANOVA is an important 
statistical measure and is described as the mean of the squares of derivations 
taken from the mean of the given series of data. It is frequently used measure of 
variation. Its square root is called 'standard deviation'. This technique of research 
is applicable when the researcher studies the problem of multiple samples. The 
essence of ANOVA is that the total amount of variation in a set of data is broken 
into two types that amount which can be attributed to specified causes. There may 
be two types of variation. First is the variation between samples and the second is 
the variation within the sample items. The analysis of variance (ANOVA) consists 
of splitting the variance for analytical purposes. Thus through the analysis of 
variance, the researcher can investigate any number of factors which are 
hypothecated. ANOVA technique is used by the researcher in different ways 
depending upon the classification of data on the basis of the factors involved like 
one way or single factor ANOVA, two-way ANOVA etc. In case of one way or 
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single factor ANOVA, the researcher takes only one factor and then observes that 
this single factor is important in studying the variation within the samples and the 
variation between the samples. 
In the present case (as mentioned above) one way ANOVA analysis was done. F 
value was arrived in each case to ascertain if there exists any significant 
difference among variables. 
The responses of the three categories of staff fed into the computer, tabulated and 
F-value ascertained (Table-7.16). In case the F-values is significant, it implies 
either one paired group or two paired group or three paired group; among the 
three categories of respondents may differ significantly. In order to find out the 
response of which pair or pairs differ significantly; DUNCAN'S MEAN TEST 
was performed in respect of the VI7, VI8 andV24. 
Duncan's analysis to V.17 indicates that: 
-There is a significant difference in the opinion between Branch Managers and 
Officers about the overall Customer Satisfaction at the branch level. 
-There is a significant difference in the opinion between Branch Managers and 
Clerks about the overall Customer Satisfaction at the branch level. 
-However, there is no significant difference in the opinion between Officers and 
Clerks about the overall Customer Satisfaction at the branch level. 
Duncan's analysis toV.18 indicates that:-
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-Both Branch Managers and Officers (category of staff) agree that the Top 
Management of Bank is concerned for improving the level of Customer 
satisfaction.) 
-There is no significant difference of opinion between Branch Managers and 
Officers (category of staff) about the concern of the Top Management of Bank for 
improving the Customer satisfaction at branch level. 
-There is significant difference of opinion between branch managers and clerks 
(category of staff) about the concern of the Top Management of Bank for 
improving the Customer satisfaction at branch level. 
-There is significant difference of opinion between officers and clerks (category 
of staff) about the concern of the Top Management of Bank for improving the 
Customer satisfaction at branch level. 
Duncan's analysis to Q.24 indicates that:-
-No two groups differ significantly. There is no significant difference among all 
the three category of staff about the quality of staff and motivational factors 
(motivation, placements, incentives) available to staff to extend best customer 
service at branch. 
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TABLE-7.16: Comparison among customer satisfaction, top management's 
concern to improve customer satisfaction level and qualities and amenities 
)rovided to staff for rendering effective customer service 
Variable 
V 17 
V18 
V24 
C1(N=72) 
Mean 
3.32 
3.60 
3.64 
SD 
.67 
.90 
1.84 
C2(N=131) 
Mean 
2.69 
3.41 
3.67 
SD 
.79 
.93 
1.58 
C3(N=147) 
Mean 
2.61 
3.01 
3.97 
SD 
.98 
1.05 
1.50 
CI 
Vs 
C2 
* 
-
-
CI 
Vs 
C3 
* 
* 
-
C2 
Vs 
C3 
-
* 
-
F value 
18.12** 
10.46** 
1.52 NS 
* -Significant at. 05 level 
* * -Significant at .01 level 
NS -Not Significant 
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PERCEPTION OF CUSTOMERS ABOUT THE SERVICE OF THE BANK 
(ANALYSIS AND INTERPRETATION OF QUESTIONNAIRE-CVEQ-A) 
General information of the respondents 
As explained earlier (Chapter-VI), total 343 customers had responded to the 
Questionnaire-CVEQ-A. These customers are banking with 72 branches of ten 
banks and located in seven districts of Uttaranchal state. The researcher contacted 
them directly and obtained their responses. These customers are from different 
age groups (details given in Table-7.17). 
TABLE-7.17: General profile of the respondents 
(N=343) 
Particulars 
Age 
Gender 
Educational 
Qualifications 
Occupation 
Classifications 
Up to 25 years 
25-30 years 
31-40 years 
41 to 50 years 
51 to 60 years 
Above 60 years 
Male 
Female 
Below Secondary 
school 
Secondary school 
Graduate 
Post graduate 
Professional 
Agriculture 
Business 
Government 
employees 
Private sector 
employees 
Public sector 
employees 
Self Employed 
Number 
38 
46 
91 
67 
45 
56 
217 
126 
37 
49 
113 
87 
57 
19 
55 
52 
79 
38 
35 
Percentage 
11.2 
13.4 
26.5 
19.5 
13.1 
16.3 
63.3 
36.7 
10.8 
14.3 
32.9 
25.4 
16.6 
5.5 
16.0 
15.2 
23.0 
11.1 
10.2 
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Resident status 
Occupation 
Family Income 
per month (Rs.) 
Annual sales 
turnover (Rs. 
lakhs) 
Period of 
banking 
experience 
Marital status 
Pensioners 
Others (students, 
priest etc.) 
Resident 
Non Resident 
Agriculture 
Business 
Government 
employees 
Private sector 
employees 
Public sector 
employees 
Self Employed 
Pensioners 
Others (students, 
priest etc.) 
Less than 3000 
3000-5000 
5001-10000 
10001-25000 
Above 25000 
Less than 2 
2 to 10 
10 to 25 
25 to 100 
Above 100 
Less than five 
years 
Five to ten years 
Abo\'e ten years 
Single 
28 
37 
306 
37 
19 
55 
52 
79 
38 
35 
28 
37 
(N=343) 
25 
46 
72 
91 
109 
(N-139) 
29 
26 
19 
25 
40 
(N=343) 
124 
67 
152 
94 
8.2 
10.8 
89.2 
10.8 
5.5 
16.0 
15.2 
23.0 
11.1 
10.2 
8.2 
10.8 
7.3 
13.4 
21.0 
26.5 
31.8 
20.9 
18.7 
13.7 
17.9 
28.8 
36.2 
19.5 
44.3 
27.4 
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Employment of 
Spouse 
Married 
Employed 
Not employed 
249 
(N=249) 
90 
159 
72.6 
36.1 
63.9 
Out of 343 customers; 217 are male (63.3%). Regarding the educational 
qualifications of the respondents; 37 are below secondary school level (10.8%), 
49 have completed secondary school level (14.3%), 113 are graduates (32.9%), 87 
are post graduates (25.4%) and 57 are professionals (16.6%). From the above it is 
seen that, highest percentage of respondents are graduates and the lowest 
percentage of respondents are below secondary school level. 
Regarding the occupation of the respondents, it comprises of various categories 
such as agriculture, business, government employee, private sector employee, 
public sector employee, self-employed, pensioners and others (students, priests 
etc.) The details are given in Table-7.17. It is interpreted that 'private sector 
employees' (23%) constitute highest percentage of respondents where as 
agriculturists (5.5%) are the least percentage of respondents. 
As to the 'residential' status of the respondents, three hundred and six respondents 
are 'residents' and thirty-seven are 'non-residents'. Their percentages are 89.2 and 
10.8 percentages respectively. 
All the respondents are classified as per their monthly family income and 
wherever possible based on the annual sales turn over (in case of business, 
industry etc.). 
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Regarding marital status, the responses are as follows. Out of 343 respondents, 
249(72.6%) are married. Regarding the 'employment' of spouses of these249 
married persons; 90 (36.1%) are employed. 
Based on the period of banking experience, the respondents were grouped into 
five categories: 
(i) Less than one year, 
(ii) One to three years, 
(iii) Three to five years, 
(iv) Five to ten years and 
(v) Above ten years. 
For analysis purpose, the responses obtained are regrouped into three 
categories; 
(a) up to five years, 
(b) five to ten years and 
(c) above ten years. 
Types of banking products and services availed 
The respondents were asked regarding the products and services they were having 
in banks. The products and services were categorized into three groups; 
(i) deposits, 
(ii) services (non financial products) and 
(iii) advances. 
Their responses are analysed and interpreted as below. 
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(i) Popular "deposits" portfolio (combination of products) in 
branches. 
Banks have various types of deposit schemes and all of them are grouped into 
four types such as: - savings bank account, current account, term deposits and 
Flexi deposits. The respondents are asked to give their choices (one or more) 
out of these four types. Their responses are analysed (Table-7.18, Graph-
7.18). It is observed that 'savings bank account' is the single largest deposit 
option of the respondents, followed by the option of combination of 'term 
deposit and savings bank'. No body exercises the option for a combination of 
'term deposit &. flexi deposit' and 'current account, term deposits & flexi 
deposit'. 
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TABLE- 7.18: Popular "Deposits" portfolio (combination of products) in 
branches 
(N=343) 
Conibination(s) of deposits 
scheme 
Savings Bank 
Current Account 
Savings Bank and Current Account 
Term Deposits 
Savings Bank and Term Deposits 
Current Account and Term 
Deposits 
Savings Bank, Current Account 
and Term Deposits 
Flexi Deposit 
Savings bank and Fiexi Deposit 
Current Account Flexi Deposit 
Savings Bank current Account 
Flexi Deposit 
Term Deposits Flexi Deposit 
Savings Bank and Term Deposits 
Flexi Deposit 
Current Account Term Deposits 
Flexi Deposit 
Savings Bank Current Account 
Term Deposits Flexi Deposit 
TOTAL 
Number 
84 
46 
23 
4 
74 
4 
25 
1 
25 
2A 
0 
40 
0 
12 
343 
Percentage 
24.5 
13.4 
6.7 
1.2 
21.6 
1.2 
7.3 
0.3 
7.3 
0.6 
0.9 
0 
11.7 
0 
3.5 
100 
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(ii) Popular "service" portfolio (combination of products) in brancties 
Banks have various types of 'service* schemes and these are grouped into ten 
types such as:- safe deposit lockers, remittances, collection of bills, credit card, 
pension, ATM/ABB, standing instructions, e-banking, customer termiiial. mutual 
fimdAinsurance'gold scharies dc. The le^ xMidents are asked to give their dx)ices (one or mcxe) out of 
dKse tai types. Their respct^es are analysed and inlapreted (Table-7.19, Gi^ 5h-7.19). It is observed 
diat collecticxt of billsCmcluding dieques etc.) is the most soi^t after 'services' business in hardies 
(57.7%)Next best prefened ones ate 'ATM/ABB' (56.0%), 'lockers'(55.1%), 'standing insliuctions' 
(36.6%X 'remittanoes' (32.9%) and 'aedit card' (27.7%). The lowest portfolio is mutual fimd, gold 
sdieme, insurance eto (only 0.6%), 
TABLE- 7.19: Popular 'service' portfolio (combination of products) in 
branches 
(N=343) 
List of services 
Locker 
Remittances 
Collection of bills 
Credit card 
Pension 
ATM/ABB # 
Standing 
instructions 
E-banking 
Customer terminal 
Mutual Fund/Gold 
etc.@ 
Yes 
189 
113 
198 
95 
37 
192 
122 
75 
32 
2 
No 
154 
230 
145 
248 
306 
151 
221 
268 
311 
341 
% of Yes 
55.1 
32.9 
57.7 
27.7 
10.8 
56.0 
36.6 
21.9 
9.3 
0.6 
Note: Multiple responses, Percentage do not add to 100 
@- Mutual fund, insurance, depository, gold sale etc 
#—ATM/ABB/Internet banking, customer terminal etc 
(iii) Popular "Advances" portfolio (combination of products) in branches 
The responses are analysed and interpreted (Table-7.20, Graph-7.20). It is 
observed that, 'home loan' is the most preferred "advances' in branches (33.5%). 
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Next best preferred business is 'term loan' (29.47%) and the lowest portfolio is 
'foreign currency loan' (3.56%) and 'consortium and syndication' advance 
(0.9%). 
TABLE-7.20: Popular "Advances" portfolio (combination of products) in 
branches 
(N=343) 
List of advances 
Agricultural loans 
Term loan 
CC/TOD/OD 
Consumption loan 
Clean loan 
Home loan 
Auto loan 
Study loan 
Foreign currency 
loan 
Letter of 
Guarantee/Letter 
of Credit/Deferred 
payment 
Guarantee 
Exports/Imports 
Others@ 
Yes 
25 
101 
62 
49 
56 
115 
91 
38 
12 
25 
16 
3 
No 
318 
242 
281 
294 
287 
228 
252 
305 
331 
318 
327 
340 
Percentage of 
'Yes' 
7.3 
29.4 
18.1 
14.3 
16.3 
33.5 
26.5 
n.i 
3.5 
7.3 
4.7 
0.9 
Note: Multiple responses, Percentage do not add to 100 
@Consortium, Syndication 
Introduction to deposits accounts 
As per norms all deposit accounts are to be introduced. Usually the customers 
arrange the 'introducer' preferably known and acceptable to the bank. Infact this 
is the first and foremost requirement for a customer to have a deposit account in a 
bank. The respondents are asked to state regarding 'introduction'. There are five 
options: staff, relatives, friends, documents and agencies. Each respondent is to 
choose only one option. There are maximum responses for 'friends' (36.1%) 
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followed by 'staff (30.6%) and minimum for 'documents' (6.7%). The details of 
the responses are tabulated in Table-7.21, Graph-7.21.TABLE-7.21: Introduction 
to deposits accounts. 
TABLE 7.21: Introduction to deposits accounts 
(N=343) 
Account introduced by 
Staff 
Relatives 
Friends 
Documents 
Agencies 
Total 
Number 
105 
62 
124 
23 
29 
343 
Percentage 
30.6 
18.1 
36.1 
6.7 
8.5 
100 
Reasons for opening account 
The respondents are asked the reasons for opening the accounts with any bank. 
There are six choices and the respondents are asked to choose one or more 
choices. Their responses are tabulated and then analysed. It is observed that 
'savings' is the most important reason and 'para banking' is the least important 
reason for opening a bank account. The responses are tabulated in Table-7.22, 
Graph-7.22. 
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TABLE-7.22: Reasons for opening account. 
(N=343) 
Reason 
Savings 
Encashment of 
cheque/drafts 
Collection of 
cheque/remittance 
To avail loan/other 
facility 
Pension 
Para banking 
Yes 
237 
83 
99 
136 
48 
10 
No 
106 
260 
244 
207 
295 
333 
Percentage of 
Yes 
69.1 
24.2 
28.9 
39.7 
14.0 
2.9 
Note: Multiple responses. Percentage do not add to 100 
Opinion of respondents regarding their experience at the time of opening of 
accounts 
The respondent-customers are asked to express their feelings at the time of 
opening of accounts in banks. The respondents are categorized (three groups) 
according to their period of experience in banking (i.e. age of banking habits) :-
(i) upto five years, (ii) five to ten years and (iii) more than ten years. The 
responses are tabulated and analysed and x^  test was applied to test the sample. 
The JC value comes to 3.64, which is below the accepted level. Hence, there is no 
significant difference in the opinion of the three categories of customers. 
It is normally presumed that in earlier days there were more of manual works 
involved for opening accounts. With the computerization and with the simplified 
procedures, it is expected that the account opening at present, should be easier, 
faster and smoother in comparison to the past. But it is seen from the analysis of 
the responses (Table-7. 23) that the situation has not improved. It has remained 
the same. 
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TABLE-7.23: Experience at the time of opening of accounts 
(N=343) 
Satisfaction 
level 
Smooth 
Slightly delay 
Cumbersome 
Total 
Period of banking experience 
Upto five 
years 
87 
(70.2) 
24 
(19.4) 
13 
(10.5) 
124 
(100) 
Five to ten 
years 
45 
(67.2) 
13 
(19.4) 
9 
(13.4) 
67 
(100) 
Above ten 
years 
117 
(77.0) 
19 
(12.5) 
16 
(10.5) 
152 
(100) 
Total 
249 
(72.6) 
56 
(16.3) 
38 
(11.1) 
343 
(100) 
Note: 
-Chi-square value =3.64; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Opinion of respondents regarding availability of stationeries (forms etc) at 
the time of opening of 'deposit accounts' 
The respondent-customers are asked to give their opinion regarding the 
availability of necessary forms such as account opening forms, chalans etc for 
opening of accounts. The responses are tabulated (Table-7.24), analysed and x^  
test was applied to test the sample. The y^ value comes to 2.43, which are below 
the accepted level. Hence, there is no significant difference in the opinion of the 
three categories of customers. 
From the analysis it is seen that there is no significant difference in opinion of 
three categories of respondents. Hence, it can be said that with the improvement 
in system and procedure; many forms are simplified or discarded. But from 
customers' point of view, the situation has remained the same as before. Besides, 
it is also seen from the table that the older account holders have given a better 
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response ('easily'-78.3%) than the recent account holders ('easily'-70.2%). This 
means, that the situation has worsen now (even with technological advancement). 
TABLE-7.24: Availability of forms etc for opening of accounts 
(N=343) 
Satisfaction 
level 
Easily 
Delayed 
Total 
Period of banking experience 
Up to five 
years 
87 
(70.2) 
37 
(29.8) 
124 
(100) 
Five to ten 
years 
49 
(73.1) 
18 
(26.9) 
67 
(100) 
Above ten 
years 
119 
(78.3) 
33 
(21.7) 
152 
(100) 
Total 
255 
(74.3) 
88 
(25.7) 
343 
(100) 
-Chi-square value=2.43; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Opinion of respondents regarding notice for renewal of fixed deposits 
The respondents are asked to opine regarding the steps taken by banks relating to 
issuing notice (intimation) at the time of renewal of fixed deposits. They are given 
three options; (i) notice received in time i.e. before maturity of the deposits, (ii) 
after due date of maturity and (ii) notice not received. Out of 343 customers; 64 
customers do not respond, as they do not have any fixed deposits in banks. 
Remaining 279 customers respond and the data are tabulated analysed (Table-
7.25, Graph-7.25).It is seen that only 44.5 percentages of respondent customers 
use to receive notices in time i.e. before the due date. But 33.33 percentages of 
respondents say that they do not even receive any notice. And 22.22 percentages 
customers say that they receive the notice after the maturity date. 
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TABLE-7.25: Receipt of renewal notice of fixed deposits 
(N=279) 
Receipt of Renewal 
notice 
Promptly 
After due date of 
maturity 
Not received 
Total 
Number 
124 
62 
93 
279 
Percentage 
44.45 
22.22 
33.33 
100 
The data are further analysed to ascertain if there is any significant difference of 
opinion exist among the three categories of customers based on their banking 
experience (Table-7.26). Chi-square test is applied, x^  value comes to 10.79, 
which is significant at 0.05 levels. Hence, there is significant difference in the 
opinion of three categories of customers. It is further observed that presently the 
customers are receiving the 'notice' promptly (56.4%) than in the past (41.9%). 
Further, 21.8 percentages of the new-account holders say they do not receive the 
notice whereas 33.3 percentages of old-account holders say so. 
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TABLE-7.26: Comparison of "responses of banks in sending renewal notices 
for fixed deposits" with "period of banking experience" 
(N=279) 
Receipt of 
Renewal 
notice 
Promptly 
After due date 
of maturity 
Not received 
Total 
Period of banking experience 
Upto five years 
49 
(56.4) 
19 
(21.8) 
19 
(21.8) 
87 
(100) 
Five to ten 
years 
18 
(32.1) 
13 
(23.2) 
25 
(44.7) 
56 
(100) 
Above ten 
years 
57 
(41.9) 
30 
(22.1) 
49 
(36.0) 
136 
(100) 
Total 
124 
(44.5) 
62 
(22.2) 
93 
(33.3) 
279 
(100) 
-Chi-square value=10.79; Significant at .05 level, 
-Figures in the parenthesis are the percentage 
Opinion of respondents regarding renewal of fixed deposits 
The respondents are asked regarding bank's action relating to renewal of fixed 
deposits. They are given three options, (i) renewal done automatically, (ii) 
promptly after reminding, (iii) after much delay. Out of 343 customers, 64 
customers do not reply as they do not have any fixed deposits in banks. 
Remaining 279 customers respond and the data are tabulated analysed. (Table-
7.27). It is seen that only36.6 percentages of respondent customers use to get their 
renewal automatically i.e. on due date and without reminder. But 22.9 percentages 
of respondents say that their deposits are renewed promptly after reminding only. 
As against this, majority percentages of respondents (40.5%) say that their job is 
done only after much delay. 
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TABLE-7.27: 
Renewal of Fixed 
deposits 
Automatically 
Promptly after reminding 
After much delay 
Total 
Renewal of Fixed deposits 
(N=279) 
Number 
103 
64 
112 
279 
on maturity 
Percentage 
36.6 
22.9 
40.5 
100 
Responsiveness to NRI Customers (V20) 
The NRI (Non-resident Indian) customers are asked to express their views 
regarding branches' response to their requirement, queries and expectations. 
Thirty nine persons give their opinion and these are tabulated (Table-7.28, Graph-
7.28). On analysis it is revealed that 28.2 percentages of NRI respondents are 
'highly satisfied', 56.4 percentages are moderately 'satisfied' where as 15.4 
percentages are 'dissatisfied'. 
TABLE-7.28: Responsiveness to NRI Customers (V20) 
(N=39) 
Response 
Highly satisfied 
Satisfied 
Dissatisfied 
Total 
Number 
11 
22 
6 
39 
Percentage 
28.2 
56.4 
15.4 
100 
Overall satisfaction in respect of 'deposit accounts' (V21) 
The respondents are asked for their overall 'satisfaction level' in respect of their 
various types of deposits accounts in banks. They are given three options and are 
to choose one. All the respondents give their views. Their responses are tabulated 
(Table-7.29, Graph-7.29) and analysed. Out of 343 customers, 128 customers 
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(37.3%) use to rate their overall satisfaction as 'excellent'; 43customers (41.7%) 
rate as 'good' whereas 72 customers (21.0%) rate the service as 'poor'. 
TABLE-7.29: Overall satisfaction in respect of 'deposit accounts' (V21) 
(N=343) 
Rating 
Excellent 
Good 
Poor 
Total 
Number 
128 
143 
72 
343 
Percentage 
37.3 
41.7 
21.0 
100 
Awareness of'services' facilities of banks: (V23) 
Banks have different types of 'services' products. These are non financial 
products through which banks charge commission, exchanges, brokerage, 
discount, rent etc for giving this facility to customers. The respondents are asked 
to express their opinion regarding various aspects of these products. They are 
asked to specify how they come to know about the various types of 'services' 
rendered by bank(s). There are four options and answers could be one or more. 
The data so collected are analysed and interpreted (Table-7.30, Graph-7.30). 
TABLE-7.30: Awareness of 'services' facilities of banks 
(N=343) 
Sources 
Staff(V23A) 
Friends/Relatives (V23B) 
Existing customers (V23C) 
Advertisement, Publicity 
(V23D) 
Others (V23E) 
Yes 
181 
80 
106 
61 
13 
No 
162 
263 
237 
282 
330 
Percentage of 
'Yes' 
52.8 
23.3 
30.9 
17.8 
3.8 
Note: Multiple responses. Percentages do not add to 100 
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Comparison of different variables of 'awareness of services' facilities of 
banks (V23)' vk'ith other variable 'period of experience in banking (VI1)' 
Further analysis are made by comparing each of these variables (V23A, V23B, 
V23C, V23D) with the variable "period of experience in banking (VI1)' and 
interpreted as below 
(i) Comparison of "awareness of 'service' facility through staff (V23A)" with 
'period of experience in banking (VI1)' 
The responses are tabulated (Table 7.31), analysed and x, test is applied to test the 
sample. The x ^^ '"* comes to 13.56 which are above the accepted level (9.21). 
Hence, there is significant difference in the opinion of three categories of 
customers. For example, it is seen from the table above that; 52.8 percentages of 
old customers (having account for a period more than ten years) say that they 
come to know about different types of banking 'service' facilities through 'staff. 
As against this, only 45.2 percentages of recent-customers (having accounts for a 
period less than five years) say that they know about different types of banking 
'service' facilities through 'staff. This can be interpreted like this: in past, mainly 
it is bank staffs who were appraising the customers regarding different types of 
banking 'services'. But it is not so now. 
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TABLE-7.31: Comparison of "awareness o f services' facilities through staff 
(V23A)" with 'period of experience in banking (VI1)' 
(N=343) 
Aware of 
'service 
facility' 
through staff 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
56 
(45.2) 
68 
(54.8) 
124 
(100) 
Five to ten 
years 
28 
(41.8) 
39 
(58.2) 
67 
(100) 
Above ten 
years 
97 
(63.8) 
55 
(36.2) 
152 
(100) 
Total 
181 
(52.8) 
162 
(47.2) 
343 
(100) 
-Chi-square value=12.56. Significant at 0.01 level. 
-Figures in the parenthesis are the percentage 
(ii) Comparison of "awareness of 'service' facility through 'friends and relatives' 
(V23B)" with 'period of experience in banking (VI1)' 
The responses are tabulated (Table-7.32), analysed and y^ test is applied to test the 
sample. The % value comes to 8.16 which are above the accepted level (5.991). 
Hence, there is significant difference in the opinion of three categories of 
customers. 
For example, it is seen from the table above; only 16.4 percentages of old 
customers (having account more than ten years) say that they come to know about 
different types of banking 'service' facilities through 'friends and relatives'. As 
against this, 26.6 percentages of recent-customers (having account less than five 
years) say that they come to know about different types of banking 'service' 
facilities through 'friends and relatives'. 
This could be interpreted like this: in contrast to the past, at present more of 
'friends and relatives' are telling about 'different services' being offered by bank. 
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TABLE-7.32: Comparison of "awareness of 'services' facilities through 
'friends and relatives' (V23B)" with 'period of experience in banking (VI1)' 
(N=343) 
Aware of 
'service 
facility' 
through ' 
friends and 
relatives' 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
33 
(26.6) 
91 
(73.4) 
124 
(100) 
Five to ten 
years 
22 
(32.8) 
45 
(67.2) 
67 
(100) 
Above ten 
years 
25 
(16.4) 
127 
(83.6) 
152 
(100) 
Total 
80 
(23.3) 
263 
(76.7) 
343 
(100) 
-Chi-square value =8.16; Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(iii) Comparison of "awareness of 'service' facility through 'existing customers' 
(V23C)" with 'period of experience in banking (VI1)' 
The responses are tabulated (Table-7.33), analysed and X^ test is applied to test 
the sample. The X^ value comes to 5.79, which are below the accepted level 
(5.99). Hence, there is no significant difference in the opinion of three categories 
of customers. 
This means, like old customers, the new customers are also 'a strong source' of 
propagating the information on banks various 'service' schemes. In other words, 
banks can easily market their various 'service' schemes to the potential customers 
through existing customers. 
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TABLE-7.33: Comparison of "awareness of 'services' facilities through 
'existing customers (V23C)" with 'period of experience in banking (VI1) ' 
(N=343) 
Aware of 
service 
facility 
through 
existing 
customers 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
29 
(23.4) 
95 
(76.6) 
124 
(100) 
Five to ten 
years 
21 
(31.3) 
46 
(68.7) 
67 
(100) 
Above ten 
years 
56 
(36.8) 
96 
(63.2) 
152 
(100) 
Total 
106 
(30.9) 
237 
(69.1) 
343 
(100) 
-Chi-square value =5.79, Not Significant at 0.05 level. 
-Figures in the parenthesis are the percentage 
(iv)Comparison of "awareness of 'service' facility through 'advertisement and 
publicity' (V23D)" with 'period of experience in banking (Vll) ' 
The responses are tabulated (Table-7.34), analysed and xi^  test is applied to test the 
sample. The "^ value comes to 0.81, which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. 
In other words, even there is much growth in the areas of advertisement and 
publicity by banks regarding their various types of 'services' but there is not 
much impact on the customers (over the years). 
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TABLE-7.34: Comparison of 'awareness of 'service' facility through 
'advertisement and publicity'" with 'period of experience in banking ' 
(N=343) 
Advertisement 
and publicity 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
19 
(15.3) 
105 
(84.7) 
124 
(100) 
Five to ten years 
13 
(19.4) 
54 
(80.6) 
67 
(100) 
Above ten years 
29 
(19.1) 
123 
(80.9) 
152 
(100) 
Total 
61 
(17.8) 
282 
(82.2) 
343 
(100) 
-Chi-square value=0.8I; Not Significant at 0.01 level 
-Figures in the parenthesis are the percentage 
Reason for choosing a bank for availing 'services' facilities (V24) 
The respondents are asked to express the reasons for choosing a bank for availing 
various 'services' facilities available in banks. There are five options and answers 
could be one or more. The data collected is analysed (Table-7.35, Graph-
7.35).From the analysis, it is seen that 'speedy disposal' is the main reason for 
customers choosing a bank(s) for availing various 'services' offered by bank(s). 
Next important reason is 'proximity' meaning thereby closeness of residence or 
work place of the customer from the bank. Next do banks and also their large 
branch network levy the reason of 'charges'? Further analysis is made by 
comparing each of these variables (V24A,V24B,V24C,V24D,V24E) with other 
variable 'experience in banking (VI1)' and interpreted as follows. 
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TABLE-7-35: Reason for choosing a bank for availing 'services' facilities 
(N=343) 
Reasons 
Speedy disposal (V24A) 
Large network(V24B) 
Charges(rent, exchange, 
commission, etc)(V24C) 
Proximity(V24D) 
Existing Account holder 
(V24E) 
Yes 
142 
108 
108 
134 
32 
No 
201 
235 
235 
209 
311 
Percentage of 
'Yes' 
41.4 
31.5 
31.5 
39.1 
9.3 
Note: Multiple responses. Percentage do not add to 100 
The responses are tabulated and analysed (Table-7.36) and i^ test is applied to test 
the sample. The x value comes to 3.06, which are below the accepted level 
(5.99). Hence, there is no significant difference in the opinion of three categories 
of customers. This means, in spite of bank's different strategies to market various 
types of 'services' to customers, there is no change in customers' opinion. In past 
'speedy disposal' used to be the main factor for customers preferring a particular 
bank for availing 'services'. The same rule applies now also. 
TABLE-7.36: Comparison of 'speedy disposal (V24A)' with 'period of 
banking experience (VI1)' 
(N=343) 
Speedy 
disposal 
(V24A) 
Yes 
No 
Total 
Period o 
Upto five years 
51 
(41.1) 
73 
(58.9) 
124 
(100) 
• banking experience(Vl 1) 
Five to ten 
years 
26 
(38.8) 
41 
(61.2) 
67 
(100) 
Above ten 
years 
65 
(42.8) 
87 
(57.2) 
152 
(100) 
Total 
142 
(41.4) 
201 
(58.6) 
343 
(100) 
-Chi-square value=3.06; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(ii) Comparison of iarge network of branches (V24B)" with 'period of banking 
experience /period of banking habits (VI1 ):-
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The responses are tabulated (Table-7.37), analysed and x test is applied to test the 
sample. The -^ value comes to 1.13 which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. 
TABLE-7.37: Comparison of'large network of branches (V24B)' with 
'period of banking experience (VI1)' 
(N=343) 
Large 
network 
(V24B) 
Yes 
No 
Total 
Period o 
Upto five years 
35 
(28.2) 
89 
(71.8) 
124 
(100) 
banking experience(Vll) 
Five to ten 
years 
21 
(31.3) 
46 
(68.7) 
67 
(100) 
Above ten 
years 
52 
(34.2) 
100 
(65.8) 
152 
(100) 
Total 
108 
(31.5) 
235 
343 
(100) 
-Chi-square value=1.13; Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(iii) Comparison of'charges (V24C)' with 'period of banking experience (VI1)' 
The responses are tabulated and analysed (Table-7.38) and -^ test is applied to test 
the sample. The x"^  value comes to 10.81, which is above the accepted level 
(9.21). Hence, there is significant difference in the opinion of three categories of 
customers. From the Table, it is seen that ,35.5 percentages of old customers say 
that 'charges' is the reason for opting a bank for availing 'services' facility; but 
as far as new customers are concemed, the percentage is reduced to 21 
percentages . This means, contrary to the past, at present, lesser percentages of 
customers give weightage to 'charges' i.e. 'pricing' for availing 'services' facility 
from banks. 
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TABLE-7.38: Comparison of 'charges' with 'period of banking experience (VI1)' 
(N=343) 
Charges 
(V24C) 
Yes 
No 
Total 
Period of banking experience(Vll) 
Upto five years 
26 
(21.0) 
98 
(79.0) 
124 
(100) 
Five to ten years 
28 
(41.8) 
39 
(58.2) 
67 
(100) 
Above ten years 
54 
(35.5) 
98 
(64.5) 
152 
(100) 
Total 
108 
(31.5) 
235 
(68.5) 
343 
(100) 
-Chi-square value =10.81; Significant at 0.01 level 
-Figures in the parenthesis are the percentage 
(iv) Comparison o f proximity (V24D)' with 'period of banking experience 
(VI1)' 
The responses are tabulated and analysed and y^ test is apphed to test the sample. 
The x^  value comes to 9.86, which is above the accepted level (9.21). Hence, there 
is significant difference in the opinion of three categories of customers. From 
Table-7.39, it is seen that, 48 percentages of old customers opine that 
'proximity' i.e. closeness of branch premises is the reason for opting a bank for 
availing 'services' facility; but as far as new customers are concerned, the 
percentage is reduced to 29.8. This means, these days, lesser percentages of 
customers give weightage to 'proximity' i.e. closeness of branch; for choosing a 
particular branch. In other words now 'proximity' is not a deciding factor for 
customers now, choosing a bank for availing 'services' facility. 
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TABLE-7.39: Comparison of'proximity' with 'period of banking 
experience' 
(N=343) 
Proximity (V24D) 
Yes 
No 
Total 
Period of banking experience(Vll) 
Upto five 
years 
37 
(29.8) 
87 
(70.2) 
124 
(100) 
Five to ten 
years 
24 
(35.8) 
43 
(64.2) 
67 
(100) 
Above ten 
years 
73 
(48.0) 
79 
(52.0) 
152 
(100) 
Total 
134 
(39.1) 
209 
(60.9) 
343 
(100) 
-Chi-square value=9.86; Significant at 0.01 level 
-Figures in the parenthesis are the percentage 
(v) Comparison o f existing account holder (V24E)' with 'period of banking 
experience (VI1)' 
The responses were tabulated (Table-7.40), analysed and x^  test was applied to 
test the sample. The -^ value comes to 8.61, which is below the accepted level 
(9.21). Hence, there is no significant difference in the opinion of three categories 
of customers. In other words, on the possibility of deciding a bank (for availing 
service facility) basing on the advice of 'existing customers'; there is no change 
of perception between the old and new customers. 
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TABLE-7.40: Comparison of 'existing account holders (V24E)' with 'period 
of banking experience (VI1)' 
(N=343) 
Existing 
Account 
holder 
(V24E) 
Yes 
No 
Total 
Period o1 
Upto five years 
7 
(5.6) 
117 
(94.4) 
124 
(100) 
• banking experience(Vll) 
Five to ten 
years 
3 
(4.5) 
64 
(95.5) 
67 
(100) 
Above ten 
years 
22 
(14.5) 
130 
(85.5) 
152 
(100) 
Total 
32 
(9.3) 
311 
(90.7) 
343 
(100) 
-Chi-square value=8.61; Not significant at 0.01 level 
-Figures in the parenthesis are the percentage 
Charges levied by banks for extending 'services' facilities to customers (V25) 
The respondents are asked for their impression about charges levied (pricing) of 
various 'services' by banks. They are given three options (normal, slightly higher 
and higher) and each is to choose one. All the respondents express their views. 
Their responses are tabulated (Table-7.41, Graph-7.41) and analysed. Out of 343 
customers, 207customers (60.4%) view the pricing as 'normal', 82 customers 
(23.9%) view as 'slightly higher' where as, 54 customers (15.7%), view the 
'charges' as 'higher'. 
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TABLE-7.41: Charges levied for 'services' facilities provided to customers 
(N=343) 
Charges (V25) 
Normal 
Slightly higher 
Higher 
Total 
Number 
207 
82 
54 
343 
Percentage 
60.4 
23.9 
15.7 
100 
From the above, it is seen that majority of respondents (60.4%) say the pricing of 
various 'services' is normal. Further analysis is made, (Table-7.42) by comparing 
these data (V25) with other variable 'period of banking experience (VI1)'. The 
responses are tabulated and analysed and x^  test was applied to test the sample. 
The x^  value comes to 4.44, which are below the accepted level (9.49). Hence, 
there is no significant difference in the opinion of three categories of customers. 
In other words, both old and new account holders are having the similar view 
regarding pricing of banking 'services'. 
TABLE-7.42: Comparison of " 'charges' being levied by banks for extending 
'services'(V25)" with 'period of banking experience (VI1)' 
(N=343) 
Charges for 
'services'(V25) 
Normal 
Slightly higher 
Higher 
Total 
Period o 
Upto five years 
70 
(56.5) 
36 
(29.0) 
18 
(14.5) 
124 
(100) 
' banking experience(Vll) 
Five to ten 
years 
41 
(61.2) 
12 
(17.9) 
14 
(20.9) 
67 
(100) 
Above ten 
years 
96 
(63.1) 
34 
(22.4) 
22 
(14.5) 
152 
(100) 
Total 
207 
(60.4) 
82 
(23.9) 
54 
(15.7) 
343 
(100) 
-Chi-sqimre value=4.44, Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Overall satisfaction of customers in respect of 'services' (V26) 
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The respondents are asked for their overall 'satisfaction level' in respect of the 
various types of 'services' available in banks. They are given three options and to 
choose one. All the respondents give their views. Their responses are tabulated 
(TabIe-7.43, Graph-7.43) and analysed. Out of 343 customers, 124 customers 
(36.1%) rated their feelings as 'excellent', 135customers (39.4%) rated as 'good'; 
whereas, 84 customers (24.5%) rated their 'satisfaction level' as 'poor'. 
TABLE-7.43: Overall satisfaction of customers in respect of 'services' (V26) 
(N=343) 
Rating 
Excellent 
Good 
Poor 
Total 
Number 
124 
135 
84 
343 
Percentage 
36.1 
39.4 
24.5 
100 
Further analysis is made by comparing these data (V26) with other variable 
'period of banking experience /period of banking habits (VI l)'.The responses are 
tabulated (Table-7.44) ,analysed and -i; test is applied to test the sample. The -^ 
value comes to 7.43 which is below the accepted level (9.49). Hence, there is no 
significant difference in the opinion of three categories of customers. In other 
words, both old and new account holders are having similar level of 
'satisfaction' regarding various 'services' offered by banks. 
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TABLE-7.44: Comparison of 'overall satisfaction of customers in respect of 
services (V26)' with 'period of banking experience /period of banking habits 
(V26)' 
(N=343) 
Overall 
satisfaction 
regarding 
'services' 
Excellent 
Good 
Poor 
Total 
Perioc 
Upto five years 
41 
(33.1) 
50 
(40.3) 
33 
(26.6) 
124 
(100) 
of banking experience 
Five to ten 
years 
23 
(34.3) 
21 
(31.4) 
23 
(34.3) 
67 
(100) 
Above ten 
years 
60 
(39.5) 
64 
(42.1) 
28 
(18.4) 
152 
(100) 
Total 
124 
(36.1) 
135 
(39.4) 
84 
(24.5) 
343 
(100) 
-Chi-square value=7.43; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Analysis of 'poor' ratings on overall customer-satisfaction in respect of 
'services' (V27) 
The respondents; who have expressed overall rating as 'poor' in respect of various 
types of 'services' available in banks; are asked the reasons for that. There are 
three options and they are to choose one or more. All the respondents give their 
views. (Table-7.45, Graph-7.45) Out of 84 customers, 38 customers (45.2%) 
state the reason as 'counter service', 46 customers (54.8%) express the reason as 
'branch management' and 37 customers (44.1%) say the reason as 'branch 
overcrowded'. 
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TABLE 7.45: Analysis o f poor' ratings on overall customer-satisfaction in 
respect of 'services' (V27) 
(N-84) 
Reasons 
Counter service (V27A) 
Branch m2inagement(V27B) 
Branch over 
crow(ied(V27C) 
Yes 
38 
46 
37 
No 
46 
38 
47 
Percentage of 
'Yes' 
45.2 
54.8 
44.0 
Note: Multiple responses. Percentage do not add to 100 
From the above, it is seen that 'branch management' is the main cause for the 
dissatisfaction of customers regarding various types of 'services' in banks. 
Further, analysis is made by comparing these data (V27A, V27B, and V27C) wdth 
other variable 'period of banking experience (VI1)'. 
(i) Comparison of 'deficiencies in counter service (V27A)' with 'period of 
banking experience (VI1)' 
The responses are analysed and x^  test is applied to test the sample (Table-7.46). 
The x^  value comes to 4.13, which is below the accepted level (5.99). Hence, there 
is no significant difference in the opinion of three categories of customers. In 
other words, there is no difference in opinion between old and new account 
holders on the issue that 'deficiencies in counter service' is the reason for over all 
dissatisfaction on various 'services' offered by banks. 
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TABLE-7.46: Comparison of 'deficiencies in counter service (V27A)' with 
'period of banking experience (VI1)' 
(N=84) 
Counter 
service(V27A) 
Yes 
No 
Total 
Perioc 
Upto five years 
19 
(57.6) 
14 
(42.4) 
33 
(100) 
of banking experience 
Five to ten 
years 
7 
(30.4) 
16 
(69.6) 
23 
(100) 
Above ten 
years 
12 
(42.9) 
16 
(57.1) 
28 
(100) 
Total 
38 
(45.2) 
46 
(54.8) 
84 
(100) 
-Chi-square value =4.13; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(ii) Comparison of 'deficiencies in branch management (V27B)' with 'period of 
banking experience (VI1)' 
The responses are analysed and X^ test is applied to test the sample (Table-7.47). 
The X^ value comes to 1.61, which is below the accepted level (5.99). Hence, 
there is no significant difference in the opinion of three categories of customers. 
In other words, there is no difference in opinion between old and new account 
holders on the point that 'deficiency in branch management' is the reason for over 
all dissatisfaction on various 'services' offered by banks. 
TABLE-7.47: Comparison of 'deficiencies in branch management (V27B)' 
with 'period of banking experience (VI1)' 
(N=84) 
Branch 
management(V27B) 
Yes 
No 
Total 
Perioc 
Upto five 
years 
16 
(48.5) 
17 
(51.5) 
33 
(100) 
of banking experience 
Five to ten 
years 
12 
(52.2) 
11 
(47.8) 
23 
(100) 
Above ten 
years 
18 
(64.3) 
10 
(35.7) 
28 
(100) 
Total 
46 
(54.8) 
38 
(45.2) 
84 
(100) 
-Chi-square value=1.61; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
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(iii) Comparison of 'branch overcrowded (V27C)' with 'period of banking 
experience (VI1)' 
The responses are analysed and X^ test is applied to test the sample (Table-7.48). 
The X value comes to 2.67 which are below the accepted level (5.99). Hence, 
there is no significant difference in the opinion of three categories of customers. 
In other words, there is no difference in opinion between old and new account 
holders on the point that 'branch overcrowded' is the reason for over all 
dissatisfaction on various 'services' offered by banks. 
TABLE-7.48: Comparison of 'branch overcrowded (V27C)' with 'period of 
banking experience (VI1)' 
(N=84) 
Branch 
overcrowded 
(V27C) 
Yes 
No 
Total 
Period 
Upto five years 
11 
(33.3) 
22 
(66.7) 
33 
(100) 
of banking experience 
Five to ten 
years 
12 
(52.2) 
11 
(47.8) 
23 
(100) 
Above ten 
years 
9 
(32.1) 
19 
(67.9) 
28 
(100) 
Total 
32 
(38.1) 
52 
(61.9) 
84 
(100) 
-Chi-square =2.67, Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Awareness of 'loans' facilities of banks (V28) 
Banks have different types of 'loans and advance' products. These are financial 
products by which banks lend money to the customers (borrowers) and iti return, 
banks charge interest. The sample customers are asked to express their opinion 
regarding various aspects of these products. They are asked to specify how they 
come to know about the various types of 'loans' given by banks. There are five 
options and answers could be one or more. The data collected are fed into 
computer and analysed (Table-7.49, Graph-7.49). It is observed that majority of 
the respondents know various loan schemes from " staff members' of banks. Next 
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best source is 'existing customers'. In the third priority place both the variables 
i.e. 'friends and relatives' and 'advertisement and publicity' have equal 
percentage (14.9%). 
TABLE-7-49: Awareness o f Loans' facilities of banks 
(N=343) 
Sources 
Staff (V28A) 
Friends/Relatives(V28B) 
Existing customers(V28C) 
Adverisement,Publicity(V28D) 
Others (V28E) $ 
Yes 
174 
51 
88 
51 
18 
No 
169 
292 
255 
292 
325 
Percentage of 
'Yes' 
50.7 
14.9 
25.7 
14.9 
5.2 
Note: Multiple responses. Percentage do not add to 100 
$: Government machinery etc. 
Further analysis is made, by comparing these data (V28A to V28 D) with other 
variable 'period of banking experience (VI1)' 
(i)Comparison of 'awareness of loans schemes through staff (V28A)' with 'period 
of banking experience (VI1)' 
The responses are tabulated (Table-7.50), analysed and y^ test is applied to test the 
sample. The x value comes to 3.66, which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. In other words, in past as well as at present, staff members of banks 
act as the most important source of spreading information regarding various loan 
schemes. 
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TABLE-7.50: Comparison of 'Awareness of loans schemes through staff (V28A)' 
with 'period of banking experience (VI1)' 
(N=343) 
Staff of 
bank(V28A) 
Yes 
No 
Total 
Period of banking experience(Vll) 
Up to five years 
55 
(44.4) 
69 
(55.6) 
124 
(100) 
Five to ten years 
34 
(50.7) 
33 
(49.3) 
67 
(100) 
Above ten years 
85 
(55.9) 
67 
(44.1) 
152 
(100) 
Total 
174 
(50.7) 
169 
(49.3) 
343 
(100) 
-Chi-square value=3.66. Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(ii)Comparison of 'awareness of loans schemes available in banks through friends 
and relatives (V28B)' with 'period of banking experience (VI1)' 
The responses are tabulated and analysed (Table-7.51) and x^  test is applied to test 
the sample. The x^  value comes to 6.33, which are above the accepted level 
(5.99). Hence, there is significant difference in the opinion of three categories of 
customers. It is also seen from the table that, in comparison to new customers, 
larger proportion of old- customers were getting information regarding loan-
schemes of banks from 'friends and relatives'. 
TABLE-7.S1: Comparison of awareness of loans schemes through friends and 
relatives (V28B)' with 'period of banking experience (Vll)' 
(N=343) 
Friends and 
relatives (V28B) 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
18 
(14.5) 
106 
(85.5) 
124 
(100) 
Five to ten 
years 
4 
(6.0) 
63 
(94.0) 
67 
(100) 
Above ten years 
29 
(19.1) 
123 
(80.9) 
152 
(100) 
Total 
51 
(14.9) 
292 
(85.1) 
343 
(100) 
-Chi-square value=6.33; Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
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(iii)Comparison of 'awareness of loans schemes available in banks through 
existing customers (V28C)' with 'period of banking experience (VI1)' 
The responses are tabulated (Table-7.52), analyzed. It is observed that majority of 
customers (74.3%) opine that, their awareness about various loan schemes is not 
'Through existing customers/. Further analysis was done by applying x2 test to 
the sample. The x^  value comes to 3.41, which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. 
TABLE-7.52: Comparison of'awareness of loans schemes through existing 
customers (V28C)' with 'period of banking experience (VI1)' 
(N=343) 
Existing 
customers (V28C) 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
25 
(20.2) 
99 
(79.8) 
124 
(100) 
Five to ten 
years 
21 
(31.3) 
46 
(68.7) 
67 
(100) 
Above ten 
years 
42 
(27.6) 
110 
(72.4) 
152 
(100) 
Total 
88 
(25.7) 
255 
(74.3) 
343 
(100) 
-Chi-square value=3.41; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage. 
(iv)Comparison of 'awareness of loans schemes available in banks through 
advertisement and publicity (V28D)' with 'period of banking experience (VI1)' 
The responses are tabulated (Table-7.53), analysed and x^  test is applied to test the 
sample. The ^ value comes to 4.10, which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. 
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TABLE-7.S3: Comparison of 'awareness of loans schemes available in banks 
through 'advertisement and publicity (V28D)' with 'period of banking experience 
(Vll)' 
(N=343) 
Advertisement 
and 
publicity(V28D) 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
18 
(14.5) 
106 
(85.5) 
124 
(100) 
Five to ten years 
15 
(22.4) 
52 
(77.6) 
67 
(100) 
Above ten years 
18 
(11.8) 
134 
(88.2) 
152 
(100) 
Total 
51 
(14.9) 
292 
(85.1) 
343 
(100) 
-Chi-square value=4.10; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(v) Comparison of 'awareness of loans schemes available in banks through 
government machinery (V28E)' with 'period of banking experience (Vll)' 
The responses are tabulated (Table-7.54), analysed and -^ test is applied to test the 
sample. The y^ value comes to 4.00, which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. 
TABLE-7.54: Comparison of 'awareness of loans schemes available in banks 
through 'government machinery (V28E)' with 'period of banking experience 
(N=343) 
Government 
machineries 
(V28E) 
Yes 
No 
Total 
Period of banking experience 
Up to five years 
10 
(8.1) 
114 
(91.9) 
124 
(100) 
Five to ten years 
1 
(1.5) 
66 
(98.5) 
67 
(100) 
Above ten years 
7 
(4.6) 
145 
(95.4) 
152 
(100) 
Total 
18 
(5.2) 
325 
(94.8) 
343 
(!00) 
-Chi-square value=4.00; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
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Reason for choosing a bank for availing 'loan' facilities' (V29) 
Banks have different types of 'loan' products. The respondents are asked to 
express the reasons for choosing a bank(s) for availing various 'loans'. There are 
four options and answers could be one or more. The data collected are fed into 
computer and analysed (Table-7.55, Graph-7.55). From the analysis, it is seen that 
'existing connection' is the main reason for customers choosing a bank(s) for 
availing loans. Next important reason is 'easy formalities'. In other words, 
customers usually avail loans from those banks where they already have some 
other facilities such as 'deposits' or 'services'. Next important reason is where the 
procedure and formalities are easy and not cumbersome. 
TABLE-7 -55: Reason for choosing a bank for availing 'loan' facilities (V29) 
(N=343) 
Reasons 
Easy formalities (V29A) 
Proximity (V29B) 
Existing connection (V29C) 
Sponsorship (V29D) 
Yes 
149 
74 
154 
15 
No 
194 
269 
189 
328 
Percentage of 
'Yes' 
43.4 
21.6 
44.9 
4.4 
Note: Multiple responses. Percentage do not add to 100 
Further analysis is made by comparing these data (V29A to V29D) with other 
variable 'period of banking experience (VI1)' and interpreted as follows. 
(i)Comparison of 'easy formalities are the reason for choosing a bank for availing 
loans facilities (V29A)' with 'period of banking experience (Vll): 
The responses are tabulated (Table-7.56) and analysed and X^ test is applied to 
test the sample. The X^ value comes to 4.69, which is below the accepted level 
(5.99). Hence, there is no significant difference in the opinion of three categories 
of customers. 
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TABLE-7.S6: Comparison of 'easy formalities are the reason for choosing a bank 
for loans facilities (V29A)' with 'period of banking experience (Vll)' 
(N=343) 
Easy formalities 
(V29A) 
Yes 
No 
Total 
Period of banking experience 
Up to five years 
51 
(41.1) 
73 
(58.9) 
124 
(100) 
Five to ten years 
23 
(34.3) 
44 
(65.7) 
67 
(100) 
Above ten years 
75 
(49.3) 
77 
(50.7) 
152 
(100) 
Total 
149 
(43.4) 
194 
(56.6) 
343 
(100) 
-Chi-square value=4.69; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(ii)Comparison of 'proximity' is the reason for choosing a bank for availing loans 
facilities (V29B)' with 'period of banking experience (Vll ) ' 
The responses are analysed and "^ test is applied to test the sample (Table-7.57). 
The x^  value comes to 0.58, which is below the accepted level (5.99). Hence, there 
is no significant difference in the opinion of three categories of customers. 
TABLE-7.S7: Comparison o f proximity as the reason for choosing a bank 
for availing loans facilities (V29B)' with 'period of banking experience (Vll) 
(N=343) 
Proximity 
(V29B) 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
24 
(19.4) 
100 
(80.6) 
124 
(100) 
Five to ten 
years 
15 
(22.4) 
52 
(77.6) 
67 
(100) 
Above ten 
years 
35 
(23.0) 
117 
(77.0) 
152 
(100) 
Total 
74 
(21.6) 
269 
(78.4) 
343 
(100) 
-Chi-square value=0.58; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(iii)Comparison of 'existing connection as the reason for choosing a bank for 
availing loans facilities (V29C)' with 'period of banking experience (VI1)' 
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The responses are tabulated (Table-7.58), analysed and -^ test is applied to test the 
sample. The x^  value comes to 2.38, which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. 
TABLE-7.58: Comparison of 'existing connection as the reason for choosing 
a bank for availing loans facilities (V29C)' with 'period of banking 
experience (VI1)' 
(N=343) 
Existing 
connection 
(V29C) 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
49 
(39.5) 
75 
(60.5) 
124 
(100) 
Five to ten 
years 
31 
(46.3) 
36 
(53.7) 
67 
(100) 
Above ten 
years 
74 
(48.7) 
78 
(51.3) 
152 
(100) 
Total 
154 
(44.9) 
189 
(55.1) 
343 
(100) 
-Chi-square value=2.38: Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(iv) Comparison of 'sponsorship as the reason for choosing a bank for availing 
loans facilities (V29D)' with 'period of banking experience (VI1)' 
The responses are tabulated (Table-7.59), analysed and x^  test is applied to test the 
sample. The x^  value comes to 2.23, which is below the accepted level (5.99). 
Hence, there is no significant difference in the opinion of three categories of 
customers. 
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TABLE-7.59: Comparison of 'sponsorship as the reason for choosing a bank 
for availing loans facilities (V29D)' with 'period of banking experience (VI1)' 
(N=343) 
Sponsorship 
(V29D) 
Yes 
No 
Total 
Period of banking experience 
Upto five 
years 
5 
(4.0) 
119 
(96.0) 
124 
(100) 
Five to ten 
years 
1 
(1.5) 
66 
(98.5) 
67 
(100) 
Above ten 
years 
9 
(5.9) 
143 
(94.1) 
152 
(100) 
Total 
15 
(4.4) 
328 
(95.6) 
343 
(100) 
-Chi-square value=2.23; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Opinion of respondents regarding their experience at the time of sanction of 
loans (V30) 
Tne respondents are given three options (quickly, delayed and inordinate delay) 
and each respondent is to choose one. Their responses are tabulated (Table-7.60, 
Graph-7.60) and interpreted. It is observed that majority of the customers (69%), 
who have availed loans from banks, are of the opinion that loans are sanctioned 
with 'slightly delay' and 'inordinate delay'. 
TABLE-7.60: 
Response 
Quickly 
Slightly delay 
Inordinate delay 
Total 
Experience at the time of sanction of loans 
(N=274) 
Number 
85 
154 
35 
274 
Percentage 
31.0 
56.2 
12.8 
100 
Opinion of respondents regarding the causes of 'delay' in sanction of loans 
(V31) 
It is seen from the previous paragraph that 189 out of 274 respondents (69%) 
opine that loans are sanctioned with "slightly delay' and 'inordinate delay'. These 
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respondents are further asked to state the reasons for the delay. There are four 
options and each respondent was to choose all options. The data so collected was 
tabulated and analysed as below (Table-7.61, Graph-7.61). It is observed that 
'seeking peace meal information' and 'delay in sanction at higher offices' are two 
main reasons for delay in sanction of loans. 
TABLE-7.61: Causes for delay in sanction of loans (V31) 
(N=189) 
Causes 
Non-receipt of required 
information(V31 A) 
Seeking peace meal 
information by 
branch(V31B) 
Indecisiveness by 
branch(V31C) 
Delay in sanction by higher 
offices(V31D) 
Yes 
22 
82 
79 
81 
No 
167 
107 
110 
108 
Percentage of 
'Yes' 
11.7 
43.4 
41.3 
42.8 
Note: Multiple responses. Percentage do not add to 100 
Extending credit facility (loans) as per expectations (V32) 
The respondents are asked for their opinion if banks give loans as per their 
requirement and expectations. They are given three options and are to choose one. 
There are 274 respondents giving their views. Their responses are tabulated 
(Table-7.62, Graph-7.62) and analysed. Out of 274 customers, 67 customers 
(24.4%) say that they have received the loans as per their expectations, 132 
customers (48.2%) say that they have received the loans less than their 
expectations where as 75 customers (27.4%) express to have received far below 
their expectations. 
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TABLE-7.62: Extending credit facility (loans) as per expectations (V32) 
(N=274) 
Rating 
As per expectation 
Less than expectations 
Far below expectations 
Total 
Number 
67 
132 
75 
274 
Percentage 
24.4 
48.2 
27.4 
100 
Rate of interest levied by banks on loans (V33) 
The respondents are asked for their opinion regarding the interest charged by the 
banks for various loan products. They are given three options and are to choose 
one. There are 274 respondents giving their views. Their responses are tabulated 
(Table-7.63, Graph-7.63) and analysed. Out of 274 customers, 62 customers 
(22.6%) express the rate of interest to be normal, whereas, 86 customers (31.4%) 
say that the interest rate is slightly high. As against this, 126 customers (46.0%) 
opine the interest-rate to be 'very high'. 
TABLE-7.63: Rate of interest levied by banks on loans (V33) 
(N-274) 
Rating 
Normal 
Slightly high 
Very high 
Total 
Number 
62 
86 
126 
274 
Percentage 
22.6 
31.4 
46.0 
100 
Procedure for availing loans (V34) 
The resf)ondents are asked for their opinion regarding the procedure for availing 
loans from banks. They are given three options and are to choose one. There are 
274 respondents giving their views. Their responses are tabulated (Table-7.64, 
Graph-7.64) and analysed. Out of 274 customers, 55 customers (20.1%) say that 
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the procedure for bank loans is 'simple"; 90 customers (32.8%) feels that 
procedure is 'time consuming' and 129 customers (47.1%) opine that the same is 
'cumbersome'. 
TABLE-7.64: Procedure for availing loans (V34) 
(N=274) 
Rating 
Simple 
Time consuming 
Cumbersome 
Total 
Number 
55 
90 
129 
274 
Percentage 
20.1 
32.8 
47.1 
100 
Willingness to continue to avail loans from the same bank (V35) 
The respondents are asked if they are willing to avail the next loans from the same 
bank (from where they have availed the existing loans). They are given two 
options and are to choose one. There are 274 respondents giving their views. 
Their responses are tabulated (Table-7.65, Graph-7.65) and analysed. Out of 274 
customers, 161 customers (58.8%)) say that they are willing to avail the next loans 
from the same bank whereas 113 customers (41.2%)) say they will switch over to 
other banks. 
TABLE-7.65: Willingness to continue to avail loans from the same bank 
(V35) 
(N=274) 
Options 
Yes 
No 
Total 
Number 
161 
113 
274 
Percentage 
58.8 
41.2 
100 
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Reasons for switching over to other banks (V36) 
It is seen from the previous paragraph that 113 out of 274 respondents (43.8%) 
opine that they are not willing to avail further loans from the existing banks 
(where they have already availed loans) and that they wish to switch over to other 
banks. These respondents are further asked to state the reasons for the same. 
There are three options and each respondent was to choose one or more options. 
Tne data so collected was tabulated and analysed as below (Table-7.66, Graph-
7.66). It is observed that 'better terms & conditions and interest rates' are the 
main reason for customers tom shift to other banks for loans. 
TABI,E-7.66: Reasons for switching over to other banks (V36) 
(N=113) 
Reasons 
Other banks are offering 
better terms, interest rate 
Cumbersome procedure 
Indifferent attitude of staff 
Yes 
50 
36 
22 
No 
63 
77 
91 
Percentage of 
'Yes' 
44.2 
31.9 
19.5 
Note: Multiple responses. Percentage do not add to 100 
Overall satisfaction of customers in respect of 'loans and advances' (V37) 
The respondents are asked for their overall satisfaction level in respect of the 
various types of 'loan products' available in banks. They are given three options 
and to choose one. Their responses are tabulated (Table-7.67, Graph-7.67) and 
analysed. Out of 274 customers, 31 customers (11.3%) rated their feelings as 
'excellent', 72 customers (26.3%) rated as 'good'; whereas, 171 customers 
(62.4%) rated their satisfaction level as "poor'. 
248 
CO 
> 
IB 
JQ 
O 
O 
I 
C CO 
0) 
c 
o (0 
CO 
• • 
to 
m 
I 
a 
S 
o 
>% 
« i 
0) 4S 
« - i _ tm ^ TO d) 
(0 t i 0} 
5-Q 2 
5 0)^ ^ 
Q) L- £. 
jC ^ 0 
0 0 .E 
D 
0 
E 
0 p 
12 0) 
E ^ 
= 2 0 a 
• 
Hm 
0 
0 
3 
4K^ 
t: CB 
4-1 
C 
S 
c ** J= (0 
• 
0 
0 
0 
0) 0 00 0 N 0 (D 0 10 0 ^ 0 <0 0 CM 
TABLE-7.67: Overall satisfaction of customers in respect of Moans and 
advances' (V37) 
(N=274) 
Rating 
Excellent 
Good 
Poor 
Total 
Number 
31 
72 
171 
274 
Percentage 
11.3 
26.3 
62.4 
100 
Analysis of 'poor' ratings on overall customer-satisfaction in respect of 
'loans' (V38) 
The respondents; who have expressed overall rating as 'poor' in respect of various 
types of 'loan' products available in banks; are asked the reasons for that. There 
are four options and they arc to choose one or more. All the 171 respondents give 
their views. (Table-7.68, Graph-7.68). Out of 171 customers, 63 customers 
(36.8%) state the reason as 'interest rate', 51 customers (29.8%) express the 
reason as 'branch overcrowded' ,117 customers((68.4%) say the reason to be 
'undue delay and 133 customers (77.8%) opine the reason as 'cumbersome 
formalities'. 
TABLE 7.68: Analysis of 'poor' ratings on overall customer-satisfaction in 
respect of 'loans' (V38) 
(N=171) 
Reasons 
Interest rate 
Branch overcrowded 
Undue delay 
Cumbersome formalities 
Yes 
63 
51 
117 
133 
No 
108 
120 
54 
38 
Percentage of 
'Yes' 
36.8 
29.8 
68.4 
77.8 
Note: Multiple responses. Percentage do not add to 100 
From the above, it is seen that 'undue delay' in processing loans is the main cause 
for the dissatisfaction of customers regarding various types of 'loans' in banks. 
249 
c 
(0 c 
CB 
O 
c 
0 
« 0 (0 0 
LU O 0. H 
D D 
tf) 
O CO fc 
"So" 
O (Q 
«S (0 
• •M 
CO 
1 
o 
• • 
to 
m 
Q. 
s 
T 
S 
CO 
0 
10 
CM 
0 
0 
CM 
0 
10 
r-
(0 
« 
0) 
a> 
c 
o 
«2 
IS 
o 
E 
o 
to 
0) 
s 
0) 
0 
0) 
4 ^ 
^ 
D 
•0 
2 
0 
> 0 
£ 
0 
c 
S OQ 
• 
(0 
•0 
<D 
3 
•0 
c D 
• 
0 
0 $ 
0 = 
JQ (0 
E E 
3 J: ofi 
D 
o 
Opinion of respondents regarding level of computerization at branches (V39) 
The respondents are asked regarding the status of computerisation at the branches, 
where they have accounts. The responses are tabulated in Table-7.69, Graph-7.69. 
Out of 343 customers, 251 are having accounts in TBA branches (73.2 %), 63 are 
having in ALPM branches (18.4%) and 29 are having in non-computerised 
branches (8.4%). 
TABLE-7,69: Level of computerizatiQn 
(N=343) 
Level of 
computerization 
TB A/CBS 
ALPM 
Non-computerised 
Total 
Number 
251 
63 
29 
343 
Percentage 
73.2 
18.4 
8.4 
100 
Opinion of respondents regarding the effect of computerisation (V43) 
The respondents were asked their responses regarding the effect of 
computerisation in branches. Their responses were tabulated and analysed (Table-
7.70, Graph-7.70). It is seen that only 41.6% of the respondents opine that the 
'effect' is excellent. This implies that the computerisation has not been 
implemented successfully so as to reap the maximum benefits to the customers. 
TABLE-7.70: The effect of computerisation 
(N=343) 
Effect of 
computerization 
Excellent 
Good 
Manual operation better 
Does not make difference 
Total 
Number 
143 
136 
36 
28 
343 
Percentage 
41.6 
39.7 
10.3 
8.2 
100 
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Opinion of respondents regarding availing all services at a single counter 
(V40) 
The respondents are asked if they are able to get all types of banking services at a 
'single counter'. In other words, for different types of banking facilities such as 
savings account, current account, fixed deposits, loans, remittances etc, a 
customer need not move counter to counter; instead he gets his work done only at 
one counter. The responses are tabulated (Table-7.71, Graph-7.71), analyzed and 
interpreted as follows. Majority of the respondents (63.8%) replied negative i.e. 
they do not get services at 'single counter'. 
TABLE-7.71: Availing all services at a single counter 
(N=343) 
Single counter facility 
Yes 
No 
Total 
Number 
124 
219 
343 
Percentage 
36.2 
63.8 
100 
Further analysis is made by comparing these data 'Opinion of respondents 
regarding availing all services at a single counter (V40)' with other variable 
'period of banking experience (VI I)' and interpreted as follows. The responses 
are analysed and x test is applied to test the sample (Table-7.72). The % value 
comes to 0.32, which is below the accepted level (5.99). Hence, there is no 
significant difference in the opinion of three categories of customers. 
It is well known fact that in past, different staff members maintained ledgers at 
different locations and customers were to go to different counters to get their 
work done. But these days, because of the computerisation (and net working of 
various terminals), customers need not go to different counters; they can get their 
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various jobs done at a single counter. But, the study reveals that still customers 
are not able to fully receive this facility (single counter). 
TABLE-7.72: Comparison of 'opinion of respondents regarding availing all 
services at single counter (V40)' with 'period of banking experience (Vll)' 
(N=343) 
Single 
counter 
facility (V40) 
Yes 
No 
Total 
Period of banking experience 
Upto five years 
43 
(34.7) 
81 
(65.3) 
124 
(100) 
Five to ten 
years 
26 
(38.8) 
41 
(61.2) 
67 
(100) 
Above ten 
years 
55 
(36.2) 
97 
(63.8) 
152 
(100) 
Total 
124 
(36.2) 
219 
(63.8) 
343 
(100) 
-Chi-square value=0.32; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Opinion of respondents regarding availing ATM and ABB facility (V41) 
The respondents are asked regarding ATM (Automated Teller Machine) and ABB 
(Any Branch Banking) facilities at branches. The responses obtained are analysed 
(Table-7.73, Graph-7.73). Little above fifty eight percent customers says that they 
are availing these facilities. On other hand, still 42 percent of respondents are not 
availing these ABB and ATM facilities. 
TABLE- 7.73: Opinion of respondents regarding availing ATM and ABB 
facility. 
(N=343) 
Availability of 
ATM/ABB Facility 
Yes 
No 
Total 
Number 
200 
143 
343 
Percentage 
58.3 
41.7 
100 
252 
T3 
C 
<0 
(0 0 
> 
D 
0 z 
• 
H 
4 i « 
0 
H 
• 
c 
"(5 
> 
CO 
o> 
c 
o 
Q. 
o i= 
c ^ 
o£ 
.E CQ 
Q.QQ o< 
• • 
CO 
CO 
O 
Opinion of respondents regarding the quality of ATM and ABB facility 
available in banks (V42) 
The respondents who are availing the ATM and ABB facilities (as stated in 
previous paragraph) are further asked regarding the quality of these facilities. 
There are four options and each respondent is to choose one. The responses 
obtained are tabulated and analysed (Table-7.74, Graph-7.74). Out of 200 
respondents, only 46customers (23%) opine 'excellent' whereas 80 customers 
^) express as 'average and poor'. 
TABLE-7.74: Quality of ATM and ABB facility 
(N=200) 
Quality of ATM/ABB 
Facility 
Excellent 
Good 
Average 
Poor 
Total 
Number 
46 
74 
47 
33 
200 
Percentage 
23.0 
37.0 
23.5 
16.5 
100 
Note: Multiple responses. Percentage do not add to 100 
Opinion of respondents regarding location and suitability of branch premises 
(V44) 
The respondents are asked for their opinion on the suitability of branch premises. 
Their responses are tabulated in Table-7.75, Graph-7.75 and interpreted. It is 
observed that majority' of the sample-respondents (65.9 %) state that their branch-
premises are in good location. However 16.9 percentages respondents say that 
their branches are in unsecured location and also parking spaces are not available. 
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TABLE-7.75: Location and suitability of branch premises 
(N=343) 
Responses 
Good location(V44A) 
Not easily 
accessible(V44B) 
Unsecured location(V44C) 
Lack of parking 
facility(V44D) 
Yes 
226 
44 
58 
58 
No 
117 
299 
285 
285 
Percentage of 
*Yes' 
65.9 
12.8 
16.9 
16.9 
Note: Multiple responses. Percentage do not add to 100 
Opinion of respondents regarding upkeep and ambience of branch premises 
(V45) 
The respondents are asked to express their views regarding the upkeep and 
ambience of the branch premises. The responses eire analysed in Table-7.76, 
Graph-7.76.It is observed that majority of the sample-respondents state that the 
ambience and upkeep of the branch premises are good. Only 2.9 percentages of 
respondents rate as 'below average'. This means by and large branch premises are 
of good ambience and also maintained well. 
TABLE-7.76: Upkeep and ambience of branch premises (V45) 
(N=343) 
Responses 
Excellent 
Good 
Average 
Below Average 
Total 
Number 
92 
172 
69 
10 
343 
Percentage 
26.9 
50.1 
20.1 
2.9 
100 
Opinion of respondents regarding suitability of banking hours (V46) 
The respondents are asked for their opinion on the suitability of banking hours. 
Their responses are tabulated in lable-7.77, Graph-7.77 and interpreted. It is 
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observed that majority of the sample-respondents (81%) state that they find the 
prevailing system of banking hours to be quite convenient. 
TABLE-7.77: 
Responses 
Convenient 
Inconvenient 
Total 
Suitability of banking hours (V46) 
(N=343) 
Number 
278 
65 
343 
Percentage 
81.0 
19.0 
100 
Awareness of respondents regarding complaint & suggestion box and 
register in the branch (V47) 
All the respondents are questioned to give their opinion if they are aware of 
'complaint and suggestion box and register' in branches. Their responses are 
tabulated in Table-7.78. 
Majority of them (67.1%) opined that they are aware of the above. 
TABLE-7.78: Complaint & suggestion box and register in the branch 
(N-343) 
Responses 
Aware 
Unaware 
Total 
Number 
230 
113 
343 
Percentage 
67.1 
32.9 
100 
Awareness of respondents regarding periodic meetings of customers in 
branches (V48) 
The respondents are asked if they are aware of periodic meetings of customers in 
branches. Their responses are tabulated in Table-7.79, Graph-7.79 and interpreted. 
From above, it is observed that majority of the sample-respondents state that they 
are unaware of periodic meetings of customers held in branches. 
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TABLE-7.79: Awareness regarding customers' meetings 
(N=343) 
Responses 
Aware 
Unaware 
Total 
Number 
171 
172 
343 
Percentage 
49.9 
50.1 
100 
Opinions of respondents regarding attending customers' meetings (V49) 
Out of total 343 sample-customers, 171 customers are aware of customers' meet 
being held at branches. These 171 customers are asked if they attend the said 
meetings regularly. Their responses are tabulated in Table-7.80, Graph-7.80 and 
interpreted. It is observed that only 21.6% customers attend the meetings 
regularly; 46.8% customers attend occasionally and 31.6% customers never attend 
the meetings at all. 
TABLE-7.8C 
Responses 
Regularly 
Occasionally 
Never 
Total 
': Attending customers' meetings 
(N=171) 
Number 
37 
80 
54 
171 
Percentage 
21.6 
46.8 
31.6 
100 
Opinion of respondents regarding implementation of suggestions made in 
customers' meetings (V50) 
The respondents are asked to express their views regarding implementation of 
suggestions made in customers' meetings. Their responses are tabulated in Table-
7.81, Graph-7.81 and interpreted .It is observed that only 19.9 percentages of 
respondents (who are aware of customers' meet in branches) say that the 
suggestions made in the meetings are implemented fully. On the other hand, 45.6 
percentage of the above mentioned respondents either do not attend such 
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meetings or even if they attend, they do not know if any suggestions are 
implemented or not. 
TABLE-7.81: Implementation of suggestions made in customers' meetings 
(V50) 
(N=171) 
Responses 
Fully 
Partly 
Never 
Can't say 
Total 
Number 
34 
59 
18 
60 
171 
Percentage 
19.9 
34.5 
10.5 
35.1 
100 
Further analysis is made by comparing the above data (V50) with other variable 
'experience in banking (VI1)' .The responses are tabulated (Table-7.82) and 
analysed and X^ test was applied to test the sample. The X^ value comes to 2.24 
which is below the accepted level (12.59). Hence, there is no significant 
difference in the opinion of three categories of customers. 
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TABLE-7.82: Comparison of'implementation of suggestions made in 
customers' meetings' with 'period of banking experience ' 
(N=171) 
Responses 
Fully 
Partly 
Never 
Can't say 
Total 
Period o 
Upto five years 
10 
(18.5) 
22 
(40.7) 
5 
(9.3) 
17 
(31.5) 
54 
(100) 
r banking experience(Vll) 
Five to ten 
years 
7 
(21.2) 
9 
27.3) 
3 
(9.1) 
14 
(42.4) 
33 
(100) 
Above ten 
years 
17 
(20.2) 
28 
(33.3) 
10 
(11.9) 
29 
(34.6) 
84 
(100) 
Total 
34 
(19.9) 
59 
(34.5) 
18 
(10.5) 
60 
(35.1) 
171 
(100) 
-Chi-square value=2.24; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Opinion of respondents on amenities like drinking water, resting chairs, 
writing table etc (V51) 
The responses are tabulated, analysed and interpreted (Table-7.83, Graph-7.83). It 
is observed that only 49.3% of respondents say that the amenities available at 
branches are excellent. About 23.6% respondents express their views as 'average' 
and 'not available'. 
TABLE-7.83: Availability of 'amenities 
(N=343) 
Responses 
Excellent 
Good 
Average 
Not available 
Total 
Number 
169 
93 
66 
15 
343 
' at branches 
Percentage 
49.3 
27.1 
19.2 
4.4 
100 
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Further analysis is made by comparing these data 'opinion of respondents on 
availabiHty of amenities Hke drinking water, resting chairs, writing table etc at 
branches' with other variable 'period of banking experience (VI1)'.The 
responses were tabulated (TabIe-7.84), analysed and -^ test was applied to test the 
sample. The x^  value comes to 7.22, which are below the accepted level (12.59). 
Hence, there is no significant difference in the opinion of three categories of 
customers regarding availability of amenities for customers, in the branch 
premises. 
TABLE-7.84: Comparison of 'availability of amenities like drinking water, resting 
chairs, writing table etc at branches' with other variable 'period of banking 
experience' 
(N=343) 
Responses 
Excellent 
Good 
Average 
Not available 
Total 
Period of banking experience(Vll) 
Upto five years 
63 
(50.8) 
36 
(29.0) 
19 
(15.3) 
6 
(4.9) 
124 
(100) 
Five to ten years 
31 
(46.3) 
13 
(19.4) 
20 
(29.8) 
3 
(4.5) 
67 
(100) 
Above ten years 
75 
(49.4) 
44 
(28.9) 
27 
(17.8) 
6 
(3.9) 
152 
(100) 
Total 
169 
(49.3) 
93 
(27.1) 
66 
(19.2) 
15 
(4.4) 
343 
(100) 
-Chi-square value=7.22; Not Significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Opinion of respondents on 'number of banking holidays' (V52) 
The respondent-customers are asked to give their opinion regarding the number of 
holidays in banks. All the respondents express their opinion. Their responses are 
analysed in Table-7.85, Graph-7.85. It is observed that most of the respondents 
(75.5%) are of the opinion that the number of holidays in banks is reasonable. 
259 
TABLE-7.85: Number of banking holidays (V52) 
(N=343) 
Responses 
Too many 
Reasonable 
Total 
Number 
84 
259 
343 
Percentage 
24.5 
75.5 
100 
Further analysis was made by comparing these data 'number of banking holidays 
(V52)' with other variable 'period of banking experience /period of banking 
habits (Vll) ' .The responses are analysed and X test was applied to test the 
sample (Table-7.86). The X^ value comes to 2.51 which are below the accepted 
level (5.99). Hence, there is no significant difference in the opinion of three 
categories of customers regarding the number of holidays in banks. 
TABLE-7.86: Comparison of 'number of banking holidays' with 'period of 
banking experience (Vll)' 
(N=343) 
Bank 
Holidays 
Too many 
Reasonable 
Total 
Period of banking experience 
Up to five 
years 
35 
(28.2) 
89 
(71.8) 
124 
(100) 
Five to ten 
years 
12 
(17.9) 
55 
(82.1) 
67 
(100) 
Above ten 
years 
37 
(24.3) 
115 
(75.7) 
152 
(100) 
Total 
84 
(24.5) 
259 
(75.5) 
343 
(100) 
-Chi-square value=2.51; Not Significant at 0.05 level. 
-Figures in the parenthesis are the percentage 
Opinion of respondents on qualitative aspects of staff members (V54) 
Respondent-customers are asked to give their opinion on the following aspects 
about both supervisory and clerical staff 
i) Approachable-(54A, 541) 
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ii) Understanding customer needs-(54B, 54II) 
iii) Willingness to listen-(54C, 54III) 
iv) Willingness to help-(54D, 54IV) 
v) Prompt service-(54E, 54V) 
For each criterion, a respondent is asked to choose one of three alternatives i.e. 
excellent, good and poor .The data so collected in respect of both supervisory 
staff and clerks are tabulated (Table-7.87 and Table-7.88) and interpreted as 
follows. 
TABLE-7.87 
Qualitative aspects 
Approachabie(54A) 
Understanding 
customer needs(54B) 
Willingness to 
listen(54C) 
Willingness to help 
(54D) 
Prompt service(54E) 
: Opinion on qualitative aspects of supervisory staff 
(N=343) 
Excellent 
208 
(60.6) 
185 
(53.9) 
198 
(57.7) 
188 
(54.8) 
120 
(35.0) 
Good 
125 
(36.5) 
137 
(39.9) 
136 
(39.7) 
142 
(41.4) 
192 
(56.0) 
Poor 
10 
(2.9) 
21 
(6.2) 
9 
(2.6) 
13 
(3.8) 
31 
(9.0) 
Total 
343 
(100) 
343 
(100) 
343 
(100) 
343 
(100) 
343 
(100) 
-Figures in the parenthesis are the percentage 
TABLE-7.88: Opinion on qualitative aspects of clerical staff 
Qualitative aspects 
Approachable(54I) 
Understanding 
customer needs(54II) 
Willingness to 
listen(54III) 
Willingness to help 
(54IV) 
Prompt sen'ice(54V) 
(N 
Excellent 
194 
(56.6) 
200 
(58.3) 
161 
(46.9) 
150 
(43.7) 
127 
(37.0) 
=343) 
Good 
116 
(33.8) 
108 
(31.5) 
132 
(38.5) 
134 
(39.1) 
128 
(37.3) 
Poor 
33 
(9.6) 
35 
(10.2) 
. 50 
(14.6) 
59 
(17.2) 
88 
(25.7) 
Total 
343 
(100) 
343 
(100) 
343 
(100) 
343 
(100) 
343 
(100) 
-Figures in the parenthesis are the percentage 
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In the above two Tables (Table-7.87 and 7.88), analysis is done on the basis of 
responses 'excellent' and the inteqjretations are as hereunder: 
a. Supervisory staff members are more 'approachable' to customers 
than clerical staff members. 
b. Clerical staff members have better 'understanding' to customer 
needs than supervisory staff members. 
c. Supervisory staff members are more 'willing to listen' to 
customers than clerical staff members. 
d. Supervisory staff members are more 'willing to help' to customers 
than clerical staff members 
e. Clerical staff members are more 'prompt in serving' the customers 
than supervisory staff members. 
Further analysis are done by comparing these variables (54) with other variable 
'experience in banking (VI1)' and interpreted as follows. 
(i)Comparison of 'approachable aspect of supervisory staff (V54A)' with 'period 
of banking experience (VI1)' 
The responses are tabulated and analysed (Table-7.89). Here X^ test is not applied 
since certain cells are below minimum frequency. However from the Table-7.82, 
it can be interpreted that majority of the customers (60.6%) express their opinion 
as 'excellent'. Comparing the responses of old and new customers, it is observed 
that there is not much of difference (61.2 and 66.1 % respectively). Strictly 
analyzing, approachability of supervisory staff is better at present than in the past. 
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TABLE-7.89: Approachability of supervisory staff 
(N=343) 
Approachability 
of supervisory 
staff 
Excellent 
Good 
Poor 
Total 
Periot 
Up to five 
years 
82 
(66.1) 
38 
(30.7) 
4 
(3.2) 
124 
(100) 
of banking experience 
Five to ten 
years 
33 
(49.2) 
33 
(49.3) 
1 
(1.5) 
67 
(100) 
Above ten 
years 
93 
(61.2) 
54 
(35.5) 
5 
(3.3) 
152 
(100) 
Total 
208 
(60.6) 
125 
(36.5) 
10 
(2.9) 
343 
(100) 
-Figures in the parenthesis are the percentage 
(ii)Comparison of 'understanding of customers needs aspect of supervisory staff 
(V54B)' with 'period of banking experience (VI1)' 
The responses are tabulated (Table-7.90) and analysed. Here also X^ test is not 
applied since certain cells are below minimum frequency. However from the 
Table-7.83, it is observed that majority of respondents (53.96%) opine 'excellent'. 
Comparing the responses of old and new customers, it is seen that there is 
difference (51.3 and 58.9 % respectively). This implies that, contrary to the past, 
at present supervisory staff are more concerned in understanding customers' 
needs. 
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TABLE-7.90: Understanding of customers' needs (54B) 
(N=343) 
Understanding 
of customers' 
needs' aspect 
of supervisory 
staff 
Excellent 
Good 
Poor 
Total 
Period of banking experience 
Upto five 
years 
73 
(58.9) 
42 
(33.9) 
9 
(7.3) 
124 
(100) 
Five to ten 
years 
34 
(50.7) 
33 
49.3) 
67 
(100) 
Above ten 
years 
78 
(51.3) 
62 
(40.8) 
12 
(7.9) 
152 
(100) 
Total 
185 
(53.9) 
137 
(39.9) 
21 
(6.2) 
343 
(100) 
-Figures in the parenthesis are the percentage 
(iii)Comparison of 'willingness to listen aspects of supervisory staff (V54C)' 
with 'period of banking experience (VI1)' 
The responses are tabulated (Table-7.91) and analysed. Like previous analysis, 
here also X test is not applied since certain cells are below minimum frequency. 
However from the Table-7.91, it is observed that majority of respondents (57.7%) 
express their feelings as 'excellent'. On further comparison of the responses of 
old and new customers, it is seen that there is difference (57.8 and 61.3 % 
respectively). This implies that, contrary to the past, the present supervisory staff 
members are more willing to listen to customers' needs. 
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TABLE-7.91: 'Willingness to listen aspect' of supervisory staff 
(N=343) 
'Willingness to 
listen' aspect 
of supervisory 
staff. 
Excellent 
Good 
Poor 
Total 
Period of banking experience 
Upto five years 
76 
(61.3) 
42 
(33.9) 
6 
(4.8) 
124 
(100) 
Five to ten years 
34 
(50.7) 
32 
(47.8) 
1 
(1.5) 
67 
(100) 
Above ten years 
88 
(57.8) 
62 
(40.8) 
2 
(1.3) 
152 
(100) 
Total 
198 
(57.7) 
136 
(39.7) 
9 
(2.6) 
343 
(100) 
-Figures in the parenthesis are the percentage 
-Here, chi-square test can not be applied 
(iv) Comparison o f willingness to help aspects of supervisory staff (V54D)' with 
'period of banking experience (VI1)' 
The responses are tabulated (Table-7.92) and analysed. Like previous analysis, 
here also X^ test is not applied since certain cells are below minimum frequency. 
However from the Table-7.92, it is observed that majority of respondents (54.8%) 
express their feelings as 'excellent'. On further comparison of the responses of 
old and new customers, it is seen that there is not much of difference (56.6 and 
57.3% respectively). This implies that, there is no significant difference between 
past and present supervisory staff members on the issue of 'willing to listen to 
customers needs'. 
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TABLE-7.92: willingness to help aspect of 
(N=343) 
'willingness to 
help' aspect of 
supervisory 
staff 
Excellent 
Good 
Poor 
Total 
supervisory staff 
Period of banking experience 
Upto five years 
71 
(57.3) 
47 
(37.9) 
6 
(4.8) 
124 
(100) 
Five to ten years 
31 
(46.3) 
36 
(53.7) 
67 
(100) 
Above ten years 
86 
(56.6) 
59 
(38.8) 
7 
(4.6) 
152 
(100) 
Total 
188 
(54.8) 
142 
(41.4) 
13 
(3.8) 
343 
(100) 
-Figures in the parenthesis are the percentage 
-Here, chi-square test can not be applied. 
(v)Comparison of 'prompt service aspect of supervisory staff (V54E)' wdth 
'period of banking experience (Vll) 
The responses are tabulated (Table-7.93), analysed and X^ test is applied to test 
the sample. The X^ value comes to 2.21 which is not significant at 0.05 levels. 
Hence, there is no significant difference in the perception among the three 
categories of customers regarding the 'prompt service' by supervisory staff 
TABLE 7.93: Prompt service by supervisory staff 
(N=343) 
'prompt 
service' 
aspect of 
officers 
Excellent 
Good 
Poor 
Total 
Period of banking experience 
Upto five years 
49 
(39.5) 
64 
(51.6) 
11 
(8.9) 
124 
(100) 
Five to ten 
years 
23 
(34.3) 
39 
(58.2) 
5 
(7.5) 
67 
(100) 
Above ten 
years 
48 
(31.5) 
89 
(58.6) 
15 
(9.9) 
152 
(100) 
Total 
120 
(35.0) 
192 
(56.0) 
31 
(9.0) 
343 
(100) 
-Here, chi-square =2.21. not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
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(vi) Comparison of 'approachability aspect of clerks (V54 I) with 'period of 
banking experience (VI1)' 
The responses are tabulated and analysed (Table-7.94). Here X^ test is not 
applied since certain cells are below minimum frequency. However it is observed 
that majority of respondents (56.6%) express their feelings as 'excellent'. On 
further comparison of the views of old and new customers, it is seen that there is a 
wide difference (51.3 and 61.3 % respectively). This implies that, contrary to the 
past, the present clerical staff members are more approachable to customers' 
needs. 
TABLE 7.94 Approachability aspects of clerks. 
(N=343) 
'Approachability' 
aspect of clerks 
Excellent 
Good 
Poor 
Total 
Perioc 
Upto five 
years 
76 
(61.3) 
31 
(25.0) 
17 
(13.7) 
124 
(100) 
of banking experience 
Five to ten 
years 
40 
(59.7) 
24 
(35.8) 
3 
(4.5) 
67 
(100) 
Above ten 
years 
78 
(51.3) 
61 
(40.1) 
13 
(8.6) 
152 
(100) 
Total 
194 
(56.6) 
116 
(33.8) 
33 
(9.6) 
343 
(100) 
-Figures in the parenthesis are the percentage 
(vii)Comparison of 'understanding of customers' needs aspect of clerks (V54 II)' 
with 'period of banking experience (VI1)' 
The responses were tabulated and analysed (Table-7.95) and X^ test was applied 
to test the sample. The X value comes to 5.91 which is not significant at 0.05 
levels. Hence, there is no significant difference in the perception among the three 
267 
categories of customers regarding the "understanding customer-needs' aspect of 
clerks 
TABLE 7.95: Understanding customer-needs' aspect of clerks of clerks 
(N=343) 
'Understanding 
customers' 
needs' aspect of 
clerks 
Excellent 
Good 
Poor 
Total 
Perio( 
Upto five 
years 
78 
(62.9) 
31 
(25.0) 
15 
(12.1) 
124 
(100) 
of banking experience 
Five to ten 
years 
42 
(62.7) 
20 
(29.9) 
5 
(7.5) 
67 
(100) 
Above ten 
years 
80 
(52.6) 
57 
(37.5) 
15 
(9.9) 
152 
(100) 
Total 
200 
(58.3) 
108 
(31.5) 
35 
(10.2) 
343 
(100) 
-Here, chi-square =5.91, not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(viii)Comparison of 'willingness to listen aspect of clerks (V54 III)' with 'period 
of banking experience (VI1)':-
The responses are tabulated and analysed and X^ test is applied to test the sample 
(Table-7.96). The X^ value comes to 6.01, which is not significant at 0.05 level. 
Hence, there is no significant difference in the perception among the three 
categories of customers regarding the 'willingness to listen' aspect of clerks 
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TABLE 7.96: 'Willingness to listen' aspect of clerks 
(N=343) 
'Willingness to 
listen' aspect 
of clerks 
Excellent 
Good 
Poor 
Total 
Period of banking experience 
Upto five years 
66 
(53.2) 
45 
(36.3) 
13 
(10.5) 
124 
(100) 
Five to ten years 
31 
(46.3) 
28 
(41.8) 
8 
(11.9) 
67 
(100) 
Above ten years 
64 
(42.1) 
59 
(38.8) 
29 
(19.1) 
152 
(100) 
Total 
161 
(46.9) 
132 
(38.5) 
50 
(14.6) 
343 
(100) 
-Here, chi-square =6.01; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
(ix)Comparison o f willingness to help aspects of clerks (V54D)' with 'period of 
banking experience (Vll) ':-
The responses are tabulated (Table-7.97) and analysed and X^ test is applied to 
test the sample. The X^ value comes to 6.27, which is not significant at 0.05 
levels. Hence, there is no significant difference in the perception among the three 
categories of customers regarding the 'willingness to help' aspect of clerks 
TABLE 7.97: 'Willingness to help' aspect of clerks 
(N=343) 
'willingness to 
help' aspect of 
clerks 
Excellent 
Good 
Poor 
Total 
Period of banking experience 
Upto five years 
56 
(45.2) 
52 
(41.9) 
16 
(12.9) 
124 
(100) 
Five to ten years 
35 
(52.2) 
22 
(32.9) 
10 
(14.9) 
67 
(100) 
Above ten years 
59 
(38.8) 
60 
(39.5) 
33 
(21.7) 
152 
(100) 
Total 
150 
(43.7) 
134 
(39.1) 
59 
(17.2) 
343 
(100) 
-Here, chi-square =6.27; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
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(ix)Comparison of'prompt service aspect of clerks (V54 V)' with 'period of 
banking experience (VI1)':-
The responses are tabulated and analysed and X^ test is applied to test the sample 
(Table-7.98). The X^ value comes to 6.49, which is not significant at 0.05 levels. 
Hence, there is no significant difference in the perception among the three 
categories of customers regarding the "prompt service' aspect of clerks 
TABLE 7.98: 'Prompt service' aspect of clerks 
(N=343) 
'Prompt 
service' 
aspect of 
clerks 
Excellent 
Good 
Poor 
Total 
Period 
Upto five years 
46 
(37.1) 
54 
(43.5) 
24 
(19.4) 
124 
(100) 
of banking experience 
Five to ten 
years 
27 
(40.3) 
24 
(35.8) 
16 
(23.9) 
67 
(100) 
Above ten 
years 
54 
(35.5) 
50 
(32.9) 
48 
(31.6) 
152 
(100) 
Total 
127 
(37.0) 
128 
(37.3) 
88 
(25.7) 
343 
(100) 
-Here, chi-square =6.49; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
Comparison of perception of respondents on 'overall customer satisfaction' 
(V55) with 'period of banking experience (VI1): 
The responses analysed and X^ test was applied to test the sample (Table-7.99). 
The X^ value comes to 7.75 which is not significant at 0.05 level. Hence, there is 
no significant difference in the perception among the three categories of 
customers regarding the 'overall customer satisfaction' in bank(s). 
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Overall 
customer 
satisfaction 
Excellent 
Good 
Poor 
Total 
TABLE 7.99: Overall customer satisfaction 
(N=343) 
Period 
Upto five years 
19 
(15.3) 
63 
(50.8) 
37 
(29.9) 
5 
(4.0) 
124 
(100) 
of banking experience 
Five to ten 
years 
17 
(25.4) 
25 
(37.3) 
20 
(29.8) 
5 
(7.5) 
67 
(100) 
Above ten 
years 
33 
(21.7) 
78 
(51.3) 
33 
(21.7) 
8 
(5.3) 
152 
(100) 
Total 
69 
(20.1) 
166 
(48.4) 
90 
(26.2) 
18 
(5.3) 
343 
(100) 
-Here, chi-square =7.75; Not significant at 0.05 level 
-Figures in the parenthesis are the percentage 
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CHAPTER VIII 
FINDINGS, CONCLUSIONS AND 
RECOMENDATIONS 
FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 
INTRODUCTION 
The present study investigates the contribution of bank staff, top management of 
banks. Reserve Bank of India, Ministry of Finance, Government of India and 
customers themselves towards increasing customer satisfaction level in major 
banks with special reference to Uttaranchal state. 
Seventy-two branches of ten major banks in Uttaranchal state are chosen for this 
study. Three hundred fifty staff members (72 branch managers, 131 officers and 
147 clerks) and 343 customers attached to these branches are surveyed for this 
purpose. 
To achieve the purpose of the study, following procedures are applied: 
i. Need ofthe study was established. 
ii. Related literature was studied 
iii. Tools were developed and administered for data collection. 
iv. Data was analyzed. 
V. After the analysis of data, the interpretation ofthe data was obtained. 
vi. On the basis of interpretation, some findings were obtained which are 
elaborated in the present chapter. 
The ultimate purpose of research is to draw out valid conclusions, which can be 
generalized within limits to other situations and to other sections ofthe population 
other than the one studied. Such generalizations must not be hasty and far-fetched 
and must be comparable with limitations ofthe research design. 
The extent to which the findings of study can be generalized depends upon 
several important factors such as: 
i. The size and nature of the sample studied, 
ii. The extent to which the control of variables is secured, 
iii. The nature of the data gathering tools 
iv. The types of statistical analysis used. 
The present sample is not very small but then, neither too -neither large nor very 
Therefore, conclusions have to be drawn cautiously and safeguards must be taken 
against faulty generalizations. 
The present chapter, as the title indicates, has been classified into three main 
parts, viz. findings, conclusions and recommendations. The results have been 
consolidated and presented under the first part, 'Findings of the study'. The 
possible conclusions relating to hypothesis to the study have been presented under 
the second part, 'Conclusions'. The conclusions are presented concisely and are 
related directly to the hypotheses that were tested. This has helped the 
investigator to armounce whether the findings of the study accept or reject the 
hypotheses. Thus the conclusion will provide answer to the questions raised and 
will help in suggesting modification in the existing theory. Certain significant 
theoretical as well as practical implications of the results and suggestions for 
improving customer satisfaction level as well as for further study; have been 
drawn and presented under the third part: 'Recommendations'. 
FINDINGS OF THE STUDY 
The findings of the study are based on the analysis and interpretation of the data 
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collected from customers, staff members and top management of banks. The 
various determinants of customer service, as suggested by the senior executives 
of banks through interview schedule are top managements, branch managers, 
officers, clerks and customers themselves. The financial experts and the 
researcher himself in the capacity of senior banker opined that these five are the 
main determinants of customer-service effectiveness. 
Perception of staff members of banks 
1. The combination of 'Savings bank. Current account and Term deposit' 
constitutes the most sought after deposit portfolio of branches. 
2. Collection of bills (including cheques, drafts etc) is the most preferred 
'Services' business at branches; next being 'Lockers' and then 
'remittances". 
3. Term loan is the most preferred 'Loans and advances' at branches; next is 
'Home loan' and then 'Overdraft facilities'. 
4. The main reason for a customer opting a branch is 'speedy disposal', i.e. 
prompt handling of the matter. The other important reasons are 'staff 
cooperation, and then 'proximity' i.e. nearness of the branch from the 
customer's place. 
5. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about conducting staff 
meeting regularly. 
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6. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about implementing the 
suggestions given in the staff meeting. 
7. Fairly a good percentage of staff members (37.7 %) say that, staff 
meetings are not held in branches regularly. The main reason stated by the 
respondent staff for not having 'staff meeting' is 'non-availability of time 
(53%)'. Other reasons are 'manager does not convene the meeting (23.5%) 
and 'staff not interested (23.5%). 
8. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about conducting customers 
meeting regularly. 
9. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about implementing the 
suggestions given in the customers' meeting. 
10. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about the necessity of 
marketing of products and services to improve customer service. 
11. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about the linkage between 
customer satisfaction and business parameters of the branch. 
12. There is significant difference in the opinion among three categories of 
staff (branch managers, officers and clerks) about overall customer 
satisfaction at branch level. 
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13. There is significant difference in the opinion between branch managers 
and clerks about top management's concern for improving customer 
satisfaction at branches. 
14. None of the five important Goipuria committee recommendations (such 
as; Time norms, dishonored instruments, complaint box and register, 
compensation for delayed collection and exchange of soiled and mutilated 
notes) are being complied perfectly. 
Customers' perception 
1. 'Savings bank' is the most sought after 'deposit' portfolio in branches. Next 
important portfolio is the combination of 'savings bank account and term 
deposits.' Following these is the 'current account. 
2. 'Collection of bills' (including cheques, drafts etc) is the most preferred 
'Services' business at branches; next being 'ATM/ABB' and then 'Lockers' 
and then 'remittances". 
3. Home loan is the most preferred advances portfolio in branches. Next is the 
term loan and then 'auto loan'. 
4. 'Friends' are the main source of introduction of bank accounts and next are 
'staff members'. 
5. 'Savings' is the main reason for opening accounts, next is 'to avail loans and 
other facility'. 
6. There is no significant difference of opinion among the three categories of 
customer (depending upon the period of banking experience) regarding their 
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experience at the time of opening of accounts including availability of 
accounting opening forms etc. In other words, with banking becoming hi-tech, 
there is no improvement in formalities of the basic banking function i.e. 
opening of account. 
7. In contrary to the past, at present the customers are promptly receiving the 
"renewal notice' for renewing the matured deposits. 
8. Only 37 percentages of deposit customers say that their deposits are renewed 
automatically, without reminding or requesting the bank. In other words, still 
majority of customers (63%) do not get this service from banks. 
9. Only 37 percentages of deposit customers say that the overall satisfaction in 
respect of deposits accounts is 'excellent'. In other words, majority of 
depositors do not feel that the service is 'excellent'. 
10. Majority of customers (52.8%) say that they are able to know about various 
'services' (non financial products) of banks, through bank staff only. 
However, there is significant difference of opinion among the three categories 
of customers (depending upon the period of banking experience) on this. 
Contrary to the past, at present less percentage of customers get information 
from 'staff. It means, still 'staff members of banks' act as a major source of 
conveying various types of 'services' available in banks. This is a very 
positive aspect in favour of bank and probably this is the main reason for 
banks particularly public sector banks in India not being very much aggressive 
in advertisement for banking products and services. Yet another point worth 
mentioning here is that the customers feel that present staff set-up are less 
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helpful and less communicative than the earlier staff in rendering advice on 
various 'service' facilities available in banks. This is certainly not desirable 
and the attitude has to be improved. 
11. 'Speedy disposal' is the main reason for choosing any branch or bank. Next 
important reason is 'proximity'. 
12. Only 36 percentages of customers availing various 'service' facilities say that 
the overall satisfaction in respect of 'services' is 'excellent'. In other words, 
majority of customer (64 %) availing 'service' facilities from banks are 
dissatisfied. 
13. Majority of customers (50.7%) say that they are able to know about various 
'loans and advances' (financial products) of banks, through bank staff. Next 
important source is 'existing customers'. 
14. Customers choose a branch for loan purpose mainly because of 'existing 
connection'. Next important reason is 'easy formalities'. 
15. Majority of customers (69.0 %) say their loans are processed with 'slight 
delay' and 'much delay'. 
16. Seeking piece meal information is the main reason for delay in sanction of 
loans. 
17. Only 36.2 percentages of respondent customers are able to avail all banking 
facilities in the 'single counter'. This implies that, with all technological 
upgradation in banking such as TBA and CBS; still customers are going to 
different counters for different jobs, as was requires in past. 
18. Only 23 percentages of customers avail ABB and ATM facility in banks. 
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19. Regarding effect of computerisation on customer service, 41.6 percentages of 
respondent-customers say 'excellent'. 
20. Majority of respondents (50.1%) says that upkeep and ambience of branch 
premises is 'good'. 
21. Fifty-one percentages of customers says they are aware of the periodic 
customer- meetings. Of them only 21.6 percentage customers attend such 
meetings and only 19.9 percentages of customers (attending the meeting) say 
that their suggestions are implemented fully. 
22. Majority of customers say that they get loan less than their requirement. 
23. Majority of customers say that rate of interest on loans are high and more than 
their expectations. 
24. Nearly eighty percentages (79;9%) of respondents say that procedure for 
availing loan is 'time consuming' and 'cumbersome'. 
25. Majority of the respondent (58.8%) say that they are willing to avail the next 
loans from the same bank. 
26. Those wish to shift to other bank (for availing loans) say that the reasons for 
such decisions are 'better terms & conditions, and interest rates'. 
27. Sixty-two percentages of respondents rate the overall satisfaction regarding 
'loans' portfolio in banks as 'poor'. 
28. Major causes of dissatisfaction regarding loan matters in banks are 'undue 
delay' (68.4%) and 'cumbersome formalities (77.8%). 
279 
Perceptions of top management of banks 
As detailed in earlier chapter, the researcher used open-ended and structured 
interview schedule to get the responses from top management of various banks. For 
this the researcher randomly selected fifty top executives from the ten banks, taken 
for this study. The executives comprise of chairman and managing director, executive 
director, general manager, deputy general manager and assistant general managers. 
The jist of the interview with the top executives of banks are furnished below: 
Banks give maximum importance for best customer service. Infact the objective is to 
achieve customer loyalty and customer commitment. 
Banks are making huge investment in technology with the main aim of rendering 
hassle free and prompt customer service. 
For handling of customers grievances; all banks have exclusive department at 
corporate office level, headed by a General Manager, who functions in direct 
coordination with CMD and ED. 
A customer can send complaint even by e-mail to CMD, MD, ED. Not only they will 
send acknowledgement immediately, but also will take all possible steps to sort out 
the complaint/ grievances within the time frame. 
Customer education: through letters, posters, citizen charter, customer meet and 
periodic meetings at branch and higher office level. 
Quarterly customer meet is mandatory now at branches. During the visits to 
branches, executives from bank, RBI and NABARD, are required to meet customers 
at the branch and sort out problems if any, then and there. 
280 
Even officials fi-om Finance Ministry and Parliamentary committee also visit 
branches and meet customers to redress their grievances. 
Expectations of customers are sky-high. There is unprecedented competition among 
banks (PSB, private and foreign banks) to attract and retain customers. The level of 
service must exceed the expectations; then only customers will 'stay' and may help 
banks to get new customers and new business connections. 
Banks do give thrust on 'satisfaction' of internal customers i.e. employees of all 
cadres. Banks take all steps to motivate staff members by giving proper placements, 
incentives, training and retraining etc. 
Banks give more emphasis to product development and marketing of products and 
services to attract and retain customers. Presently banks have host of new products 
such as bancassurance, mutual fiand, gold etc. 
Unions and associations in banking sector do have a very positive role in influencing/ 
convincing staff members to realize extending exemplary service to customers. Bank 
managements are taking all steps to involve trade unions to take a proactive role in 
motivating the staff members for imparting best customer service. 
CONCLUSIONS: ANALYSIS OF HYPOTHESESThe present study was 
undertaken to find out different variables responsible for improving customer 
satisfaction level in banks. The data was analyzed; and interpretation led to the 
findings. The discussion reveals the following findings, which are answer to the 
Hypotheses, which were formulated before the study was undertaken. 
Hypothesis-I 
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HQI: There is no significant difference in opinion among three categories of staff 
(branch manager, officer and clerk) regarding the necessity of marketing of 
banking products and services for improving customer satisfaction level in banks. 
Hil : There exists significant difference in opinion among three categories of 
staff (branch manager, officer and clerk) regarding the necessity of marketing of 
banking products and services for improving customer satisfaction level in bank. 
The responses of the three categories of staff (branch managers, officers and 
clerks) were tabulated and x^  test was applied. Chi-square value comes to 9.70, 
which is significant at 0.5 levels. This means, all categories of staff differ 
significantly on the issue that, marketing of banking products and services are 
absolutely necessary at branches in order to keep the customers happy and 
satisfied. 
It is further observed that; in all the three categories of staff, fairly large 
percentage (more than 80%) opines that marketing of product and services is 
necessary to improve customer service and customer satisfaction level. However, 
among the three categories, branch managers exhibit the highest percentage (94.4 
%), while the percentage of officers and clerks are 89.3 percentages and 80.3 
percentages respectively. The reason for this significant difference could be as 
follows. 
Marketing concept is not very old in banking scenario. The top managements of 
banks are very keen to implement this concept so as to reap the benefits of higher 
customer satisfaction level, which will culminate in improving the bottom line of 
banks. In this era of stiff competition among banks especially with private sector 
282 
banks and foreign banks; the public sector banks especially are very much 
concerned and they have accepted marketing as an important tool in improving 
customer service vis-a-vis customer satisfaction at branches. Both the 
phenomenon (Marketing and customer service) are interlinked and dependent on 
each other. Probably, this concept has not been fully understood and accepted by 
banks (particularly the PSBs). This is the biggest problem, facing the banks at 
present. 
Singhvi (1999) agrees that only marketing oriented banks can achieve success in 
satisfying customers. Similarly, Ramachandran (2002) found that keeping existing 
customer happy and satisfied, in turn brings in new customers and becomes easier 
to market the products. Arora and Malhotra (2000) suggest that comprehensive 
marketing strategies to be formulated to lure customers. Bhatt (1997) says the 
ultimate aim of a marketing oriented bank should be to provide total satisfaction 
to its customers. Sen (2006) discusses the importance of'marketing' for satisfying 
consumers. Jabeen and Mishra (2005) also emphasize regarding adopting new 
ways of gaining markets and customer loyalty. Yadav and Sharma (2005) 
emphasize the need and importance of TQM to satisfy the customers. Narayanan 
(2000) says that marketing is the conversion of potential customer to real 
customers. Muneer (2005) analyses the relevance of database marketing for 
improving customer service. Mohanty (2005) pinpoints on segmenting customer 
profile for effective marketing. Contrary to the literature studied above, the 
researcher finds from the analysis of the above hypothesis that the three categories 
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of staff (branch managers, officer and clerks) differ significantly on the issue of 
necessity of marketing for better customer service'. 
Here, Null Hypothesis is not proved and therefore rejected. 
Alternate Hypothesis is proved and therefore accepted. 
Hypothesis-II 
Ho2: There is no significant difference in opinion among three categories of 
staff (branch manager, officer and clerk) that customer service has direct 
relations to business growth at branches. 
Hi2: There exists significant difference in opinion among three categories of 
staff (branch manager, officer and clerk) that customer service has direct 
relations to business growth at branches 
The responses of the three categories of staff (branch managers, officers and 
clerks) were analyzed and chi-square test was applied. Chi-square value comes to 
23.17, which is significant at 0.01 levels. This means, all the three categories of 
staff differ significantly in their opinion that 'customer service has direct relations 
to business growth at branches'. The reason for this could be like this. The 
parameters such as business growth, profitability, recovering non-performing 
assets are usually the focused concern of the branch managers and it is not so with 
officers or clerks. Probably this is the reason, why they differ 'significantly' in 
their opinion. 
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From study of various literatures, the researcher observes the followings: 
According to Gopinath (2007), the customer signifies the single purpose of 
business. "We are what we are today because of our customers and nothing else. 
Listen to him carefully and constantly to serve him better and you will see profits 
growing. This is the only viable business model that I know of. Venu Srinivsan 
(2005) says, "Fifty years after Peter Ducker expounded it people have begun to 
accept the precept that the fundamental reason for existence of a business is to 
create a satisfied customer. Says Swain (2006) that a satisfied customer is a brand 
ambassador of bank and obviously is the biggest source of business growth. In 
short, all the authors quoted above, agree that customer service leads to business 
growth. But, from the study, it is seen that there is no coherence of opinions 
among branch manager, officer and clerk on this issue. This implies that this is 
really the problem with banks, particularly PSBs. Staff, irrespective of cadres, are 
not convinced on this point and therefore they do not devote whole heartedly to 
ensure rendering exemplary service to customers. 
Her also. Null Hypothesis Ho2 is not proved and therefore rejected. 
Alternate Hypothesis Hi2 is proved and therefore accepted. 
Hypothesis-Ill 
Ho3: It is hypothesized that customers' satisfaction level in respect of various 
deposits products in banks is not excellent. 
Hi3: It is hypothesized that customers' satisfaction level in respect of various 
deposits products in banks is excelleni. 
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The respondent customers are asked for their overall 'satisfaction level' in respect 
of their various deposits accounts in banks. It is seen that only 128 customers 
(37.3%) rated their feelings as "excellent'. Remaining 62.7 percentages of 
respondent customers is not feeling 'excellent' regarding the affairs relating to 
deposit accounts in banks. 
Here the researcher has not come across any study relating to customer 
satisfaction on 'deposits' aspect of banks. But considering the importance and 
usual opinion regarding transacting various types of deposits in banks, hypothesis 
was formulated and customers were asked for their views. 
In this case. Null Hypothesis Ho3 is proved and therefore accepted. 
Alternate Hypothesis Hi3 is not proved and therefore rejected. 
Hypothesis-IV 
Ho4: It is hypothesized that customers' satisfaction level in respect of various 
loan products in banks is not excellent. 
H|4: It is hypothesized that customers' satisfaction level in respect of various 
loan products in banks is excellent. 
The respondent customers were asked to express their views on the loan accounts 
they have in banks. Their responses were tabulated and analysed. Out of 274 
customers, 31 customers (11.3%) rated their feelings as 'excellent', 72 customers 
(26.3%)) rated as 'good'; whereas, 171 customers (62.4%) rated their satisfaction 
level as 'poor'. 
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From study of various literatures, tlie researcher observes the followings: 
Highlighting on retail loans to customers, Nathan (2001) says 'retail is hot and 
happening. It is next sunshine industries next to software. Customer is truly the 
king". Focusing on retail credit portfolio, Bhasin (2006) says, "Bank may open 
retail marts at prominent locations, and be self sufficient to handle marketing, 
disbursal and post disbursal process relating to retail loans. Shenoy (2004) advises 
branches to educate customer and lend retail loans. In short, the authors have 
unanimously agreed the need for banks to give highest satisfaction to loan-
customers. But, present research finds that overall satisfaction on loan products 
from bank is not excellent. Hence, there is need for the bank to improve upon this 
aspect. 
Hence the Null Hypothesis Ho4 is proved and therefore accepted. 
Alternate Hypothesis Hi4 is not proved and therefore rejected. 
Hypothesis-V 
Ho5: It is hypothesized that customers are not highly satisfied (excellent) in 
respect of various 'services products' (non financial products) in banks. 
H|5: It is hypothesized that customers are highly satisfied (excellent) in 
respect of various 'services products' (non financial products) in banks. 
The respondents were asked for their overall 'satisfaction level' in respect of the 
various types of 'services' available in banks. Their responses were analysed. 
Only 36.1 percentages of customers rated their 'over all satisfaction' as 
"excellent'; majority of the respondents are not 'extremely satisfied'. Here, further 
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analysis was done to know if there is a significant difference of opinion among 
the three categories of customers (depending upon their period of banking 
experience) on this issue. The responses were tabulated and Chi-square test was 
applied. Chi-square value comes to 7.43, which is 'not significant' at 0.05 levels. 
From study of various literatures, the researcher observes the followings: 
Gopalkrishnan (2005) stresses the need for a world-class customer service. 
"Customers do not just want to be marketed to; they want to be well served." 
emphasizes Seybold (2005). Kumar (2002) focuses on TQM and rendering 
excellent service. Cusac (1999) advocates for outstanding customer care by 
companies. Kervin (1997) says that customer service is more than a trend; it is a 
way of life. From these studies, it is quite evident that all authors and researchers 
are of the same view that the 'service' to customers should be excellent. But in 
reality, it is observed from the sample respondents that the position is not so. 
Hence the Null Hypothesis Ho5 is proved and therefore accepted. 
Alternate Hypothesis Hi5 is not proved and therefore rejected. 
Hypothesis-VI 
Ho6: It is hypothesized that NRE customers are not highly satisfled 
(excellent) in respect of promptness of responses of branches 
Hi6: It is hypothesized that NRE customers are highly satisfied (excellent) in 
respect of promptness of responses of branches 
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From analysis of data, it is clearly seen that only 28.2 percentages of NRI 
customers are highly satisfied with the response of the branch; majority customers 
are expressed negative. 
The researcher has not come across any specific studies relating to feelings and 
comments of the NRI customers. But from the experience of the researcher and 
from other sources such as RBI, Finance ministry etc, there is abundant thrust for 
giving exemplary service to NRI customers. It was quite interesting to observe the 
findings, which is contrary to the literatures studied. 
As stated above. Null Hypothesis Ho6 is proved and therefore accepted. 
Alternate Hypothesis Hi6 is not proved and therefore rejected. 
Hypothesis-VII 
Ho7: It is hypothesized that level of customer service after computerizations 
is not excellent. 
Hi7: It is hypothesized that level of customer service after computerizations 
is excellent. 
It is worthwhile to mention here that, the respondent customers were asked 
regarding 'the level of computerization' and more than 91 percentages of them 
opined that their branches are computerized (TabIe-7.69). But when they were 
asked to express their opinion regarding the 'effect of computerization', only 41.6 
percentages of respondent customers give their opinion as 'excellent'. Nearly 
twenty percentages of respondents feel 'either no difference' or 'manual operation 
was better'. It is quite interesting to mention the views of staff members of banks. 
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on this issue. From Table-7.9 it is observed that only 45.7 percentage of staff 
members say the effect after computerization is excellent. More over, there is 
significant difference in opinion exist among three categories of staff (branch 
manager, officer and clerk) on this matter. All these cited above signifies that 
even if banks computerized most of their branches; the customers are not getting 
'desired' level of benefit out of this. 
From various literatures reviewed for this purpose, it is observed as follows: 
Kopp (2005) suggests that technology plays a role with other drivers of customer 
satisfaction, such as quality of service and product innovation." But when it 
comes to speed of sers'ice and the attitude of the people who deliver that service, 
banks should improve their personal touch". Verma (2004) says 'PSBs are going 
whole hog for implementing core banking solution (CBS) but what is needed is 
'better delivery channel' (i.e. human resources rendering effective customer 
service. Similar points are also pointed out by Narayanan (2004) "Technology is 
taking banking closure to customers, but it is also making the bank less human". 
Rao (2003) hopes adoption of technology will help banks to become more 
responsible to the customers' needs. Subramaniam (1997) says all banks are 
investing heavily on technology and trying to offer superior service. Gupta (1997) 
also advocates for banks adopting latest technology and offer new products 
competitively priced. 
From the above it is quite evident that all the authors have supported banks to 
adopt computerization in a big way and also to effectively utilize it for the 
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satisfaction of customers. But what revealed from the findings is that customers 
are not properly benefited in this process. 
Hence the Null Hypothesis Ho7 is proved and therefore accepted. 
Alternate Hypothesis Hi? is not proved and therefore rejected. 
Hypothesis-VIII 
Ho8: It is hypothesized that customers are not able to get ail types banking 
facilities at a ''single counter". 
Hr8: It is hypothesized that customers are able to get all types banking 
facilities at a "single counter. 
As a measure of rendering best customer service, banks are expected to provide 
all types of facilities, such as savings bank, current account, fixed deposit, 
remittances etc. to every customer through a 'single counter' instead of number 
of counters for each type of services. More so, with computerisation and net 
working of various functions at branch level; it is much easier and also mandatory 
to provide such facilities to customers. Majority of the respondents (63.8%) 
replied negative (Table-7.71); they do not get services at 'single counter'. 
Further analysis is made by comparing these data 'Opinion of respondents 
regarding availing all services at a single counter' with other variable 'Period of 
banking experience' and interpreted as follows. Chi-square test is applied and it is 
found that there is no significant difference in the opinion of three categories of 
customers regarding their perception on 'single counter'. In other words, in past, 
banks were not rendering this facility may be because of 'manual operation of 
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accounts'. But surprisingly, and even today with mucli technological 
advancement of all banking functions, the same situation prevails; customers do 
not get 'single counter' facilities. 
The need for rendering service at one point, particularly in a CBS environment, 
has been pointed out by various authors in the literature studied for this research 
purpose. Gosnev (2001) opines that the technology 'should always remain 
transparent and user friendly' to customers. Gupta (2002) emphasizes that 
'despite technology aided product and service', what is pertinent is that 'better 
and quicker customer service would make the difference between the winners and 
losers'. Better and quicker service can only be possible and feasible in 'single 
window' concept. More specifically, Ramachandran (2002) says that the present 
day customer is becoming more and more demanding. He wants all the services 
under one roof and expects to save time while doing business and wants 
transactions to be as simplified as possible'. This is possible only with 'single 
window' environment. 
From the above it is clearly evident that even though banks are expected to 
implement 'single window' facility for the benefit of customers; but there are 
huge deficiencies in implementing this. 
Hence the Null Hypothesis Ho8 is proved and therefore accepted. 
Alternate Hypothesis Hi8 is not proved and therefore rejected. 
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Hypothesis-IX 
Ho9: It is hypothesized that level of customer satisfaction in ATM/ABB 
facilities is not excellent'. 
Hi9: It is hypothesized that level of customer satisfaction in ATM/ABB 
facilities is excellent'. 
From the Table-7.73, it is seen that 58.3 percentages of respondents are using 
ATM/ABB facilities. However, among those who are using this facility (Table 
7.74), only 23 percentages of respondents say the facilities are excellent and 77 
percentages of respondents deny. 
In this aspect many authors' views have been studied for this research. Shenoy 
(2004) advises 'to improve efficiency' and move customers to 'automated 
channels', such as 'ATM and online banking, Rana and Ram (1997) elaborates 
that the 'biggest draw for the average consumer, of course, is the ATM. Though 
most private Indian banks have these machines at their branches, some have also 
started opening off-site ATMS". Taylor (2006) conducted retail-banking survey 
among banks in California. According to him, over all in person branch 
transactions are conducted most frequently and next highest transactions are by 
ATM and online banking. Manoj and Sudeep (2005) advise that PSBs in order to 
catch the private banks and foreign banks should implement fully the advanced 
technology available to them. 
Hence, the Null hypothesis Ho9 that 'level of satisfaction in ATM/ABB facilities 
is not excellent' is accepted. 
Alternate Hypothesis Hi9 is not proved and therefore rejected. 
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Hypothesis-X 
HfllO: It is hypothesized that majority of customers do not take part in the 
customers meet organized by banks and their suggestions are never 
implemented fully. 
H|10: It is hypothesized that majority of customers take part in the 
customers meet organized by banks and their suggestions are implemented 
fully. 
Banks are supposed to conduct periodic 'customers meeting' at branches and 
implement fully the suggestions, discussions made in the said meetings in order to 
enhance the customer service. From the analysis of Table-7.79, 7.80, 7.81 and 
7.82, it is observed that majority of the respondent customers (50.1%) are 
unaware of such meetings being held in branches. Among those who are aware of 
such meetings, only 21.6 percentages attend the same regularly. Out of those, who 
attend the meting regularly; only 19.9 percentages of these customers opine that 
their suggestions are implemented 'fully'. This reveals utter failure of the purpose 
behind the concept of holding periodic customers meeting.. Further analysis is 
made by comparing these data 'Opinion of respondents regarding implementation 
of suggestions made in customers' meeting' with other variable 'period of 
banking experience' (Table-7.82) and Chi-square test is applied. It is found that 
there is no significant difference in the opinion of three categories of customers 
regarding their perception on level of implementation of suggestions made in 
customers' meeting'. This implies that, in spite continued thrust given by 
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controlling offices and RBI to successfully comply this aspect (customer meet), 
there is no improvement over a period of time. 
There are many literature surveyed by the researcher on this matter. Customer 
meet are not only the mandatory requirement for banks, also it acts as ascertaining 
views, expectations and likes & dislikes of customers. Brown (2000) focuses the 
need for such meet but his analysis is on different angle- customer dissatisfaction. 
According to him, 'dissatisfied customer is an indication of unfulfilled customer's 
needs. To be able to react to this, it is necessary to uncover what factors affect 
customer dissatisfaction'. Suggesting indirectly the need to have customer meet; 
Susan (2005) says, "Every time a customer complain, he is really telling you that 
he wants to continue to do business with you. Dealing with challenging customer 
situations is part of service provider's job". Stressing the benefit of meeting 
customers, Sandhu (1999) says that Ajim Premji of WIPRO spends about 30 
percent of his time with customers. . Tschohl (1997) says that American Express 
have a customer service task force, made up of key people from each division. 
The task force is a clearinghouse, where individuals meet to discuss problems of 
customers, relafing to their department. Batra (1997) clarifies the benefit of 
facing customers, "Have faith in the fact that 96 percent of the customers are very 
reasonable. Most customers will forgive you for your mistakes, when you accept 
those with sincerity." Focusing on the advantage of customer meet, Swain (2006) 
says, "Rectification of errors pointed out by a customer is the solution, not a 
problem". 
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From the above, it is very clear that customer-meet is not only mandatory but also 
beneficial. But, the preset survey reveals that banks are far behind to implement 
this. 
Hence the Null Hypothesis Ho 10 is proved and therefore accepted. 
Alternate Hypothesis H| 10 is not proved and therefore rejected. 
Hypothesis-XI 
Holl: It is hypothesized that the infrastructure facilities such as location, 
accessibility, parking facility and suitability of branch premises are not 
excellent 
Hil l : It is hypothesized that the infrastructure facilities such as location, 
accessibility, parking facility and suitability of branch premises are excellent. 
The responses was tabulated in Table-7.75 and interpreted. It is observed that 
majority of the respondent customers state that the branch premises are in good 
location (65.9%). Regarding 'accessibility' of branch premises, 87.2 percentages 
of respondents say the premises are easily accessible.83.1 percentages of 
customers say that there are no problems of security and parking space for 
vehicles. 
Similar point has been focused by Gupta (2002), "We have to keep our branches / 
offices with a presentable get-up commensurate with the requirements at different 
centers". 
Here, the Null Hypothesis HQI 1 is not proved and therefore rejected. 
Alternate Hypothesis Hill is proved and therefore accepted. 
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Hypothesis-XII 
Hol2: It is hypothesized that the upkeep and ambience of branch premises 
(V45) are not excellent. 
H|12: It is hypothesized that the upkeep and ambience of branch premises 
(V45) are excellent. 
From the Table-7.76, it is evident that only 26.9 percentages of respondents are of 
the view that the up keep and ambience of branch premises are excellent. In other 
words, majority of the respondent customers (73.1) are of the view that up keep 
and ambience of branch premises are not excellent. 
In the literatures reviewed by the researcher, he has not come across any specific 
studies made regarding this aspects even though, many authors have advocated 
good ambience of the premises in order to attract and retain customer. But this a 
very pertinent point, the researcher came across during the initial period of 
research. Especially in PSBs and more particularly in rural and semi urban 
branches; the upkeep and ambience of branch premises are invariably not good. 
Hence the Null Hypothesis Ho 12 is proved and therefore accepted. 
Alternate Hypothesis Hi 12 is proved and therefore rejected. 
Hypothesis-XIII 
Ho 13: It is hypothesized that availability of various amenities in the branch 
premises; like drinking water, resting chairs, writing table etc are not 
excellent. 
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H|13: It is hypothesized that availability of various amenities in the branch 
premises; like drinking water, resting chairs, writing table etc are excellent 
From the analysis in Table-7.83, and 7.84. it is observed as follows. 
Only 49.3 percentages of respondents say that the amenities available at branches 
are excellent. Thus, majority feels that the amenities available at branches are not 
excellent. Further analysis was made by comparing these data 'opinion on 
availability of amenities in branches (V 51)', with other variable 'period of 
banking experience (V 11)'. It is observed that there is no significant difference 
in the opinion of three categories of customers regarding availability of amenities 
for customers, in branch premises. This implies that in past as well as at present 
also, the amenities available to customers in branches are not up to expected level. 
Even though, there is no specific research or review material found by the 
researcher during the study; yet, many authors have advised for improvement of 
infrastructure to customers. Many a time it acts as an accelerating agent for 
satisfying customers. On the other hand, absence of these may end up in losing a 
customer. 
Here, the Null Hypothesis Ho 13 is proved and therefore accepted. 
Alternate Hypothesis Hj Bis not proved and therefore rejected. 
Hypothesis-XIV 
Hol4: There is no significant difference of opinion among the three 
categories of staff (branch managers, officers and clerks) regarding 
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conducting staff meetings at branches and implementing the suggestions 
made in the meeting. 
Hi 14: There is significant difference of opinion among the three categories of 
staff (branch managers, officers and clerks) regarding conducting staff 
meetings at branches and implementing the suggestions made in the meeting. 
The responses of staff members (branch managers, officers and clerks) are 
analyzed in Table-7.10 and 7.11; and Chi-square test is applied. Chi-square values 
(in both cases) are much above the accepted level. Hence it can be construed that 
that there is significant difference of opinion among the three categories of staff 
(branch managers, officers and clerks) regarding 'conducting staff meeting 
regularly' and also regarding 'implementing the suggestions given in the 
meeting'. The overall compliance level is also around 50%. This clearly shows 
that, banks have to improve much in this aspect. 
There is no specific study found in the literatures reviewed for this research. 
Talking on employee involvement Bhatia (2005) says, "Employee involvement 
within and between levels and functions becomes a way of life'. Adds Sanghwan 
(2005) "banking industry is primarily a labour intensive service sector; hence it 
will not be possible for the banks to sustain effectiveness unless human resources 
is given more importance". It is a well-known fact that at branch level, 'staff 
meeting' assumes probably the greatest mode of developing HR, as other matters 
relating to HR are dealt at higher offices. 
But, what observed here is that, banks don't give due weightage to this matter. 
Here, the Null Hypothesis Ho 14 is not proved and therefore rejected. 
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Alternate Hypothesis H| 14 is proved and therefore accepted. 
Hypothesis-XV 
HQIS: It is hypothesized that staff members are not the main source of 
imparting information to customers regarding various types of Moan' and 
'service' schemes available in banks. 
H|15: It is hypothesized that staff members are the main source of imparting 
information to customers regarding various types of 'loan' and 'service' 
schemes available in banks 
The responses are obtained in respect of different variables; 'awareness of loan 
schemes', 'awareness of 'service' schemes' and analysed in Table-7.30 and 
Table-7.49.In respect of both the variables, majority of the respondents opine that 
they know about the schemes from the branch staff members (52.8 and 50.7 
percentages respectively). This means, even with so much advancement in 
technology, advertisement, publicity etc; still customers continue to expect and 
depend on branch staff to appraise them regarding the various 'loan' and 'service' 
schemes available in banks. Probably this is a strong point in favour of banks 
particularly PSBs who still depend more on staff than technology in publicity and 
canvassing marketing of banking products. 
These have been substantiated from the review of literatures. Srinivasan (2005) 
says that employee engagement is always the key to customer engagement. 
Sanghwan (2005) says that human resources assume a very important role in 
banking industr>' for providing better services to customers. Ray (2003) deals the 
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subject from a totally different angle, "Staff members in the front line determine 
the fate of the branch. They come in direct contact with the customers, hi other 
words, good staff at front desks can act as advertising agent or publicity agent and 
in case of need can convince customers regarding any matter, be it loan, deposit 
or any other schemes. Sundarsan (2003) also emphasizes the importance of 
clerical cadre especially in a challenging situation where every customer wants to 
given best service. Gupta (2002) says, "We should be friend, philosopher and 
guide to the customer". 
From the above, it is quite evident that, the findings in this case are in line with 
the literature reviewed. 
Hence the Null Hypothesis Ho 15 is not proved and therefore rejected. 
Alternate Hypothesis Hi 15 is proved and therefore accepted. 
Hypothesis-XVI 
Hol6: It is hypothesized that overall customer satisfaction level in banks is 
not "excellent". 
H|16: It is hypothesized that overall customer satisfaction level in banks is 
"excellent". 
From the analysis made (Table-7.99), it is observed that only 20.1 percent of the 
respondents say that the overall customer satisfaction' is excellent. Majority of the 
respondent customers opine in negative. On further analyzing the matter, by 
comparing the opinion among the three categories of customers (depending on 
their period of experience), it is seen that there is no significant difference of 
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opinion. This implies, over the period, customer satisfaction in banks remained 
the same and is not 'excellent'. 
There are many literatures studied in this regard. Singhal (2007) advises 'all 
strategies to win the customer not with mere words but with service. Booker 
(2006) says," In order to be the banker of choice for its targeted customer base, a 
bank needs to keep the customer at the centre of every thing. Customer delight is 
arguably the most effective way to increase the customer retention ratio. 
Customer delight is more than mere customer satisfaction. A delighted customer 
is more likely to recommend a product or service to friends and associates. 
According to American customer satisfaction index, produced by the University 
of Michigan; the average customer satisfaction score for the banking industry is 
75, followed by postal service, with score being 73. Taylor and Pingiitore (2006) 
advise bankers to make strategies with a view to retain and attract customers. 
According to Gupta (2002), the present day customers expect that not only their 
needs to be served well, but also they are to be 'cared for' as never before. It 
requires keen listening and understanding of their needs and aspirations. Aurora 
and Malhotra (2000) say that the idea of customer satisfaction is gaining 
momentum and banks to formulate marketing strategies to lure customers. 
Shanmugham (2000) adds that, the bank that will be able to serve the customer 
beyond his expectation, will only survive. Kumar (1999) says that superior 
customer service is becoming great differentiator. Chari (1997) however regrets 
on the quality of customer service offered by our PSBs.He mentions as a rule, 
service has taken a "back-seat'. His observation is in line with the findings in this 
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research. From a different angle Silver (2006) analyses. For him, only the 
'enabling organizations' are able to generate satisfaction for their customers. The 
Robert Research Group (2002), involved in conducting customer satisfaction 
survey in ANZ bank; opine that providing superior level customer service is a 
must. 
Here, the Null Hypothesis Ho 16 is proved and therefore accepted. 
Alternate Hypothesis Hi 16 is not proved and therefore rejected. 
RECOMENDATIONS 
The educational research in improving customer service in banks is indispensable 
not only for the growth of business of banks or share holders' value but also is 
quite significant and of paramount importance for development of common 
people in particular and economy in general. 
The present research is an effort not only for improving the customers' 
satisfaction level in banks; it also attempts to find out other factors such as staff 
members job profile, motivational aspect, views, aspirations; and also the 
expectations of and from the top managements of banks in this regard. 
The present study has been confined to 72 branches (in rural, semi urban and 
urban centres) of 10 banks in 9 districts of Uttaranchal state. 
There are many other allied areas in which further research may be done. 
Some suggestive areas of research in this field are: -
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o The role of various 'interested groups' in motivating branch staff members in 
improving customer service.( such as unions, association etc). 
o Accelerating the contribution of various groups for improving customer 
satisfaction level. 
o Relative effectiveness of various 'interested groups' in improving customer 
satisfaction level. 
o Enhancing staff members' competence in meeting the growing expectations of 
customers. 
o Marketing as a tool for increasing customer satisfaction level. 
o Increasing the awareness of customers on various products and service in 
banks. 
o The case study of different types of banking products and services available in 
different banks. 
o Developing tools for measuring contribution of various groups in achieving 
increased customer satisfaction level. 
o The present study was undertaken for measuring customer satisfaction level in 
a few banks in Uttaranchal state. Similar studies can be taken up for other 
banks and other places. The present study was confined to five determinants 
namely customers, top management, branch managers, officers and clerks. A 
few other determinants like community, infrastructure and government etc can 
be included in the study. 
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The present study was undertaken to identify the determinants of customer 
service. It also aims at finding out the ways and means for improving the 
competence of these functionaries so that their respective contribution may be 
enhanced. The data collected was analyzed and interpretations led to the findings. 
The present study has revealed the state of affairs prevailing in different types of 
'services' and 'products' being extended through banks. The study has also found 
out the extent of contribution of various functionaries in these areas. It has further 
found how the competence of various functionaries such as branch managers, 
officers and clerks can be improved so that they can enhance their respective 
contribution towards achieving higher degree of customer satisfaction level. 
The message for the staff members is that they should be more professional in 
identifying the nature of customers' needs and expectations; and give them their 
best. The message for the Top management of banks as well as for the RBI and 
Govenmient is that they should focus more on devising customer friendly and 
customer centric products and ensure that the staff members are truly trained, 
motivated and properly placed to deliver exemplary customer service and surpass 
the expectations of customers. 
LIMITATION OF THE STUDY 
The present research has following limitations: 
Uttaranchal state has rural, semi urban and urban branches, but no metro 
branches. The study has taken care of proper representation of rural, semi urban 
and urban branches; hence the findings can well be extended to these category 
branches of the country. However in respect of 'metro' branches, majority of the 
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findings can be associated; but it may not be fully applicable to these centers. 
There is no 'foreign bank- branch' in Uttranchal. Hence the present study could 
not include various issues relating to these banks. The state is quite different from 
other states in many respects such as demography, social system, cultural milieu 
and economic conditions. The findings obtained here may not be fiiUy applicable 
elsewhere. 
-The sample size is another limitation. There are thirteen districts, 39 banks and 
1135 branches in the state of Uttaranchal but the present study is confined to 72 
branches of 10 banks in 7 districts of the state. As the sample banks have a major 
share of banking business in the state, the present study can be said to be fair 
representation of the whole state. For this study the sample size is 343 customers 
and 350 staff members fi"om 72 branches of 8 banks. This number is small 
compared to the population of the study that is the total bank branches of the state. 
Hence, the conclusion drawn in this study may not be generalized fiilly and shall 
be applicable to the entire population. 
-The samples selected in this study are non-probability sampling. As such, non-
probability sampling cannot be fiilly relied upon. 
Though the researcher himself is a professional banker, having many advantages 
however, this in itself is a limitation personal biases might have crept into the 
study. 
-There are always constraints of time and financial resources. These limitations 
might have affected the nature and quality of the findings. 
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DIRECTIONS FOR FUTURE RESEARCH 
The empirical research in improving customer service in banks is indispensable 
not only for the growth of business of banks or share holders' value but also is 
quite significant and of paramount importance for helping common people in 
particular and economy in general. 
The present research is an effort not only for studying the factors responsible for 
improving the customers' satisfaction level in banks; it also attempts to find out 
other factors such as staff members job profile, motivational aspect, views, 
aspirations; and also the expectations of and from the top managements of banks 
in this regard. 
There exists vaist scope for further study in this field. 
The present study pertains to Uttaranchal state only and that too, on a small 
sample, however, there remains scope for study in following respect; 
-Study can be made on a larger sample of customers and bank staff. 
- An all India survey would provide substantive results. 
- A study bank-wise can also be considered an option. 
Similcirly, study on specific customer segments and specific product also 
opens an opportunity for research. 
- A study can also help if it is done state-wise. 
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ANNEXURES 
ANNEXURE-1 
SALIENT FEATURES OF BANKING OMBUDSMAN SCHEME 2006 
The Banking Ombudsman Scheme, 2006 enables resolution of complaints of bank 
customers relating to certain services rendered by banks. It has been formulated by the 
Reserve Bank of hidia to provide an expeditious grievance redressal mechanism. It 
provides for an institutional and legal framework for resolution of complaints relating to 
banking services and other matters as specified under the Scheme. The Scheme has been 
brought into force by way of direction issued by the Reserve Bank in terms of Section 
35A of the Banking Regulation Act, 1949. The Reserve Bank will also appoint its serving 
senior officials as the Banking Ombudsman and will also fully fund it for better 
effectiveness. The Scheme has come into force from January 1, 2006. 
The Banking Ombudsman is a quasi judicial authority. It has power to summon both the 
parties - bank and its customer, to facilitate resolution of complaint through mediation. 
Fifteen Banking Ombudsmen have been appointed sofar with their offices located mostly 
in the state capitals. All Scheduled Commercial Banks, Regional Rural Banks and 
Scheduled Primary Co-operative Banks are covered under the Scheme. 
The extent and scope of the new Schem.e is wider than the earlier Scheme of 2002. The 
new scheme also provides for online submission of complaints. The new sheme 
additionally provides for the institution of an 'appellate authority" for providing scope for 
appeal against an award passed by the Ombudsman both by the bank as well as the 
complainant. 
Grounds for complaints 
The Banking Ombudsman can receive and consider any complaint relating to the 
following deficiency in banking services: 
-Non-payment of inordinate delay in the payment or collection of cheques, drafts, bills 
etc. 
-Non-acceptance, without sufficient cause, of small denomination notes tendered for any 
purpose, and for charging of commission for this service; 
-Non-acceptance, without sufficient cause, of coins tendered and for charging of 
commission for this service; 
-Non-payment or delay in payment of inward remittances; 
-Failure to issue or delay in issue, of drafts, pay-orders or bankers cheques; 
-Non-adherence to prescribed working hours; 
-Failure to honour guarantee for letter of credit commitments; 
-Failure to provide or delay in providing a banking facility (other than loans and 
advances) promised in writing by a bank or its direct selling agents; 
-Delays, non-credit of proceeds to parties' account, non-payment of deposit or non-
observance of the Reserve Bank directives, if any, applicable to rate of interest on 
deposits in any savings, current or other account maintained with a bank. 
-Delays in receipt of export proceeds, handling of export bills, collection of bills etc. for 
exporters provided the said complaints pertain to the bank's operations in India; 
-Refusal to open deposit accounts without any valid reason for refusal; 
-Levying of charges without adequate prior notice to the customer; 
-Non-adherence by the bank or its subsidiaries to the instructions of Reserve Bank on 
ATM/Debit Card operations or Credit Card operations; 
-Non-disbursement or delay in disbursement of pension to the extent the grievance can be 
attributed to the action on the part of the bank concerned, (but not with regard to its 
employees). 
-Refusal to accept or delay in accepting payment towards taxes, as required by Reser\'e 
Bank/Government. 
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-Refusal to issue or delay in issuing, or failure to service or delay in servicing or 
redemption of Government securities; 
-Forced closure of deposit accounts without due notice or without sufficient reason. 
-Refusal to close or delay in closing the accounts; 
-Non-adherence to the fair practices code as adopted by the bank; and 
-Any other matter relating to the violation of the directives issued by the Reserve bank in 
relation to banking or other services. 
-Complaints from Non-Residential Indians having accounts in India in relation to their 
remittance from abroad, deposits and other bank-related matters. 
Method for preferring complaint 
For filing a complaint before the Banking Ombudsman, it is essential for a complainant 
to first attempt to find a satisfactory solution directly with the concerned bank by making 
a written representation. The complaint should, however, be made before expiry of period 
of one year after the cause of action has arisen. The complaint should not be for the same 
subject matter that was settled through the office of the Banking Ombudsman in any 
previous proceedings. 
A complaint cannot be made before a Banking Ombudsman on the same subject matter 
for which any proceedings before any court, tribunal or arbitrator or any other forum is 
pending or a decree or award or a final order, has already been passed by any such 
competent court, tribunal arbitrator or forum. 
The aggrieved person can file his complaint before the Banking Ombudsman if the reply 
is not received from the bank within a period of one month, after the bank concerned has 
received his representation, or the bank rejects the complaint, or the complainant is not 
satisfied with the reply given to him by the bank. 
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A complainant can file a complaint with the Banking Ombudsman simply by writing on a 
plain paper. He can also file it online (at www.bankingombudsman.rbi.org.in or by 
sending an email to the Banking Ombudsman. There is also a prescribed form for filing a 
complaint, which is available with all the branches of the banks. However, it is not 
necessary to use this format. The complainant should, however, incorporate all the 
required information.The complaint can be filed by an authorized representative (other 
than an advocate) of the complainant. The Banking Ombudsman does not charge any fee 
for resolving customers' complaints. 
The complaint should have the name and address of the complainant, the name and 
address of the branch or office of the bank against which the complaint is made, facts 
giving rise to the complaint supported by documents, if any, the nature and extent of the 
loss caused to the complainant, the relief sought from the Banking Ombudsman and a 
declaration about the compliance of conditions which are required to be complied with by 
the complainant. 
Settlement of the complaint 
The Banking Ombudsman endeavours to promote, through conciliation or mediation, a 
settlement of the complaint by an agreement between the complainant and the bank 
named in the complaint. 
If the terms of settlement (offered by the bank) are acceptable to the complainant in fiiU 
and final settlement of his complaint, the Banking Ombudsman will pass an order as per 
the terms of settlement which becomes binding on the bank and the complainant. 
If a complaint is not settled by an agreement within a period of one month, the Banking 
Ombudsman proceeds further to pass an award. Before passing an award, the Banking 
Ombudsman provides reasonable opportunity to the complainant and the bank, to present 
their case. 
For passing an award, the Banking Ombudsman is guided by the documentary evidence 
placed before him by the parties, the principles of banking law and practice, directions, 
instructions and guidelines issued by the Reserve Bank of India and such other factors, 
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which in his opinion are necessary in the interest of justice. However, the power to give 
an award directing payment is restricted to Rs. 10.00 lacs only. 
Acceptance of an award 
After an aware is passed, its copy is sent to the complainant and the bank. It is open to the 
complainant to accept the award in full and final settlement of his complaint or to reject 
it. 
If the award is acceptable to the complainant, he is required to send to the bank, a letter of 
acceptance of the award in full and final settlement of his complaint, within a period of 
15 days from the date of receipt of the copy of the award by him. A complainant can also 
make a written request to the Banking Ombudsman, for extension of time with the 
reasons for seeking such extension. If the Banking Ombudsman is satisfied with the 
reasons stated by the complainant in his letter of request for extension of time (for 
sending his letter of acceptance of the award), he may grant extension of time up to 
further period of 15 days for such compliance 
If the bank is satisfied with the award, within a period of one month (from the date of 
receipt of letter of acceptance from the complainant of the award in full and final 
settlement of his claim in the matter), the bank is required to comply with the award and 
intimate the compliance to the Banking Ombudsman. 
Appeal against the award 
If the complainant is not satisfied with the award passed by the Banking Ombudsman, he 
can approach the appellate authority (The Deputy Governor, Reserve Bank of India) 
against the Banking Ombudsman's' decision. The rejection of an award by the 
complainant, however, does not affect any other recourse and/or remedies available to 
him as per the law. 
Similarly, the bank also has the option to file an appeal before the appellate authority 
under the scheme. 
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Either party aggrieved by the award may, within 45 days of the date of receipt of the 
award, appeal against the award before the appellate authority. The appellate authority 
may, if he is satisfied that the applicant had sufficient cause for not making an application 
for appeal within time, also allow a further period not exceeding 30 days. 
The bank can appeal only with the prior sanction of Chairman and Managing Director or 
Executive Director of the Bank. 
Disposal by the appellate authority: 
The appellate authority may 
i. dismiss the appeal or 
ii. allow the appeal and set aside the award or 
iii. send the matter to the Banking Ombudsman for fresh disposal in accordance 
with such directions as the appellate authority may consider necessary or proper or 
iv. modify the award and pass such directions as may be necessary to give effect 
to the modified award or 
v. pass any other order as it may deem fit. 
Other features 
The Banking Ombudsman may reject a complaint at any stage if it appears to him that a 
complaint made to him is: 
frivolous, vexatious, malafide or without any sufficient cause or 
that it is not pursued by the complainant with reasonable diligence or 
in the opinion of Banking Ombudsman there is no loss or damage or 
inconvenience caused to the complainant or 
beyond the pecuniary jurisdiction of Banking Ombudsman or 
in the opinion of the Banking Ombudsman the complicated nature of the 
complaint requires consideration of elaborate documentary and oral evidence and the 
proceedings before him are not appropriate for adjudication of such complaint. 
The adjudication of pending complaints and execution of the awards (already passed 
before coming into operation of the Banking Ombudsman Scheme 2006), will continue to 
be governed by the provisions of the earlier Banking Ombudsman Schemes, 1995 and 
2002. 
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ANNEXURE-2 
GOIPORIA COMMITTEE RECOMMENDATIONS: 
CUSTOMER CHARTER / CUSTOMER SERVICE AUDIT 
(List of 25 important recommendations accepted by RBI/Banks for implementation) 
Recommendation No. Particulars 
3.1 Fixing the working hours of the staff 15 minutes before the start of business hour 
3.2 Attending of all customers who enter the banking hall before the close of business 
hours 
3.3 Extension of business hours up till an hour before the closing of working hours for 
non cash transactions 
3.4 Devising appropriate procedure for ensuring that no counter remains unattended 
during business hours 
3.5 'Enquiry' or 'May I help You' counters near the entry point 
3.7 Acceptance of small denomination notes 
3.10 Exchange of soil and mutilated notes 
3.12 Improvement in stitching of note packets 
3.13 Amendment to the account opening forms to incorporate the name and address of 
the nominee 
3.14 Banks should endeavour to cover nomination of all accounts 
3.17 Devising controls to ensure that passbook are updated on an ongoing basis and 
complete and correct particulars are written in legible hand 
3.18 Need to educate customers to submit pass books regularly for updating 
3.19 Timely dispatch of statement of accounts- pre demarcated folds /flaps to obviate 
the need for envelopes 
3.20 Proper publicity to make the public aware of various deposit schemes and 
specifically about availability of monthly interest on term deposits at a discounted rate. 
3.24 Term Deposits: prompt communication by the banks to their branches of 
notification by Reserve bank of India. Making changes in interest rates on deposits and 
acceptance of deposits quoting provisional rate of interest. 
3.25 Deposit schemes: providing advisory services 
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3.26 Guidance to customers: brochures /pamphlets giving details of various schemes 
and terms and conditions there of 
3.33 Cheques/Drafts: delay in collection payment of interest at 2% above SB interest 
3.34 Delay in collection of bills: where delay in crediting bill proceeds can be attributed 
to the bank, it should pay interest to the lodger for the delayed period at the rate of 2% 
above savings bank interest rate 
3.35 Delay in collection of exports proceeds: payment of interest 
3.36 Dishonoured instruments may be returned / dispatched to the customer within 24 
hours 
3.37 Recovering overdue interest on instruments including bills purchased/discounted 
by banks after excluding postal delays beyond seven days 
3.38 Delay in collection Reimbursement of interest to the collecting bank by the paying 
bank when such delays can be attributed to the paying bank 
3.39 Telegraphic Transfers (TTs) issued and payable at Area I centers including state 
capitals may be value dated on third day, other remittances may be credited on receipt of 
telegram or confirmation thereof whichever is received earlier 
3.40 Delay beyond eighth day in crediting mail transfers (MTs) may be compensated by 
paying interest at 2% p.a. above savings bank rate and paying such interest if it is Rs.5/-
or more 
3.42 Simultaneous appraisal of the loan proposals with a view to reduce the delays in 
sanctioning 
3.43 Loan proposal: deputing of processing officers to visit branches 
3.44 Loan proposals: simultaneous appraisal 
3.46 Loan proposals: summarization of the norms relating to various loan schemes 
3.47 Consortium loan: conveying the sanction to the consortium borrowers within a 
period 45 days 
3.52 Identity badges 
3.53 Job enrichment: periodic change of departments and allocation of job carrying higher 
responsibilities 
3.54 Devising training programme suited to various areas 
3.55 Induction training to new recruits 
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3.56 Training programmes conducive to employees aptitude and also in the areas of 
international banking, industrial finance, merchant banking etc. 
3.57 Training programmes conducted by NIBM 
3.58 Greater attention to process of selection of training faculty 
3.60 Reward and recognition 
3.62 Workers participation in management 
3.64 Effective use of communication network by the banks 
3.65 Systems and procedure 
3.67 Complaint book with perforated copies in each set may be introduced, so designed 
as to instantly provide an acknowledgement to the customer and an intimation to the 
controlling office 
3.68 Branch level Customer Service Committees should be rejuvenated 
3.69 Periodical meetings should be held with customers and their representative bodies 
3.70 Customer relation programme 
3.71 Inspection/audit reports 
3.80 Infrastructure facilities at branches should be upgraded by bestowing particular 
attention to providing adequate space, proper furniture, dining, water facilities, etc. 
3.81 Opening of specialised branches for SSI, small business, large industry, govt, 
business etc. 
3.86 Customer education both in regard to rights and responsibilities in dealing with 
banks. Involvement of employees in all customer education programme 
3.88 Security arrangements 
3.91 Answering routine customer queries over telephones by introducing a password 
3.93 Introduction of armual award and/or miming shield for branches showing best 
management of customers' complaints 
3.95 Non banking services 
3.96 Time norms for specialised business transactions should be displayed 
predominantly in the banking hall 
* Immediate Credit for Outstation and Local Cheques - Enhancement of Ceiling amount 
toRs.l5, 000/-
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** Revision of guidelines - For delay in crediting the proceeds of outstation instruments 
a. To pay interest at rate as applicable for appropriate tenor of FIXED DEPOSIT for 
delay beyond 10/14 days 
b. To pay penal interest at the rate of 2 percent above FIXED DEPOSIT for abnormal 
delay 
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ANNEXURE-3 
KALDATE PANEL ON CUSTOMER SERVICE IN BANKS 
Some of the important recommendations are as under: 
1 RBI had not developed any mechanism to receive any feed back on implementation of 
the Goiporia committee recommendations. The government should issue directions to get 
a report from all banks on the above half yearly basis. 
2. Banks were yet to devise a satisfactory training programme to bring about positive 
attitudinal changes compatible with customer orientation 
3 The panel added that the Goiporia committee recommendations on proper training of 
bank employees be fully implemented without further delay to improve customer service 
4. Banks evolve a suitable system of reward and recognition so that the employees with a 
casual and indifferent approach towards their customers were put into a disadvantageous 
position 
The employees of the bank be rated on the basis of customer satisfaction due to their 
prompt and efficient work and that such employees be rewarded through various 
incentives. 
5. The induction of a single-window concept in the banks for issuance of drafts and 
bankers cheque or pay orders was one of the most important aspect of customer service. 
6. Extending password facility to customers 
7. Bank to encourage 'think-tanks' at the higher levels to evolve innovative schemes to 
attract more deposits and upgrade customer service. 
8. Customer oriented training programme be organized by the banks for employees to 
create awareness on customer service. 
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ANNEXURE-4 
BANKING CODES AND STANDARDS BOARD OF INDIA 
Preamble 
Improving customer service in banks lias been receiving serious attention of Reserve 
Bank of India for the last few decades. In the recent period the Reserve Bank of India has 
taken various steps to ensure that services rendered by bank, to customers in general and 
to "common man" in particular meet the genuine requirements. In this direction. Reserve 
Bank of India constituted the Committee on Procedures and Performance Audit of Public 
Services, under the Chairmanship of Shri S.S.Tarapore to study the customer service 
prevailing in banks with the primary objective of providing hassle free service to the 
common man. It went into all aspects of banking service and made a number of 
recommendations, to ensure continuous up gradation in the packages of services against 
the benchmark, reflecting the best practices. One of the recommendations of the 
committee, in this direction, is for setting up Banking Codes and Standards Board of 
India, on lines with similar bodies functioning in other countries. 
Reserve Bank of India, since January 2006, is administering the revamped Banking 
Ombudsman Scheme, as a mechanism for redressal of individual grievance. However, it 
does not address to the systemic deficiencies existing in banking sector. Therefore, 
BCSBI was promoted by Reserve Bank and eleven public sector banks, private sector 
banks and foreign banks. It is not a Department under the control of RBI, but "An 
independent and autonomous watch dog to monitor and ensure that the Banking Codes 
and Standards adopted by the banks are adhered to in true spirit while delivering their 
services". 
Constitution 
BCSBI has been registered as a separate Society under the Societies Registration Act 
1860. The membership is restricted to scheduled commercial banks. Presently 67 banks 
have registered their intention to become members. It is said that these 67 banks cover 
almost 98% of the total domestic assets of scheduled commercial banks as well as 98% of 
the total number bank branches and 98% of the total number of savings bank accounts. 
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BCSBI, in a sense, is a true independent body providing RBI "necessary supervisory 
comfort". 
Code of commitment 
BCSBI, together wdth Indian Banks Association has brought out a Code of Bank's 
commitment to customers,, which each member bank will make available free of cost to 
each individual customer. It has come into effect from 1^ ' July 2006. While releasing the 
code of commitment, RBI Governor remarked that "The code signifies the first formal 
collaborative effort by RBI, the banks and the newly set up BCSBI to provide a 
fi-amework for a minimum standard of banking services which individual customers can 
legitimately expect" It is a voluntary code which sets minimum standards of banking 
practices for banks to follow when they are dealing with individual customers. It provides 
protection to customers and explains how banks are expected to deal with customers in 
their day to day operations. 
Objectives of the code 
The objectives of the code are spelt out by BCSBI as follows: 
1. To promote good and fair banking practices by setting minimum standards in 
dealing with customers 
2. To increase transparency so that customers have a better imderstanding of what 
they can reasonably expect of the services 
3. To encourage market forces through competition to achieve higher operating 
standards 
4. To promote a fair and cordial relationship between the customers and the Bank 
5. To foster confidence in the banking system. 
Application of code 
The code will apply to all products and services of tlie bank. An illustrative list is given 
below: 
1. Current Accounts, Savings Accounts, Term Deposit Accoimts, Recurring Deposit 
Accounts, PPF accounts and all other Deposit Accounts 
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2. Payment services such as Pensions, Payment Orders, remittances by way of 
Demand Drafts, wire transfers and ABB transactions. 
3. Services related to Government transactions 
4. Demat accounts, equity. Government Bonds 
5. Indian Currency Note exchange facility 
6. Collection of cheques, safe custody services, safe deposit locker facility 
7. Loans, Advances and Overdrafts. 
8. Foreign Exchange services including money changing 
9. Third party insurance and investment products sold through our branches 
10. Card products including credit cards, debit cards, ATM cards 
11. Settlement of claims of deceased constituents' accounts. 
12. Letters of Guarantees and Letters of credit 
13. Internet Banking 
In the areas mentioned above, the Code dwells upon interest rates, tariff schedule, terms 
and conditions governing relationship between the bank and the customer, compensation 
of loss, privacy and confidentiality of the information relating to the customer, norms 
governing advertisements, marketing and sales by banks. Under each area, finer aspects 
such as KYC guidelines, switching from one type of account to another type (e.g. SB To 
CA),Minimum balance stipulations, statement of accounts, premature withdrawal of TD, 
Special types of accounts. Operation in dormant accounts, closing of accounts, cash 
transactions, standing instructions, stop payment facility etc are covered under the Code. 
It is obligatory on our part to strictly adhere to the laid down systems and procedure, and 
any deviation to the detriment to the interest of the customer will attract the penal 
provisions of the Code. 
Key Commitments 
All member banks, as a sequel to the strict compliance of the Code, are required to 
expressly declare their commitments to their customers, as indicated below: 
1. To act fairly and reasonably in all our dealings with the customers 
2. To help the customer to understand how our financial products and services work. 
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3. To help our customers to use their accounts by keeping them appraised of changes 
etc. 
4. To deal quickly and sympathetically with things that go wrong 
5. To adopt and practice non-discrimination policy 
BCSBI and individual grievance redressai 
As already stated, BCSBI primarily addresses to the systemic deficiencies leaving the 
redressai of individual grievances for other channels. The Board, therefore, requires 
Banks to benchmark Grievance Redressai Mechanism by properly laid down internal 
procedures. Details such as where to lodge complaint, before which it should be lodged, 
normal period for redressai etc should be spelt out in no uncertain terms by each Bank. 
Code compliance officer 
The General Manager, Customer Service Department is designated as the Code 
Compliance Officer for the Bank. In addition. Field General Managers and the Regional 
Heads are also designated as Code Compliance Officers for the respective areas of 
operation of these officials. 
Obligations of the member banks 
1. Member bank shall provide BCSBI with such information as BCSBI may require 
from it from time to time to discharge its fiinction of monitoring compliance with 
the Code. 
2. Authorised representatives of BCSBI shall be entitled to visit the premises of any 
member bank to verify and gather such information deemed necessary for 
monitoring compliance with the Code. 
3. Incognito visits may also be undertaken to the branch/office premises of the 
member banks 
4. Member banks shall make public in its Annual Report 
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Breach of the code 
Failure to comply with or fulfill any commitment or any obligation in full or in part 
thereof, under the code shall constitute a breach. Disciplinary action will be initiated 
against the non-compliant bank by the board, by seeking clarifications, if necessary, from 
the Code compliance officer. The Breach by a member bank, if established, shall render it 
liable to sanction. No sanction shall be imposed on any member without giving it an 
opportunity of hearing by the BCSBl. 
Sanctions 
Considering all aspects of the breach and its actual and potential harm to customer and 
damage to the reputation of the banking industry, the Board may impose any one or more 
of the following sanctions: 
1. The publication of the member bank's name and details on the breach in the 
annual report of the Board 
2. To issue directions as to future conduct of the member bank 
3. The issue of a warning or reprimand to the member bank 
4. Cancellation or suspension of membership for a limited period 
5. Public censure of the member bank by notifying the media of the finds in respect 
of the breach and posting the press release on Board's website. 
Board will inform RBI the details of the breach and the sanctions imposed. 
Therefore, the breach of the Code may cause damage to the reputation of the Bank, even 
though no monetary penalty is prescribed. 
Operational Instructions 
Eventhough the activities envisaged by the Board is in nascent stage. Board requires 
banks to get geared up in this regard. In this direction, following measures are to be 
ensured by Code compliance officers and the branches / offices of the banks. 
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1. Name, addresses and contact details of Code compliance officers shall be notified to 
the BCSBI and shall be displayed at the branches falling under his jurisdiction. 
2. The Code compliance officer shall maintain a register to keep record of all breaches 
within his jurisdiction of which he becomes aware and also the details of the remedial 
action taken. 
3 The Code compliance officer shall inform the Board of every breach within 7 days and 
the remedial action taken therein, within 15 days of the breach being brought to his 
notice. 
4 It is to be brought to the notice of the customers that customer should first approach 
the help desk of the branch. In case the issue is not resolved, the Code compliance officer 
of the bank may be approached by the customer In case the issue is still not resolved 
v^thin 30 days to the satisfaction of the customer, he/she should take up the matter with 
Banking Ombudsman. 
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ANNEXURE-5 
SOCIAL BANKING 
Growth and social justice lias been the avowed goal of social banking. It's mission is to 
improve the living standards of the poorest groups in the society and to work for 
reduction of inequalities in asset distribution as envisaged in the national plans. 
Evolution of social banking 
The concept of social banking is mainly concerned with social lending. The 
nationalization of bank in India in 1969 has brought about sea-changes in the functioning 
of banks. The social control on banks has changed the commercial banks from class 
banking to mass banking. 
The banking and social lending were more concerned with the economic parameters such 
as employment, income generation etc. Banks use to keep in view the actual benefits that 
would accrue too the society as a whole. 
The greater thrust in social banking is to have more at concessional rates of interest and 
imparting benefit to the needy weaker sections, who constitute larger proportion in our 
society. This is called "social lending". 
In the post nationalization era of banking till the globalisation era, banks are identified as 
agencies for lending more to the weaker sections of society whether in the rural or 
otherwise. 
Main objectives of social banking 
The objective of nationalization of banks was to actively foster the growth of new and 
progressive enterprises and to create fresh opportunities for hitherto neglected and 
backward areas in different parts of the country. The sole objective was to accelerate 
development and thus make a significant impact on the problems such as poverty and 
unemployment. 
• To bring about progressive reduction of disparities between the rich and the 
poorer sections of our people. 
• Reduction in disparity between advanced and backward areas of the country. 
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• Emphasis on the rural development of the country since the poverty is presumed 
to be predominant in rural areas. 
Social banking concept consists of expansions of banking activities in unbanked areas 
particularly in semi-urban and rural areas. The activity includes both inviting deposits 
and lending as done in nonnal banking activity. The nationalization of banks has changed 
this normal objective of banks and concentrated on lending activities as a developmental 
approach. In this context, the very meaning of social banking has changed to social 
lending. 
As a part of social banking, the nationalized banks were entrusted with the task of 
actively fostering the growth of new and progressive enterprises v^ dth a view to create 
opportunities on increasing scale in the so far neglected and backward sectors in various 
parts of the country. 
It is analysed that poverty is prevalent in rural India and the main emphasis was laid on 
rural development to accelerate growth. In this task of rural development, commercial 
banks have been identified with their vast resources and strong organizational backing as 
best suited for implementation of various poverty alleviation programmes enunciated by 
the government. 
It was the beginning of the era of social banking process after post nationalization in 
1969. The Government policy with regard to Banks has been to ensure penetration of 
banking activities into rural areas. 
Commercial banks did not extend their activities to rural areas due to historical reasons. 
Bank credit was made available to few leaders in commerce and industry. This has 
resulted in lopsided development in banking. Social banking gave a thought for credit 
deployment and spread of activities in rural areas. 
Social banking began extending credit to hitherto neglected sectors, providing filling to 
new entrepreneurs and help remove regional disparities and promotion of rural 
development. DRI scheme was introduced to help the poorest to lend at lowest rate of 
interest to improve economic conditions of low income groups. 
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Banks, development agencies felt that there is a need for Integrated Rural Development 
Programmes as a part of social banking. As a result of which, the IRDP, SFDA, DPAP 
and CAD programmes were launched to increase social lending activity. 
There was a direction from the government to ensure bank advances are given 
increasingly to the weaker and privileged sectors. Anti poverty programmes and 20 point 
programmes were introduced. These programmes were implemented in their lending 
process by commercial banks, RBI and cooperative banks as a part of a social lending. 
Social banking is thus aimed at growth, resulting in expansion of employment 
opportunities and removal of poverty in the country. 
Why banks have aversion to social banking? 
Banks were averse to social banking, since the rural branches usually takes 4-5 years to 
break-even. As a result of which rural branches incurred losses. Since the ascent of 
branch expansion has been in rural areas, the number of loss making branches 
substantially increased. It has become a drag on the profitability. Revenue yields from the 
new rural branches were not commensurate with the cost of operating the new branches. 
Large portion of bank finances were locked up in sick industrial units, which has 
adversely affected bank's profitability. This trend has become a constraint for recj'cling 
of funds and accelerates the turnover of investment. Ultimately banks suffered losses due 
to very thin margin of interest earned on rural lending. 
Due to granting of various concessions, writing off bad and doubtful debts (NPAs), non 
recycling of fimds due to blockage in sick units, managerial and administrative expenses 
to monitor the fiinds, badly affected the credit portfolio of banks. 
One of the biggest problems in the social lending by banks is in the area of recovery. 
Apart from the natural calamities, willful defaults by the borrowers have badly affected 
the recovery position. Political interference and relief announced by the governments also 
have an impact in banks profitability. It is necessary both in the interest of the 
beneficiaries as well as the banks, are that timely recoveries are affected. The number of 
willful defaulters is more in the segment of large borrowers who are influential in the 
village. These defaulters seriously impair the ability of the banks to recycle the funds. 
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Due to all these reasons, there is a greater feeling that social lending would erode the 
profitability of the banks as the social lending are generally at confessional rates. 
Banks showed least interest in social lending, in schemes like DRI loans, PMRY scheme, 
IRDP, Rural Landless Employment Guarantee Scheme (RLEGP), Training of Rural 
Youth for Self-Employment (TRYSEM) etc. because of political interference and 
pressure exerted on the bank managers by leaders. These loans were not repaid by the 
beneficiaries rendering those NPAs. Banks lost huge chunk of fiinds in write-offs, one 
time settlements. Profitability reduced due to lesser margins of interest income, huge 
legal expenses for process etc. Poor recovery and mounting overdues in loans given 
under social lending schemes encourage inhibition in banks and financing agencies to 
lend fiirther. 
"Bank nationalization was intended to allow the state to target financial backwardness as 
a means of promoting social objectives. The main aim was to reduce and equalize the 
average population per bank branch across Indian states. 
Though the banks are averse to social banking for various factors as cited, banks should 
keep in view the real benefits that would accrue to the society as a whole. 
Problems in social lending as a part of social banking 
There are several problems encountered in implementing social banking programmes 
concerned by the planners of the nation. The problems may retard the desired results; 
ultimately the programmes become a failure. 
• Shortage of resources is the basic problem in social lending. To combat this 
constraint banks have to group themselves to mobilize community's savings in 
sizeable quantity. Besides, banks have to make suitable adjustments in 
deployment of credit keeping in view the available resources. 
• Lack of co-ordination between banks and different government agencies like 
DRDA, solicited by the banks from these agencies for successful implementation 
of social lending schemes. 
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• In this direction consultative committees at various levels i.e. state, districts, 
blocks etc. should work for mutual co-ordination. 
• Lack of understanding in the credit administration, improper identification of 
beneficiaries under various programmes has rendered the loans going out of order 
and banks had to invoke guarantee. 
• Misuse of loans by the borrowers for the purpose other than the purpose lent 
defeating the very objective of social lending. 
• Recovery of loans is one of the biggest problems. All priority sector loans should 
be brought under the scope of the legislative provision of recovery as suggested 
by Talwar Committee. 
Problems in recovery may be summed up as under: 
• Willful default on the part of the beneficiary/borrower. 
• Misutilizationofthe loan proceeds 
• Diversion of Income earned out of the investment for other purposes. 
• Enormous delay in completion of investments, abandomnent or neglect of 
investment. 
• Implementation of scheme envisaged is not in order. 
• Disposal of assets without the knowledge of the Financial Institution. 
In order to avoid these problems in social lending, the plaimers should have a fresh 
thinking and formulate solutions for alleviating the poor from the poverty trap. 
Permanent income generating, profitable and viable schemes should be offered to enable 
banks to repose confidence in social lending activity through social banking. 
The schemes formulated should consider the forward and backward linkages, required for 
proper implementation of the schemes. The programmes envisaged should be considered 
with consultation but never in isolation. 
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How to improve profitability despite losses in social lending 
In the task of emancipation of poverty, concessional finance is provided to the target 
groups of borrowers, commercial banks cannot give up the profit motto. On the other 
hand banks have priority for social responsibility of their business, involvement of banks 
in realizing the social objectives. Social lending and profitability are not compatible. 
Banks have to strive hard in other areas of Banking and improve their efficiency of 
operations to earn profits and become viable institutions to sacrifice for social banking. In 
order to balance the losses that may occur in the social lending. Banks have to build up 
adequate reserves to cover risks inherent in the system and quality of operations should 
be improved. In this context, RBI and Government have initiated measures and extended 
relief as well as relaxations under provisions of Income Tax Act. Like Interest tax was 
abolished in 1985; interest earned by banks on government securities held by them is 
exempted from tax. 
Banks are in the business to earn profits. Proper planning for higher profits is the 
important role play of individual bank managements. Banks should be financially sound 
to gain confidence from the public. Without adequate profits, banks cannot fulfill their 
social banking obligation for a long time. There is a need for improving the performance 
as well as operational efficiency, without overlooking the social objectives. An adequate 
spread between income and expense is the main essence of profit planning. Branch 
expansion, resources mobilization, proper credit deployment, fimd management, systems 
and procedures, organization and personnel, technology implementation training, house 
keeping, customer service, productivity are the essential elements of profit planning. 
Efficiency of operations, expansion of business operations to new areas and activities, 
will improve profitability, at the same time help banks to continue with the objective of 
social lending. 
Present trends in social banking: impact of globalisation 
Commercial Banks have not been successftil in servicing the development needs of the 
poor, given their profit orientation and style of operations. The transaction cost of 
servicing the poor has proved too high for commercial banks. 
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After the globalisation of the economy, the India political scenario has realized that 
country cannot shine without a glitter in rural India. The present trend is that 
development is the priority over rhetoric. Government is chasing for Foreign Direct 
Investment (FDI) into village development. Electricity, drinking water and roads 
development are the priority of rural development in India. In the post nationalization era, 
till globalisation, banks found India as a credit trap. Now the attitude is changed and they 
found a large business potential. Bankers began blending the social lending and 
development ;with business to make the rural mass to accept the concept. 
Farmers clubs as envisaged in Indira Gandhi and Vikas Volunteer Vahini will play a vital 
role in exploiting rural banking potential in a healthy environment. 
In the globalisation environment, bankers learnt to adapt social banking to activate the 
credit cycle, though it is still a challenging task, since the credit cycle is not understood 
by the village beneficiaries. 
Branch licensing policy succeeded in forcing commercial banks to open branches in 
backward rural location. Without government coercion, it is unlikely that the large 
majority of India's rural poor would have been reached by banking services.. 
In the past, due to politics, waiver of loans, frequent loan melas, bankers were not 
enthusiastic to accelerate lending. 
There has been a revolutionary shift of focus ft'om the metropolitan and cities to rural 
India as the villages are formed to be potential money spinners. The food processing and 
export of agricultural products are gaining momentum due to entry of several Indian 
companies and MNCs into rural India market. Banks are keen to tap this credit 
deployment potential. There are more than 60,000 branches of commercial banks in rural 
India. They are activating th|eir credit cycle to extend lending to rural industries. They 
began thinking that credit should go and must flow back for recycling. 
"Development through Credit" to villages is the motto of banks now. Banks are aimed to 
weed out NPAs and become operationally fit to cater to the needs of rural industries. 
NABARD guides banks in formation of Vikas Volunteer Vahini Clubs to spread the 
message of social banking. 
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The clubs are self help groups in helping banks to identify the borrower, recovery of 
loans, preparing plans, identifying potential business activities etc. The clubs work as 
intelligence network between various agencies and NGOs. The clubs will also take up 
various social service activities. 
The focus of commercial banks has shifted to rural India and social lending has gained 
priority due to globalisation and entry of MNCs and FDI. 
How to implement Social Banking effectively? 
In order to implement social banking effectively, innovative schemes are to be introduced 
by the Government and allocate the budget in plans, but at cost, not sacrificing the 
profitability of banks. Banks should extensively finance the technological farming in 
villages to enable farmers to earn a higher rate of return. 
Effective credit administration is an important aspect, through the help of NABARD, 
special self help groups, farmers clubs, agricultural universities, Krishi Vigyan Kendras 
etc. 
The Technology transfer clubs launched by NABARD on a pilot basis will help farmers 
to face global competition and make the farm lands technologically savvy. 
Government should create rural environment suitable for banks to activate the credit 
cycle and create a healthy progress in rural India. The ultimate social objective is to 
improve the quality of life in rural India. 
"Janashakthi banking societies in the southern Sri Lankan district are the live example of 
an innovative alternative banking practice of social banking process that caters to the 
development needs of the poor in sharp contrast with conventional commercial banking. 
Basic infrastructure is another aspect for a healthy implementation of social banking 
schemes in rural areas. Farmers should be nurtured about the importance of credit cycle 
and the impact of possible NPAs due to overdues in loans. 
Banks should be awakened to realize the importance of social lending's, of course 
keeping in view the economic viability of each schemes and the speedy results. These 
factors will enable social banking more meaningful and help effective implementation. 
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Conclusion 
Finally, one can say that Indian economy was successful in upliftment of village 
economy through the social control of banks and social banking. Banks are involved not 
only in rendering financial help but also in technical assistance. If the government 
provides the infrastructural facilities, banks certainly step in and catalyze development 
process. In this direction the role of nationalized banks and SBI and its subsidiaries is 
laudable. 
The policy driven nature of rural branch expansion progranmie in India has significantly 
reduced rural poverty, while leaving urban poverty unaffected. Access to finance is to be 
provided to each individual, otherwise poor will remain as poor and the very objective of 
social banking is defeated. 
The micro finance programs have been successful in reaching the backward areas and 
rural banks managed to reach the rural poor. 
Commercial Banks offered opportunities for rural households to save and use the 
accumulated capital in various productive activities. 
Ultimately, the globalisation era has given scope for an opinion, that expanding access to 
finance in poor, rural setting can generate significant social returns. There is need for 
identifying interventions which facilitate adoption of new innovative production activities 
and lead to structural change, growth and activity. 
However, banking system alone cannot deliver the goods. It is important that supportive 
measures in the form of various infrastructural facilities, extension services are required. 
Vitally important is the administration, if the banks are to concentrate on rural poverty. 
The Age old saying "India Lives in Villages"; appears to be gaining momentum, since it 
is realized that rural India has a vast business potential. 
Days are not far away to prove that 'Social Banking' is the backbone of rural 
development. 
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ANNEXURE-6 
RETAIL BANKING 
Retail Banking is about providing banking services to individuals and joint individual as 
opposed to wholesale banking which focuses on industry and institutional clients. The 
concept of retail banking is not new to the Banks. Retail banking is now being viewed as 
an attractive market segment, which offers opportunities for growth with profits. It is 
only the recent times, when it has attracted special attention of the Banks, as a solution to 
some of their immediate concerns. The essence of retail banking lies in individual 
customers. While retail banking and retail lending are often used synonymously, but as a 
matter of fact, later is just one side of the retail banking. In retail banking, all the Banking 
needs of the individual customers are taken care of in an integrated manner. Though retail 
banking encompasses all types of individual customers, often Bank tend to focus on high 
net worth individuals. Retail banking portfolio encompasses deposit and asset linked 
products as well as other financial services offered to individuals for personal 
consumption. 
Retail banking products and services 
Though wide range of retail banking products and services are being offered by banks, 
which cover both the deposits and the advances, major products offered under retail 
lending to suit various segment of customers like salaried persons, businessmen, traders, 
professionals, technocrats, pensioners, labourers etc. are housing loans: personal loans; 
educational loans; ;vehicle loans; loan from consumer goods; credit and debit cards -
global and international cards; loans for holidays; insurance products; gold loans and 
even loans etc. Thus, the banks are offering all the life cycle products , to take care of all 
the credit needs of individuals. 
Retail banking products for depositors in various segments like children, housewives, 
salaried class professionals, technologists, pensioners etc. include; Flexi Deposit 
Account, Savings Bank Accounts Recurring Deposit Accounts, Other Short Term 
Deposits. 
Retail Banking has a lot of spice in the rapidly growing business and Indian customers 
are always known to have a yen for spicy cuisines. 
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Most of the innovation is taking place in saving bank accounts to make the paltry 4% 
interest they earn more attractive. Most of the banks are offering 2 in 1 accounts or sweep 
in and sweep out accounts, called value added accounts. This offers twin benefits to 
customers by way of liquidity, while earning higher rate of interest. Savings Bank (SB) 
account is linked to Fixed Deposit (FD) account. Any balance in excess of minimum 
balance is automatically transferred to FD account. If the minimum balance falls below 
the stipulated limit, funds are swept back to the savings bank account by discounting the 
Fixed Deposits Receipts (FDRs). Banks either follow pre-agreed LIFO (Last in First Out) 
or FIFO (First in First Out) practice for transferring requisite funds to the Saving Bank 
Accounts. 
Value added services 
Banks are coming out with more and more features to add value to retail banking 
products and services. Few value added services being offered by Banks are: 
Free collection of specified number of outstation instruments per month. 
Instant credit of outstation cheques 
Concession in Commission/Exchange for issuance of payorders or demand 
drafts. 
Issuance of free cheque books 
Issuance of free ATM cards 
Waiver of Credit Card issuance fees 
Issuance of free Ad on Cards to members of the cardholder's family 
Accident insurance cover 
Free execution of standing instructions of customers 
Free Investment Advisory Services 
While offering these value added services, banks take into account the concept of TRV 
(Total Relationship Value) of the Customer to the Bank through his/her various Savings 
Bank Account. Current Account, Fixed Deposits Accounts or other services being availed 
by him/her 
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Other Retail Banking services offered by banks include-
• Payment of utility bills like electricity, telephone and water bill etc. On due 
dates. 
• Payment of month/quality education fee of children 
• Payment of insurance premium on due dates 
• Demating of shares, debentures and bonds. 
Selling of insurance products is another retail banking activity which has caught up 
recently. Some banks have tie dup with foreign multi-national insurance companies for 
launching insurance products. Few banks have started marketing the products of other 
banks financial institutions as sub agents. This field, however, requires total 
professionalism. Some banks are also selling group insurance products. 
Banks have made major headway in Housing Finance, where the competition is the 
severest. The main reason for this is, that, this product offers maximum security, fixed 
yield, long repayment period and opportunities to the banks to cross sell other products. 
Due to income tax exemption for interest and repayment and eligibility for coverage 
under priority sector advances, the share of housing finance in retail banking operations is 
the highest. 
Impact of retail banking 
a) Customer has become the fulcrum of all banking activities, both on the asset 
and the liability side of their balance sheet. 
b) Retail forays are transforming Indian banks into one-stop super financial 
markets. 
c) By entering retail business, banks are dislodging Non Banking Finance 
Companies which have been thriving on high return and high risk retail 
business 
d) The share of retail loans is growing up fast in the total loan portfolio of Banks. 
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A word of caution 
Banks require some fundamental capabilities, while entering into retail field. Sheer 
branch network is not enough at least on the asset side. They got to be very cautious, 
while entering this high risk retail banking activity. 
Retail banking requires tremendous commitment, expertise, understanding and above all 
discipline. Banks should adopt a careful and methodical approach to enter/expand Retail 
banking. Retail loans have as much risks as other bank loans. Banks must undertake their 
SWOT analysis before entering Retail Market. Everybody cannot survive in this 
business, as Retail Assets do not make money in early stages. Banks got to invest huge 
amount in initial phase and it takes time to build client base. Technology is the key factor, 
as without technology, banks won't be able to give options to customers. Banks also need 
to build up a good Risk Assessment Mechanism for analyzing the behaviour of customers 
as a group and spruce up their appraisal system. For the success of retail banking, banks 
must have an efficient network of new delivery channels like ATMs, Telebanking and 
Internet for adding comfort to customers by providing anywhere, anytime and anyhow 
banking facilities to them round the clock for 24 hours and 7 days a week. Banks will be 
required to open specialized banking branches like banking boutiques for rendering 
doorstep, personalized and professional services to customers. 
To avoid further de-gradation of asset quality and increasing loss loans banks must put in 
place a strong system and technological support to monitor large number of small value 
transactions. Unbridled expansion into this segment without fully integrated financial 
automation system will land them in trouble. This is indeed a high risk business. Banks 
must move cautiously. In the process, it is possible to reduce transaction costs and 
enhance customer service Banks must identify the market segments they can best serve 
and accordingly evolve products and services. They can not be jack of all trades. 
The mantra for success 
Only mantra for success of retail banking is to remember the retail in retail banking. 
Banks must think of their branches, as retail stores, rather than as secure and convenient 
place for carrying out financial transactions. Banks should learn from successfiil retailers 
for deepening their understanding of customers and for building lasting relationships with 
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them.. They got to steer the customer to next purchase (i.e. from saving banks account to 
retail loan and retirement plans, insurance etc.), they should explicitly reward loyaltj- to 
procure all the business of the customer and not a part of it. Finally, they should organize 
information for a reliable customer database, so that it is easily accessible by using 
technology for pro-action. Banks customer service must be impeccable for not onl> 
attracting new customers, but also for retaining the existing ones. Customer service has 
always been and will always be the only differentiator for success in retail banking. 
Conclusion 
Banking is undergoing rapid changes world-wide and India is not exception. The 
financial sector reforms aimed at de-regulation, liberalization and globalisation of Indian 
banking has changed the entire scenario of Indian banking. Complacency banking has 
given way to innovative banking. Customers are being turned into clients. Erstwhile 
relationship banking has got a new meaning. The concept of customer relationship 
management is being adopted by banks. Customer profiles are changing. New deliver, 
channels like ATMs. Tele banking and internet banking are making anywhere, anytime 
and anyhow banking: corporate dependence on banks has reduced substantially. It is 
reducing further, fast, as they can raise funds from the market at low costs through 
commercial papers, bonds, debentures etc. It is said some U turns move upwards having 
found themselves at the road end in corporate lending, Banks, irrespective of their size. 
have now turned to retail banking, both for resource mobilization and lending, as a new 
found solution to their various immediate concerns, realizing the importance as well as 
the necessity of retail banking. Banks are evolving new strategies to tap this emerging 
banking super market. They are innovating new products and services, adding new 
delivery channels like ATMs, Tele banking and Internet Banking through strategic use of 
new technology to woo the customers. Banks are viewing this change in the market place 
as an opportunity to create sustained profitability, which has hitherto eluded in retail 
banking operations.Retail banking has all its attendant risks. It is highly sensitive. Banks 
got to move cautiously. It is easy to enter, but difficult to get out. A systematic and a 
calculated approach is the pre-requisite for success in the long run. Only those banks, 
which will put in place right architecture with right mindset, will be the sure wirmers. 
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ANNEXURE-7 
UNIVERSAL BANKING 
(Trend towards universal banking with strategic alliances) 
Universal bank is a financial super market offering multifarious products under one roof 
It is one stop - shopping for a customer, who is willing to deal in several financial 
products. Universal bank apart from doing the traditional banking of accepting deposits 
and providing loans, will also offer. Insurance products. Mutual Funds, Advisory services 
and many a number of investment banking products. Universal banking is not new to 
countries like Switzerland, France, Italy, Germany and USA. During 1930, US banned 
Universal banking activities with an idea to mitigate risky behavior of commercial banks 
in forgetting the main business of deposits and lending. 
The globalization and opening up of the economy in India, several foreign players in 
insurance and investment banking activities have entered the Indian financial and 
banking sectors. This has given scope for all commercial banks in India marching 
towards Universal banking., particularly the new private sector Banks, The commercial 
banks selling Insurance products are popularly known as bank assurance has became 
highly beneficial in earning revenues to the banks without much risk. Banks began 
earning a huge fees based income by way of commission as corporate distributor. The 
number of private sector banks and foreign banks opening branches in India has made it 
inevitable for them to expand their activities other than traditional banking. Hence the 
trend is towards universal banking activities. 
The recommendations of Narasimham Committee and Khan Committee for consolidation 
of banking through mergers and amalgamations, has brought about a change in 
commercial banks and marching them towards Universal banking. 
It is evident form the experiences of banks in West Germany that rapid development of 
banking industry is on account of Universal banking, adopted by commercial banks. 
Infact, the countries, which were averse to Universal banking relationships, suffered for 
not adopting the system. The severe competition among the banks for business has made 
it inevitable for expanding their activities by offering different products. 
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Universal banking is thus, nothing but embracing a whole new objective through 
transformation. It is the new way of thinking, changing attitudes and functioning to the 
expectations of tomorrow world of banking. Universal banking foresees the opportunities 
that lie beyond. 
Activities of Universal banks 
Universal banking adapts, adopts and achieves the basic objectives of business through 
technology. In this process, the ultimate beneficiary is the customer, who reaps the 
benefits of world class banking products and financial services. 
As all the banking organizations are marching towards Universal banking, the distinction 
in the operations of co-operative banks, development banks and non-banking financial 
companies is gradually blurring. 
The main objective of universalisation of banking is to earn as much as profit way of 
interest, fees based income and commission through various diversified activities. 
Among the new private sector banks, ICICI Bank, Kotak Mahindra Bank Ltd, HDFC 
Bank Ltd, and Development Credit Bank Ltd; have become very aggressive in marching 
towards universal banking. These banks have made strategies alliances with several 
foreign insurance companies for selling the insurance products both in life and general 
branches. ICICI Bank has itself started selling insurance with direct strategic alliance 
with Lombard and Prudential Life of United Kingdom for non-life and life insurance 
respectively. DCB Ltd on the other hand made strategic alliances for insurance selling 
with Indian insurance companies who have tie up with foreign insurance companies. 
For example: Birla Sun life Insurance Company Ltd. with foreign partner i.e. Sunlife 
Insurance of Canada is having strategic alliance with DCB. The products are sold through 
bank assurance. Citi Bank sells life insurance products of Birla Sunlife Insurance Co. Ltd. 
ING Vysya Bank Ltd is another old private sector bank in India, is selling both general 
and life insurance of their foreign counterpart. ICICI Bank has become a global player in 
universal banking Activities among new private sector banks, with large presence in 
Indizm markets. DCB is marching fast towards this trend by increeising presence in 
various state capitals in India. 
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HDFC Bank ,as a universal bank, having its activities in insurance and investment 
services, has strategic alliance with "Standard Life" of USA for life insurance. It has 
recently made an alliance with Chubb of USA for selling general insurance products. 
HDFC Bank is also a global player in financial market as an universal bank. 
Among the public sector banks, SBI has started in own insurance company in life 
insurance and penetrating into market. State Bank and its subsidiary SBI Life has 
strategic alliance for selling their products. These banks have also hired the expertise of 
various outsourcing agencies in promoting the imiversal banking products. SBI has got its 
own mutual funds and so also ICICI Bank. These banks have strategic alliance with 
several agencies for technology, financial services, advertising and selling. The main 
objective is to make their presence as globally recognized universal banks. The main 
objective of commercial banks marching towards universal banking activities is to make 
huge revenue earning by way of commission in selling the insurance products, mutual 
funds, bonds and other investment services. This diversification enables banks to use its 
existing expertise to provide various financial services. It entails banks incurring less cost 
in performing various functions and avoiding setting up of separate subsidiaries and 
specialized branches. In universal banking, banks can sell various financial products to 
one client. It saves valuable time of the customer as well as saving costs of the bank to 
pursue the other activities with the same client. The existing network of branches of 
banks can sell various insurance products to clients. This will enable the banks to reach 
the remotest client. This will eliminate the help of an agent in between bank and client. In 
universal banking many financial services are inter linked. 
For example: A borrowal client can avail insurance services for the stocks and machinery 
with the same bank. This way the universal banks will be able to generate additional 
revenues apart from the income earned on traditional banking. 
Trend in the Indian Context 
The banks in India are, strictly maintaining the distinction between commercial banking 
activity and investment banking activity. The old private sector banks are still following 
the traditional commercial banking, which is a conservative phenomenon, despite an 
abundant freedom is given by the apex bank and the Government through financial sector 
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reforms. Narasimham Committee Report (1998) recommends for conversion of 
development financial institutions to engage themselves into commercial banking 
activities. In such case the main distinction in banks, is banking companies and NBFCs. 
For example: ICICI is becoming a universal bank by merger with its bank. The latest 
merger is IDBI with IDBI Bank Ltd. 
In this process, the activities of the development financial institutions like investment 
banking, advisory services, merchant banking services are extended by the new entities 
making them universal banks. Keeping in view, the vast potential available for insurance 
business, banks are changing their trend and marching towards universal banking system 
in India. 
Banks in India, both public sector and private sector banks permitted to take part in 
insurance business. Some of the banks directly entered the business with their own 
products. Most of the banks have become either corporate agents or sub-agents to sell the 
insurance products. The bank assurance has become a main source of acquiring business 
for insurance companies. So also it has become a best source of earning revenue for the 
bank in the form of commission. In some banks, the products are known as third party 
products which are producing revenue without much risk and continuous income for 
fixture years. Particularly in the case of life insurance, the income flow to the bank will 
continue for a long period say 5 to 20 years i.e. the policy period. 
Besides insurance business, the banks are engaged in investment, merchant banking and 
advisory and consultancy services to earn revenue. The latest trend in banks is to have 
their own call centers to save costs of outsourcing their activities. 
Owning to all these advantages banks in India are marching their activities towards 
universal banking. In India, banks and financial institutions have lot of Interest in 
universal banking, because of the vast opportunities available for exploiting market 
potential in insurance and other allied activities. Indian banks are planning to expand 
their activities in various financial disciplines. Keeping the long run prospects in view, 
commercial banks in India are diversifying activities to turn into universal banks. 
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It is evident from the above trend that banks in India are stepping towards culmination of 
financial intermediation into universal banking. 
Benefits of universal banldng 
• One stop-shopping saves a lot of transaction costs and increase of the speed of 
economic activity. 
• Emerging as global players in the market. 
• Earning revenue with less risk 
• Continuity of income from the business sourced in Insurance. 
• Less regulatory restrictions from Govenunent. 
• Reduces corporate Financing costs. 
• Exploitation of technology in full. 
• Acquiring expertise in diversified activities in financial services. 
• Expansion of client base. 
• Gearing up marketing and selling activities with lesser costs under one stop-shop 
• Reaching the remotest clients 
• Using the instrument in one activity to exploit the other. 
Marketing and selling under universal banking environment 
Marketing and selling of various financial products in the universal banking environment 
is a tough proposition, as a corporate agent for others and as a principal company selling 
insurance products. Banks have to face a severe competition from the direct channels, 
since these companies offering the products, will be aggressive in selling directly to the 
customers apart from various other channels like insurance advisor/ broking house and 
compemy personnel. 
However, the companies are able to source 30% to 40% of their business through 
bancassurance. In the Indian context, bancassurance has assumed greater importance. 
Banks have become aggressive players in the competitive environment to sell insurance 
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to their existing clients/customers. Banks are allocating targets for the staff and also for 
the sales personnel working in the bank. There is hectic competition in the insurance 
market, since there are more than a dozen players in private sector, besides LIC which 
has been a monopoly in India in selling insurance. 
With the trend changing towards universal banking, private players have grabbed a 
substantial market share in India. 
As per reports, the Insurance market potential is still untapped to the extent of 60% in the 
country. 
Bancassurance an important facet of universal banking 
Bancassurance is one of the important channels for mobilizing business for insurance 
companies and it is one of the income sourcing activities of universal banks. 
Bancassurance is the linkage of insurance and bank as product and distribution channel. It 
has achieved a degree of success in most of the South Asian countries. India is marching 
towards the same trend. Banks in India are currently obtaining productivity of three to 
four times of an average agent, with higher average premiums and persistency, through 
bancassurance. Bancassurance creates competitive advantages through cross selling 
synergy. This will nurture the relationship with the customer for along term and enhanced 
over a period. Bancassurance not only generates greater fees income, but also helps in 
retention of customers for a long period. 
Bancassurance contribute significantly to profit performance of both banks and Insurance 
companies. Regarding the marketing and selling of other investment products other than 
insurance, banks are becoming distributors for various mutual funds for their IPO issues 
and continuous investment opportunities. Banks are engaged in various activities like 
collection agents for public issues, bankers, registrars etc. These merchant banking 
activities provide substantial income by way of fees charged for the services rendered. 
Universal banks are also promoting the business for Government of India by marketing 
and selling government bonds, infrastructure bonds etc. 
Besides these activities, banks are also providing services like tax advisory services, 
filing of returns on behalf of clients etc. at nominal charges. 
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When, we analyse the activities of the banks in the present banking environment, it is 
clearly evident that banks are moving towards universal banking. 
In India, there is no clear-cut evidence as to the effects of universal banking and the there 
are no arguments in favour or against the same. 
As the global banking is moving towards universal banking for better results, Indian 
banking system should also move in the same direction. 
Strategic alliances 
Universal banking for carrying out its activities should have strategic alliances with either 
a foreign counterpart or an Indian company for insurance business both in life and non-
life. Otherwise, the bank should have licence to carry an insurance business on its own. 
To have a strategic alliance and to sell insurance products bank should fulfill the 
requirements of IRDA and other regularity agencies like RBI, SEBI and Government of 
India. 
Strategic alliances in the context of universal banking are agreements between banks and 
insurance companies in which each commit to achieve a common set of objectives, to 
improve competitive positioning, gain entry to new markets, supplement critical skills, 
and share the risk or cost. 
Before a strategic alliance is entered into, the banks should define their business vision 
and understand how it fits their objectives. They should evaluate the potential of the 
strategic partner, taking into consideration the level of synergy and ability of the partner 
to work together. 
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ANNEXURE-8 
CUSTOMER RELATIONSHIP MANAGEMENT (CRM) 
Introduction 
CRM is neither a product nor a service, but a business strategy to learn more and more 
about the customer's behaviour and requirements, in order to create a long - term 
relationship with them. In other words, CRM is a comprehensive approach that provides 
seamless integration of every aspect of bank's business that comes in contact with the 
customer at various stages such as marketing, service delivery, after sales service etc. 
through the integration of people, process and technology. It is a comprehensive strategy 
and process of acquiring, retaining and partnering with selective customers to create 
superior value for the bank and its customers. 
Implementing CRM in banks 
A bank's success in the field of CRM fully depends on its ability to achieve 'customer 
intimacy'. And customer intimacy can be achieved by understanding and influencing a 
customer's behaviour through relevant, uninterrupted and personalized communication. 
CRM's very motto is not only to attract new clients/customers or hold valuable ones, but 
also to boost the profitability of every individual client/customer and, hence, the bank as 
a whole. In other words, the major goal of CRM is to build a single, integrated, 
organization-wide view of the customer, enabling the bank to maximize customer's 
experience. By integrating front-and back-office systems to include reports of all 
customer contact, purchase of services/products, requests for information and technical 
support, the bank can present a single face to the customer and offer better services. Such 
an interface enables banks to access the potential of customer fi-om time to time and offer 
him the customized products to augment profits. 
Suffice to say, getting the CRM philosophy work in a bank is quite complex as well as a 
challenging task for the strategies for its demands them to master some key principles of 
CRM such as: 
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Offerings vs. customer classification 
To start with, banks must realize that all customers are not equal. Customer profitability 
varies from person to person/context to context and not all customers are evenly desirable 
for the banks. Banks must differentiate their customers based on the 'value criteria' i.e. 
how valuable the customer is? Value is nothing but the profit the customer adds to the 
bank's account. Put simply, a more profitable customer is a high value customer and a 
less profitable customer is a low value customer. A bank's CRM system must also 
capture customers' taste, preference, behaviour, living style, age, education, cultural 
background and physical and psychological characteristics, sensitivity etc. while 
differentiating them by the value criteria into low and high value customers. By 
combining the profitability potential of a given customer and his/her personality profile 
including their expectations, customers can be grouped into four categories as follows: 
• Low value/less profitable customer desiring high-grade service. 
• Low value/less profitable customer with potential to become high value in 
coming days. 
• High value/more profitable customer desiring high-grade service 
• High value/more profitable customer requiring low grade service. 
Once the banks differentiate their customers vis-a-vis the profitability and their other 
traits, it becomes easy for banks to customize their services and offerings to maximize the 
overall value of their customer portfolio. 
How to retain a customer 
A customer can be retained by boosting loyalty. Loyalty can be defined as "making a 
customer bank again and again with the same bank". Banks must keep their customers 
serviced and happy so that they keep transacting with them. Customer loyalty can be 
differentiated into two categories loyalty can be differentiated into two categories: active 
loyalty and passive loyalty. Active loyalty means "repeat purchases and contracts made 
within an appropriate time period may be indicative of an actively loyal customer". 
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Similarly, passive loyalty is a term used to describe customers who have not transacted 
with the bank for a long time, or those who stick with the bank in the absence of a better 
alternative. Unfortunately most of the Indian banks fail to distinguish between active 
loyalty and passive loyalty. They make the mistake of assuming customer satisfaction is 
present in case of passive loyalty and in the process fail to retain their customers. To 
boost customer loyalty, banks must have a clear understanding of their customers' 
unfulfilled needs and must come out with products/services that will satisfy those needs. 
Banks must have the ability to promote an individual from being a 'suspect' to become 
an 'advertiser'. They have to innovate to meet every need of their customers so that they 
become their active advertisers while remaining on the loyalty. Turning a suspect into an 
active advertiser will definitely boost the referral sales that are otherv,'ise known as low 
cost plus high margin sales. 
Suspect > Prospect > Client > Nourisher > Advertiser 
With the opening of economy, and the consequent onset of fierce competition, customers 
have started wielding enormous power to dictate the terms of the market and the shift 
from sellers' market to buyers' market has become quite palpable. As a marketing 
strategy the seller, in the revised scenario, has to imbibe a change in outlook in regard to 
his relation with his customers to ensure his loyalty. Perhaps, this new outlook has 
triggered the concept of Customer Relationship Management (CRM), which warrants the 
following steps: 
• To look at customer as a separate entity and not as an object 
• A shift in emphasis from accounts orientation to customer orientation. 
• To sensitize service providers i.e. staff members about the unique need of each 
customer. 
• To understand the need of every customer with the help of technology. 
Customer Relationship Management is a comprehensive strategy and process of 
acquiring, retaining and partnering and selective customers to create superior value for 
the company and the customer. 
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CRM process involves the following steps: 
• Proactive customer business development 
• Building partnering relationship with most important customers. 
Proactive customer business development 
In a fiercely competitive market environment a marketer can hardly afford the luxury to 
wait for walk-in business and as such he has to be aggressive in making a foray in the 
crowded corridor of teeming sellers. The marketer has to rise to the ever expanding 
demand and expectation of the customer not only for fulfillment of his stated needs but 
also his implied needs, thereby attaining customers delight. To achieve this task 
successfully, CRM functions need to be geared up so that information in detail can be had 
in the custody of the marketer that will help him forge a definite bond as a precursor of 
long lasting relationship. 
Building partnering relationship with most important customers 
Several studies have indicated retaining customers is less expensive and perhaps a more 
sustainable competitive advantage than acquiring new ones. Certain surveys have 
revealed that in Banking Industry the average product per customer is 1.8 in India as 
against the global standard of 4.5. In certain banks the ratio is as low as 1.16. With the 
help of CRM Mechanism each bank should make a positive endeavour to ensure 
enhancement in this ratio by selling a few more products to the existing customer. A 
satisfied customer brings in a stream of new customers and he himself becomes as repeat 
customer. Thus business volume steadily increases through a continuous process of cross, 
selling and up selling. 
Factors leading to development of CRM 
• Growing disintermediation process 
• Search for alternative 
• Need for a greater emotional bond between the service provider and service user. 
• The impact of deregulation, globalisation. 
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Search for alternatives 
With the advent of new private generation banks and foreign banks monopoly enjoyed 
by the nationalized banks had to be given a go by. The availability of many players in the 
market has empowered the customers with myriad choice and option for selecting the 
best. Thus the expertise to prescribe the perfect solution becomes the hallmark for a 
banker of first order. This can only be possible if a well-wrought CRM system is put in 
place. 
Need for a greater emotional bond between the service provider and service user. 
A sale does not end in a single transaction, nor it is desired to be so; rather it should be 
extended through a series of transactions which will pave the way for a long term 
relationship in ultimate analysis the banker is not a seller of product and services but a 
solution provider. When a customer faces a problem in connection with financial matter, 
he comes to his banker. Now it is the duty of the banker to provide him with the best 
solution. How he will solve the problem of his customer squarely depends on the 
innovativeness and creativity coupled with a strong base of CRM. This will ensure 
customer loyalty and a strong bonding between the service provider and service user. 
The impact of globalisation 
CRM has assumed a special significance in the wake of globalisation because of great 
increase in competitive pressures in the banking industry. Financial reform has given a 
great degree of freedom to banks in determining their interest rate structure of deposit and 
advances as well as their product range. Bank customers started enjoying a new freedom 
of choice, not available earlier as products were standardized and interest rates were 
regimented. 
Steps taken by the banks to improve the CRM 
Various steps taken by the banks to improve the CRM are enumerated below: 
• Managementof Demand & Supply 
• Management of customer complaints 
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• Customer retention 
• Products and services 
• Relationship pricing 
• Customising the relationship 
• Customer selection 
• Expectation of today' s customer 
Management of Demand & Supply 
Most of the banks have gradually initiated multiple delivery channels like ATM, Phone 
Banking, Net banking to shift the customers away from the traditional brick and mortar 
banking. However in Indian situation branch banking cannot be totally relegated to the 
back seat since customer preference for such system has not waned as yet. Of late, some 
of the banks like State Bank of India, Bank of Baroda and ICICI Bank have resorted to 
extended banking hours from 8 a.m. to 8 p.m in select branches and also 24 hours branch 
banking is being contemplated. 
Management of customer complaints 
Banks have been taking serious note of customer complaints. Reply within 24 hours is 
ensured informing the status of complaint. Even the highest authority i..e CMD 
personally monitors the progress regarding customers complaint in certain banks. 
Customer retention 
Banks are keeping regular track of number of accounts closed and the accounts where 
form heavy withdrawal is taking place. Reasons for closure of accounts are also 
ascertained to arrest customer attrition. 
Products and service 
As most of the banks are concentrating on their retail portfolio and in the process of 
aligning their products in line with specific customer needs. Product innovation and 
modification of existing products are undertaken on an ongoing basis to suit the changing 
needs of the customer. Delivery of service ultimately determines the quality which 
creates the moments of truth for the customer. 
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Relationship pricing 
Relationship pricing strategies encourage customer to have multiple facilities and 
services with the bank. Many banks have introduced various schemes with freebies to 
attract new customers on the one hand and to establish a long standing relationship 
through a spectrum of products. 
Customizing the relationship 
Most banks have redesigned their account opening forms with plethora of information 
which wdll serve the tv^ dn purpose of establishing an abiding relationship with the 
customer e.g. anniversary dates, children's birthday and also cross selling of bank's 
various products. Certain information is, however, optional. 
Customer selection 
CRM suggests that the level of customer service should be aligned with the status of the 
customer. A high net worth customer deserves. VIP treatment, 20% of such customers 
contribute to 90% of the Bank's profit. A survey in a nationalized bank has revealed that 
67% of its Saving Bank customers maintain an average balance of less than Rs. 1,000/-
and Rs. 10,000 and only 8% maintains balance over Rs. 10,000/-. The customers 
belonging to the last category is profit customers. The objective of the bank is not to 
banish these loss customers but to convert most of them into profit customers as the fact 
remains that they may be profit customers of other banks. 
Expectations of today's customers 
With the technological intervention is service delivery mechanism the customers have 
also become tech-savvy and like to enjoy the comfort and convenience of any time, 
anywhere banking through ATM, internet, kiosks etc. But it is also to be remembered that 
technology alone is not the panacea for customer service. A service industry like banking 
needs human touch, warmth in dealings. The customer should feel that he is the most 
wanted person in a branch. 
The pleasant ambience of the branch with a welcome note replete with dedicated, 
knowledgeable and helpful staff goes a long way to attract new customers. Operational 
efficiency and quick decision leading to 'service at low cost with speedy response'; is the 
essence of demands of today's customers. 
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Implementation of CRM 
To implement CRM in a full fledged manner a thrust on training and technology is 
indispensable and which obviously involves substantial cost. It is therefore imperative for 
banks to undertake an analysis of Return on Investment (ROI) in this area. Such an 
analysis should make a reference to the expected increase in business to sustain the 
additional cost in this area. As it has already been mentioned, the remunerative customers 
should be brought imder the purview of CRM process and cost-benefit analysis need to 
be assessed from that perspective. 
Jist of major CRM parameters 
• Holistic business vision: The comprehensive idea as to the trajectory of business 
path is essential to implement CRM. 
• Increase in Stakeholders' value: Augmentation of the stakeholders' value should 
be the prime concern of the management. 
• Uniqueness: Customers' desire to have certain unique experience. 
• Select Customers: Howthey contribute to the enrichment of the business. 
• Service with a smile, in a comfortable atmosphere ensuring speed and accuracy. 
• To provide something extra than what is expected by the customers thereby 
enlisting customer's delight. 
• 4Ps - Product, Price, Place & Promotion 
• 4Cs - Customer's needs and wants. Cost to Customers, Convenience and 
Communication. 
Generation of Market information i.e. who is the buyer, time of his purchase and the 
quantity of his purchase. 
Conclusion 
CRM is a holistic concept that envisages a long term relationship with a particular cross-
section of customers whose contribution to the organization really matters. It is supported 
by versatile database software relating to the customer profile that helps in servicing the 
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customer more proactively. The relationship management extends beyond the set 
periphery punctuated by legal/commercial framework and embraces a profound humane 
approach based on deep rooted empathy which makes sure the existence of customer 
loyalty from foreign banks, a massive effort must be made by nationalized banks and co-
op banks to transform all branch managers into the leadership mode. This is needed for 
their survival. Earlier is the better. 
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ANNEXURE-9 
RELATIONSHIP BANKING 
Relationship banking holds the key to beat competition in the emerging hanking 
scenario 
Relationship banking refers to striking a mutually beneficial and long term relationship 
not only with the existing customers but also with the potential ones. In the former case, 
it helps in retention of the customers (retention marketing) whereas in the latter case it 
helps in bringing new customers to the folds of the bank. 
Shrewd businessmen, the world over, have the practice of cultivating relationship with 
their customers for the promotion of their business. Relationship building leads to 
customer loyalty, which in turn, helps in retention of customers. Many bankers have 
resorted to this technique to attract and retain customers. In India too, many bankers, had 
successfully practiced this technique especially during the pre-nationalisation of banks. 
However, relationship banking, as it is known today, developed as a novel concept of 
marketing of financial services in India in the early 90s to beat competition in the 
emerging banking scenario. 
How does relationship-banking help in countering competition. Before answering this, let 
us examine first, the factors that fuelled competition in the banking scenario. The banking 
scenario in India started changing in the early 90s, with the onset of the process of 
liberalization. The entry of new private sector banks and more number of foreign banks 
was an important development that fuelled competition during this period. These banks 
equipped with new technology and blessed with less social banking constraints could 
redefine banking in India. The conventional products/services like saving a/c, current a/c, 
term deposits, working capital loans, term loans etc. were more customized and 
augmented by these banks. The range of products / services in the shelves of these banks 
are manifold viz. ATM, credit card, debit card, home banking intemiet banking 
differential lending rates, cash management products, custodial services, depository 
services, derivatives, demat service etc.. 
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Another important development that contributed to competition was the pressure to 
maintain the bottomUne. The thinning spread on account of the deregulation of interest 
rates in the 90s affected many banks. For a long time interest rates for deposits and 
advance were under the tight leash of Reserve Bank of India and banks were also 
comfortable with the 3-6-3 concept i.e. accepting deposit at 3%, lending at 6% and be 
home by 3.00 p.m. with spread 3%. This comfort was punctured when the onus of 
quoting interest rate on facilities was dropped on the shoulders of banks. As a result 
banks started vying with one another to quote competitive rates to attract customers. 
Needless to mention, the more the competition, the lesser is the spread. 
The progressive tightening of prudential norms viz. capital adequacy, NPA levels etc. the 
process of disintermediation (the corporate approaching the investing public directly 
without the mediation of banks) and the advent of NBFCs and mutual funds started 
putting brutal pressure on the bottomline of banks during this period. 
Many banks found themselves driven to wall. The only way to counter competition was 
to widen customer base and increase income. 
The more customers, more is the business. But the average customer of yesteryears was 
no longer existent. He has been replaced by a more aware, ever demanding and fastidious 
new customer who (s) hops around for the type of service he desires. He does not have to 
request, he can command; he does not have to stand in queue, he can relax at home. He is 
the typical "Indian bridegroom". He must be attracted, satisfied, pleased and made happy. 
Then only he is loyal. How to achieve this? Relationship banking holds the key. 
How does relationship banking get started? It just does not get triggered off all of a 
sudden. Conscious and continuous efforts on the part of the banker is a must for 
cultivating relationship banking with a customer, whether an individual or a corporate 
entity. The process of relationship banking follows five major steps: 
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i) Knowing thyself: This is an important prerequisite for relationship banking. The 
banker should have a thorough knowledge about his products and services. This helps the 
customer to develop confidence in his banker. 
While knowing about one's products, it is desirable to know about the products of one's 
competitors as well. This would enable the banker to plan his sales strategy more 
effectively. 
ii) Presenting thyself: Presenting thyself is as important as knowdng thyself. Banking is a 
service industry and service is identified with the person who meets it out. It is here, the 
customer first comes into contact. Not only his appearance, but also his attitude should be 
appealing to the customer. Proper dress code, immaculate surroundings, attractive interior 
decorations, ambience and courteous staff at the workstations are ways of presenting 
oneself to attract customers. 
"A thing of beauty is joy for ever (keats), so is a smiling face. The approach with a smile 
is the starting point of relationship. If the man behind the counter is able to create, 
cultivate, satisfy and continue a relationship with the customer, the latter becomes loyal 
to the service providing bank and will continue to patronize the bank. 
iii) Understanding the customer: This is the most important part of relationship 
banking. Customer is the pivotal point around whom the entire gamut of banking 
revolves. He always deserves a patient listening. No matter how he reacts, the banker 
should remain calm, composed and pleasant. Every customer deserves to be treated with 
respect. The best way to show respect (especially in India) is to stand up and greet a 
customer. 
"One man's meat is another man's poison, the adage goes. Each customer is different 
from another. Each has his ovra likes and dislikes. So there carmot be a universal 
approach that suits all individuals and all occasions. Customers, personal as well as 
commercial, seek to be treated not as targets but as individuals so that perception of the 
'the treatment I receive', is as important as 'the goods I buy'. Services are relationship 
and successful services are successful relationship. The building of relationship is the 
only way to increase business by retaining the existing and attracting new ones in this era 
of mounting competition. 
Some customers may have some ideas, concepts, principles, hobbies or something very 
dear to them. If the banker is able to understand and appreciate the same, relationship 
building is an easy task. If not able to appreciate, care should be taken, at least not to 
criticize, ridicule or depreciate what is dear to the customer. 
For instance, if the customer is a defence service personnel, say, a brigadier, address him 
by his rank. The individual would feel inflated. But a word of caution! Instead of 
addressing him 'Brigadier', if he is addressed 'Colonel', it is the banker's funeral. 
Similarly, NRIs the world over, especially, those in Middle East, nurse a very strong 
bond with their motherland. If the banker is successful in tickling his ego and make him 
feel important in his homeland, it can be rest assured that the customer is loyal. 
iv) Understanding and meeting the needs: Understanding the needs of the customer is 
an integral part of relationship building. The need of the customer gets revealed through 
conversation. Identification of common area of interest may help the banker to indulge 
the customer in conversation. This conversation would help the banker to understand the 
needs of the customer. 
The bankers' duty is not to display what he has. This is equivalent to 'tell selling'. What 
is required is 'ask selling'. Tell selling is similar to order taking in a restaurant. There is a 
lot of difference between a bearer of a restaiirant and a banker. The latter is expected to 
be more articulate and educated. He is expected to give expert advice to the customer. 
Once relationship is cultivated and the needs of the customer are ascertained, the banker 
can slowly start making suggestions regarding his products/services that can meet the 
needs of the customer. The banker should be very honest and sincere in his approach. 
Then only he can win the trust of the customer. 
Product development and technological adoption and upgradation are a must for meting 
out quality customer service. Banking has undergone a complete metamorphosis in the 
recent past due to technological innovation. The range of products/services in the shelves 
of technology driven banks is unbelievably large now. 
v) Follow up: Lastly, any amount of effort, canvassing a customer, would be set at 
naught if proper follow up is not done. Perhaps, this can be considered to be the single 
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major reason for the nationalized banks, especially SBI, losing customers. Correct name, 
full address, telephone number and other details viz. date of birth, names and details of 
family members etc. may be kept in the dossier for further follow up. Sending greeting 
cards on birthdays, festive occasions, calling on customers at frequent intervals, wishing 
them success or congratulating them etc. are techniques in cementing the relationship. 
No human being is infallible, and a banker is a human being. But what is required is the 
mind to realize the mistake and relent. Never indulge in augment with a customer even if 
the latter is at fault. If the banker has committed a mistake, admit it and aplogise for it. 
Mostly this would salvage the situation. In worst cases, this approach can at least assuage 
the feelings of customer, if not undo the damage. 
Some highly successful bankers go a step further in relationship building. They use the 
already existing strong relationship to cultivate and strengthen new ones. For example, 
these bankers would already be having strong relationships with bureaucrats in customs, 
police, judiciary, education dept., hospitals, schools etc. These bonds are used to help 
other customers like arranging for speedy customs clearance at airport/seaport, getting 
admission in good schools for children, getting preferential treatment in hospitals and so 
on. Needless to say that such help from bankers can prove stronger and lasting 
relationship. 
The advantages of relationship banking are manifold in the emerging banking scenario in 
India. Against the mounting competition, it works as a highly effective tool to widen the 
business opportunities through existing and potential clientele. 
The major advantage of relationship banking is that it helps in retention marketing i.e. 
retention of existing customers by multiplying business relationships with them. Cross 
selling of products is the best and easiest way for multiplying business relationships. For 
e.g. a bank can multiply its relationship with a savings bank account holder by cross 
selling products like ATM, Credit Card and overdraft, ATM and Credit Card, 24 hrs. 
banking ;whereas overdraft is a standby arrangement. 
Secondly, relationship banking helps in attracting new customers also. Generally new 
customers approach banks through three routes. Those brought in by existing satisfied 
customers, those walk in and those brought in by staff through concerted efforts. Each 
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type of customer needs deft handling. In all the above three cases, the aim should be to 
cultivate relationship, not to conclude sale of one product / service. It is here the concept 
of'soft selling' becomes more relevant. The idea is to slowly suggest to the customer the 
products / service of the bank after understanding his requirements. The approach should; 
be soft as distinguished from hard selling, normally resorted to by salesman of consumer 
goods. In the latter case the aim is to just conclude one sale and move on to the next 
customer. It is totally product oriented. As opposed to this, the focus of soft selling is not 
on what the seller can give the customer, but on what the customer needs. Soft selling 
takes care of not only the present but the ftiture also. This helps in relationship building. 
Thirdly, the concept of relationship banking envisages better relationship between 
employees leading to team spirit and a tension fi-ee atmosphere within the organistion. 
Needless to say, this contributes to better productivity. 
Relationship banking as a novel marketing technique has not yet been fiiUy assimilated in 
the Indian banking system. Barring the new private sector and foreign banks, majority of 
the banks, especially public sector banks (PSU Banks), have not yet started practicing 
this consciously. 
The success of foreign banks and new private sector banks should encourage the PSU 
Banks to introduce this technique in their branches. However, there are certain major 
issues that need to be addressed before this. 
Firstly, the deployment of manpower in PSU banks requires improvement. The edifice of 
relationship banking rests on the mindset and attitude of the person who metes out the 
service. Relationship building is an art and only talented and motivated people should be 
deployed for this. However, the often repeated complaints is that postings in PSU Banks 
are just a slot filling exercise resulting in a square peg sitting in a round hole. A detail 
profit of the personnel should be maintained and updated. This should be referred to 
whenever key postings are made. 
PSU banks require a jolt. Apart from testing candidates for their IQ (Intelligence 
Quotient), they must be tested for their EQ (Emotional Intelligence Quotient) as well. In a 
service industry where relationship building is very important, EQ has equal or even 
more relevance than IQ. 
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Training in PSU banks has been more of a skill imparting exercise. This should change. 
Participants should be given more training in relationship banking concepts. Techniques 
viz. ask selling, soft selling; cross selling should be taught with the help of case studies. 
PSU banks should evolve a system of rewarding monetarily and otherwise those who 
excel in the field of relationship banking. This would also plug the drainage of talented 
people from PSU banks. It is a known fact that majority of foreign and new private sector 
banks could thrive by poaching on PSU bank's human talent. Some of the best talents 
that left PSU banks carried along with them some of the best customers also. Thus they 
lost on two fronts. 
Lack of coordination between different entities within each group is another impediment 
in successfiiUy practicing relationship banking. For example a PSU bank will have 
different banking divisions or subsidiaries focusing on different target groups of 
customers. Cross-selling of products to these customers becomes easier and cost effective 
if there is fine co-ordination between the divisions/subsidiaries of the bank. 
All said and done, it must also be noted that all customers cannot get carried away by 
relationship cultivation by banks. Many customers look at relationship building on a deal 
to deal basis. Benefit from each deal is what they look for, while cultivating relationship. 
Such customers are highly demanding and fickle. Winning their loyalty is an uphill task. 
However, many banks especially the new generation banks, have been successfiil in 
wooing these customers not only through both product enhancement and making their 
products very competitive as well. Offers like gift vouchers, waiver of fee, home 
delivery, add on benefits etc. are introduced as product enhancements while offering 
various products at market competitive rates. Once a customer is "brought to the fold of 
the bank, the focus is on him and the banks try to cross sell as many products as possible 
to him. Thus, we see a savings account customer (of a new generation bank) getting 
offers of insurance, mutual ftinds, credit cards, home loans, auto loans etc. in no time. 
Lastly, a word of caution: Cultivation of relationship to serve organizational purpose is 
welcome. But relationship building cannot be pursued too far. The employee should 
know where to draw the line. In his over enthusiasm to cultivate relationship, he should 
not overdo it. In such cases, the organization's interest take a back eat 
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ANNEXURE-10 
KYC- "KNOW YOUR CUSTOMER" 
In 2002, banks were advised by Reserve Bank to follow certain 'KYC norms while 
opening accounts, with specific focus on verification and identity. These norms were also 
required to be applied to the existing accounts in a given time frame. With a view to 
adopting a risk-based approach and to mitigate the inconvenience to the common man, 
banks were initially advised to apply the new KYC norms only to those accounts where 
the annual credit or debit summation were Rs.lO lakhs or more or where the transactions 
in the account was of a suspicious nature. In a phased manner, all accounts (deposits, 
loans, lockers etc) are to be brought under 'KYC norms. Compliance of KYC norms, 
will not only prevent unscrupulous persons to take the benefits of banking ; but also the 
system will help bank to have a elaborate data base for customers and this will help bank 
make effective marketing strategy to increase customer satisfaction. 
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ANNEXURE-11 
SURVEY ON CUSTOMER SATISFACTION LEVEL IN BANKS 
Customer Ouestionnaire (CVEO-A) 
1. Name of the Customer (optional) 
Village/Street Block Dist 
Age: 
a) Less than 25 years 
b) 26-30 years 
c) 31-40 years 
d) 41-50 year 
e) 51-60 years 
f) Above 60 years 
3. Sex: a) Male 
b) Female 
4. Educational qualification 
a) Below secondary school level 
b) Secondary school level 
c) Graduate 
d) Post Graduate 
e) Professional 
5. Occupation 
a) Agriculture 
b) Business 
c) Govt, service 
d) Private Sector Employee 
e) Public Sector Employee 
f) Self- Employed 
g) Pensioner 
h) Others (Student, Priest etc.) 
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6. Status 
a) Resident 
b) Non-Resident 
7. Total Family Income per month 
a) Less than Rs.3000 
b) Rs.3001-Rs5000 
c) Rs.5001-Rs 10000 
d) Rsl0001-Rs.25000 
e) Above Rs. 25000 
8. Total Annual Sales turnover of the concem/firm/company 
a) Not Applicable 
b) Less than Rs.2 lacs 
c) Rs.2 lacs to Rs. 10 lacs 
d) Rs. 10 lacs to Rs.25 lacs 
e) Rs.25 lacs to Rs. 100 lacs 
f) Above Rs. 100 lacs 
9. Marital Status: a) Single 
b) Married 
10. If Married: Spouse Occupation: a) Employed 
b) Not Employed 
11. Started Banking since (in any Bank) 
a) Less than one year 
b) 1 years - 3 years 
c) 3 years - 5 years 
d) 5 years-10 years 
e) Above 10 years. 
12 Name of the Bank(s), where you are banking 
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13. Types of Banking Products/Services availed 
Deposits 
a)Saving Bank 
b)Current 
Account 
c) Term 
(Fixed) 
Deposit 
d)Flexi deposit 
Services 
a) Locker/Safe Custody 
b) 
Remittance(BC/MTArT) 
c) Collection of bills 
d) Credit card 
e) Pension 
f) ATM/ABB 
g) Standing instructions 
h)E-Banking 
i)Customer terminal 
j) Others (specify)* 
Advances/Loans 
a) Agricultural Loan 
b) Term Loan 
c) CC/OOn'OD 
d) Consumption Loan 
e) Clean Loan 
f) Home loan 
g) Auto loan 
h) Study loan 
i)) Foreign Currency 
Loan 
j) LG/LC/DPG 
k)Exports/Imports 
OOthers (Specify) 
* Insurance, Mutual Fund, Gold,Depository etc. 
Dep( 
14 
9sits 
Introduced by 
a) 
b) 
c) 
d) 
e) 
Staff 
Relatives 
Friends 
Documentary evidence* 
Government agency 
* (PAN, Election 1-Card, Driving licence) 
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15 Reason for opening account 
a) Savings 
b) Encashment of cheque/draft 
c) Collection of cheque / Remittances 
d) To avail loan/ other facility 
e) Pension 
f) Para-banking Services** 
** (Lie, Mutual fund. Gold coin. Health Insurance etc) 
16 Experience at the time of Opening of account 
a) Smooth 
b) Slightly delay 
c) Cumbersome 
17. The needed/required stationery viz. Account Opening 
Forms, Pay in slips, Chalans etc are available 
a) Easily 
b) Delayed 
18 On maturity of fixed (term) deposits, renewal notice received 
a) Promptly 
b) After due date of maturity 
c) Not received. 
19 Renewal of matured fixed (term) deposits done 
b) Automatically 
c) Promptly at my request 
d) After much delay 
LIX 
20 To be administered to NRI Customer only . 
Branch response to your requirements, queries: 
a) Highly satisfied 
b) Satisfied 
c) Dissatisfied 
21. The level of Satisfaction while transacting (with 
reference to deposits) 
a) Excellent 
b) Good 
c) Poor 
22 Iftheanswer i s 'c ' for the above question, the 
reason is:-
a) Counter Service 
b) Branch Management 
c) Branch overcrowded 
d) Others (specify) 
Services 
23 Aware of the facilities through 
a) Staff 
b) Friends /Relatives 
c) Existing customer 
d) Advertisement & Publicity 
e) Others (specify) 
24 Reason for choosing the Bank 
a) Speedy disposal 
b) Large Network 
c) Charges (rent, exchange, commission etc.) 
d) Proximity 
e) Existing customer 
LX 
25. Charges levied by the Bank for offering services 
a) Normal 
b) Slightly Higher 
c) Higher 
26 The overall level of Satisfaction, while transacting with 
reference to services 
a) Excellent 
b) Good 
c) Poor 
27 If the answer for the above is 'c', the reason is 
a) Counter Service 
b) Branch Management 
c) Branch overcrowded 
Loans 
28. Aware of the various loan schemes through 
a) Bank staff 
b) Friends and relatives 
c) Existing customers 
d) Advertisement and publicity 
e) Govt.Machinery 
29 Reason for choosing the Bank 
a) Easy procedure/formalities 
b) Proximity 
c) Existing customer 
d) Sponsorship 
30. The loan /request processed /sanctioned 
a) Quickly 
b) Slightly Delay 
c) Inordinate Delay 
LXl 
31. If the answer to the above is c or d reason: 
a) Non submission of required information 
b) Seeking piece meal Information by the Branch 
c) Indecisiveness on the part of the Branch 
d) Delay in Sanction by higher offices 
32. Request for loan/credit facility fully met 
a) As per my expectations 
b) Less than my expectations 
c) Far below my expectations. 
33. Interest rate charged by the bank 
a) Normal 
b) Slightly high 
c) Very High 
34. The Procedure for availing the loan 
a) Simple 
b) Time consuming 
c) Cvmibersome 
35. Will you continue to avail loan facility from the 
existing Bank 
a) Yes 
b) No 
36 If "No." Reason: 
a) Other banks are offering better terms/rates 
c) Cumbersome procedure 
c) Indifferent attitude of staff 
37 Level of Satisfaction while transacting with the 
Bank with reference to loans/advance 
a) Excellent 
b) Good 
c) Poor 
LXII 
38. Ifthe answer is'c' for the above question, 
the reason 
a) Interest rate 
b) Branch Overcrowded 
c) Undue delay 
d) Cumbersome formaHties 
General 
39 Level of computerization 
a) TBA/CBS 
b) ALPM 
c) Non-computerized 
40 Able to avail all the services at a single Counter, 
a) Yes 
b) NO 
41 Using ABB/ATM Services? 
a) Yes 
b) NO 
42 If 'yes', the ABB/ATM Services offered by the bank 
a) Excellent 
b) Good 
c) Average 
d) Poor 
43 On account of Computerization, the level of Customer satisfaction derived: 
a) Excellent 
b) Good 
c) Manual operation was better 
d) Does not make any difference 
LXlll 
44 Location and suitability of Branch. 
a) Good 
b) Not easily accessible 
c) Unsecured location 
d) Lack of parking facility 
45 Upkeep and Ambience of branch premises: 
a) Excellent 
b) Good 
c) Average 
d) Below average 
46 Suitability of Banking Hours 
a) Convenient 
b) Inconvenient 
47. Complaint Book/Suggestion Box 
a) Aware 
b) Unaware 
48. Are you aware of Bank conducting customers' meet 
periodically 
a) Aware 
b) Unaware 
49. If "yes" to above, are you attending 
a) Regularly 
b) Occasionally 
c) Never 
50. Whether the suggestions given in the 
'customers meet' are implemented:-
a) Fully 
b) Partly 
c) Never 
d) Cannot say 
LXIV 
51 Availability of amenities like drinking water, resting chairs, and writing 
table facility etc. 
a) Excellent 
b) Good 
c) Average 
d) Not available 
52 The number of Banking Holidays 
a) Too many 
b) Reasonable 
53 Suggestion for improvement/introduction of any product/ services that can be 
introduced by Bank (s) 
54 STAFF ABILITY AND ATTITUDE 
SUPERVISORY 
a) 
b) 
c) 
d) 
e) 
CLERICAL 
a) 
b) 
c) 
d) 
e) 
Approachable 
Understanding 
customer needs 
Willingness to listen 
Willingness to help 
Prompt service 
f 
Approachable 
Understanding 
customer needs 
Willingness to listen 
Willingness to help 
Prompt Service 
Excellent Good Poor 
Excellent Good Poor 
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55 Your overall rating of Customer service in bank. 
a) Excellent 
b) Good 
c) Poor 
56 Any other suggestion for improvement of Customer 
Service in general or with specific Bank 
Signature of the Respondent (optional) 
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ANNEXURE-12 
SURVEY ON CUSTOMER SATISFACTION LEVEL IN BANKS 
Staff Questionnaire fSVEO-B) 
1. Name (optional) 
2. Category of staff 
a) Branch Manager 
b) Officer 
c) Clerk 
3. Name of the Bank & Branch 
4(a) Size of Branch 
a) Exceptionally large 
b) Very Large 
c) Large 
d) Medium 
e) Small 
4(b) Classification of the Branch 
a) Rural 
b) Semi Urban 
c) Urban 
5. Total number of years of service in the Bank 
a) Less than 5 years 
b) 6-10 years 
c) 10-20 years 
d) More than 20 years 
LXVII 
What are the popular schemes/products in your branch? 
Deposit 
a) Saving 
b) Current Account 
c) Term Deposit 
Services 
a) Locker/Safe Custody 
b) Remittance (BC/MT/TT) 
c) Collection of Bill 
d) Credit Card 
e) Pension 
f) Others (specify)* 
g) ATM/ABB/intemet 
banking etc 
Advance 
a) Agriculture Loan 
b) Term Loan 
c) CC/OD/TOD 
d) Consumption loan 
e) Clean Loan 
f) Jewel Loan 
g) Home Loan 
h) Auto Loan 
i) Study Loan 
j) Foreign currency loan 
k) LG/LC/DPG 
1) Others** 
* - Mutual fund, LIC, Health insurance, gold coin sale etc. 
**- Consortium advance, syndication etc. 
7. In your opinion the customer chooses your branch mainly because of 
a) Proximity 
b) Speedy disposal 
c) Existing connection 
d) Staff Cooperation 
e) Service charges and interest rate 
f) Any other 
8. In your opinion the main reason for certain schemes not popular in your Bank 
is 
a) Does not meet Customer requirement 
b) Cumbersome Procedure 
c) No Customer Awareness 
d) Interest Rate/Charges are higher 
LXVIII 
9. Effect of customer service after computerisation. 
a) Excellent 
b) Good 
c) Poor 
10. Are staff meetings conducted regularly? 
a) Yes 
b) No 
11. If' No', the main reason is: 
a) Manager does not convene meetings 
b) Staff not interested 
c) Non-availability of time 
12 "Suggestions" made in the "staff meet" are implemented. 
a) Promptly 
b) Casually 
c) Not given due importance 
13. Are customer meetings conducted periodically? 
a) Yes 
b) No 
14. If 'No', the main reason is: 
a) Manager/staff are not prepared to meet the customer 
b) Customers do not attend 
c) Nonavailability of time 
15. Whether suggestions made in the "Customers' Meet" are implemented: 
a) Promptly 
b) Casually 
c) Never 
LXIX 
16. Do you feel," marketing of product & sei-vices" is necessary to improve the 
customers' satisfaction level of your branch: 
a) Yes 
b) No 
17. In your opinion, the level of customer satisfaction in your branch is: 
a) Excellent 
b) Very good 
c) Satisfactory 
d) Poor 
18. Do you feel, to improve level of customer satisfaction in your branch, the 
top management of your bank is: 
a) Very much concerned and supportive 
b) So-so 
c) Not concerned 
19. Do you feel "customer service" has direct relations to the Business 
growth/Profitability/NPA management of your branch: 
a) Yes 
b) No 
20. Other Banks within your command area (write only 3 names). 
21. Which bank's customer service is superior to yours: 
22. If so, please specify at least 3 main reasons of each bank 
23. Suggestions for improvement of "customers" satisfaction level in your branch. 
24. In order to meet the increasing expectation of customers', whether yoa' your staff 
have proper/adequate 
Yes No Can't say 
a) Skill 
LXX 
b) Attitude 
c) Knowledge 
d) Motivation 
e) Placement/postings 
f) Incentives 
25. Level of compliance in your branch on.... 
- NO 
- If "YES" please specify the "Level of compliance" 
upto25% 25-50 50-75 above75% 
a) Time norms for specialized 
business transaction 
b) Dishonoured instruments 
to be returned to customers 
within 24 hours 
c) Complaint/suggestion box/register 
d) Payment of interest @2% above SB interest 
for delay in collection of outstation cheques. 
e) Exchange of soiled and mutilated notes at 
the counter 
LXXI 
ANNEXURE-12 (A) 
(COVERING LETTER TO RESPONDENTS) 
Private and confidential 
Date: 
Dear Sir/Madam, 
Most humbly I wish to inform you that 1 am conducting research on "Customer 
Satisfaction Level in major Banks with special reference to Uttaranchal state". 
As a part of this research, I am collecting feedback/views/responses from various Bank 
officials and Customers of Uttaranchal state. 
It is my great pleasure to inform you that I have selected YOU as one of the respondents 
of the Questiormaires. I am sending herewith a set of Questionnaire to you and request to 
kindly complete the same in all aspects at your earliest. 
I assure you that your views/response will be kept strictly confidential and these will be 
used in statistical analysis for my research purpose only. 
Kindly send back the completed questionnaire to me in the self-addressed envelope 
(stamped) enclosed herewith. 
Your early action will be highly appreciated. 
Sincerely yours. 
(R.K.Mohanty) 
LXXIl 
ANNEXURE-13 
INTERVIEW SCHEDULE FOR TOP MANAGEMENT OF BANKS 
(The following issues are to be discussed with senior executives of various banks-
To ascertain their views, opinion, comments, problems, future plan, strategies) 
• Customers' grievances handling system 
• Staff members (all the three categories) are conversant with the various products and 
services 
• Customers awareness of your products and services 
• Marketing of products and services 
• Proper and adequate placement of staff at branches ,motivation, incentives 
• Product innovation and improvement 
• Proactive Role of trade unions 
• Computerization 
• Role of other administrative offices/controlling offices in between head office and 
branches 
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ANNEXURE-14 
LIST OF PUBLIC SECTOR BANKS 
SI .No Banks' Name 
Nationalized Banks 
1. Allahabad Bank 
2. Andhra Bank 
3. BankofBaroda 
4. Bank of India 
5. Bank of Maharashtra 
6. Canara Bank 
7. Central Bank of India 
8. Corporation Bank 
9. Dena Bank 
10. Indian Bank 
11. Indian Overseas Bank 
12. Oriental Bank of Commerce 
13. Punjab & Sind Bank 
14. Punjab National Bank 
15. Syndicate Bank 
16. United Commercial Bank 
17. Union Bank of India 
18. United Bank of India State Bank of India 
19. VijayaBank 
LXXIV 
State bank 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
group 
State Bank of India 
State Bank of Bikaner & Jaipur 
State Bank of Hyderabad 
State Bank of Indore 
State Bank of Mysore 
State Bank of Patiala 
State Bank of Saurashtra 
Sate Bank of Travancore 
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ANNEXURE-15 
LIST OF PRIVATE SECTOR BANKS 
SI .No Banks' Name 
Old Private Sector Banks 
1. Bank of Raj asthan Ltd. 
2. Catholic Syrian Bank Ltd. 
3. City Union Bank Ltd. 
4. Dhanalakshmi Bank Ltd. 
5. Development Credit Bank Ltd. 
6. Federal Bank Ltd. 
7. Ganesh Bank of Kurundwad Ltd. 
8. ING Vysya Bank Ltd. 
9. Jammu & Kashmir Bank Ltd. 
10. Kamataka Bank Ltd. 
11. Karur Vysya Bank Ltd. 
12. Lakshmi Vilas Bank Ltd. 
13. Lord Krishna Bank Ltd. 
14. Nainital Bank Ltd. 
15. Ratnakar Bank Ltd. 
16. Sangli Bank Ltd. 
17. SBI Commercial & International Bank Ltd. 
18. South Indian Bank Ltd. 
19. Tamilnad Mercantile Bank Ltd. 
New private sector banks 
20. Bank of Punjab Ltd. 
21. Centurion Bank Ltd. 
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22. 
23. 
24. 
25. 
26. 
27. 
28. 
Global Trust Bank Ltd. 
HDFC Bank Ltd. 
ICICI Bank Ltd. 
IDBI Bank Ltd. 
Indusind Bank Ltd. 
Kotak Mahindra Bank Ltd. 
UTI Bank Ltd. 
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ANNEXURE-16 
LIST OF FOREIGN BANKS OPERATING IN INDIA 
81 .No Banks' Name 
1. ABN Amro Bank N.V. 
2. Abu Dhabi Commercial Bank Ltd 
3. American Express Bank Ltd 
4. Arab Bangladesh Bank Ltd 
5. Bank International Indonesia 
6. Bank of America, N. A. 
7. Bank of Bahrain & Kuwait BSC 
8. The Bank of Nova Scotia 
9. The Bank of Tokyo- Mitsubishi Ltd 
10. Barclays Bank PLC 
11. BNPParibas 
12. Citibank N.A. 
13. Calyan Bank 
14. Deutsche Bank AG 
15. DBS Bank Ltd 
16. The Hong Kong & Shanghai Banking Corporation Ltd 
17. ING Bank N.V. (ING Barings) 
18. J. P. Morgan Chase Bank 
19. Krung Thai Bank Public Company Ltd 
20. Mashreq Bank PSC 
21. Mizho Corporate Bank Ltd 
22. Oman International Bank S.A.O.G. 
23. Societe Generale 
24. Sonali Bank 
25. Standard Chartered Bank 
26. State Bank of Mauritius Ltd 
27. Sumitomo Mitsui Banking Corporation 
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ANNEXURE-17 
UTTARANCHAL STATE 
DISTRICT WISE BANKING STATISTICS 
AS ON 30.09.2006 
(Amt in Rs. Crores) 
No. of Total 
Branches Deposits Advances CD. Business 
"^o. Name of the Dist R SU U M Total Ratio 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
Dehradun 
Uttarkashi 
Hardwar 
Tehri 
Pauri 
Chamoli 
Rudra Prayag 
TotalKumaon mandal 
Almora 
Begeshwar 
Pithoragarh 
Champawat 
Nainital 
U.S. Nagar 
Total Garhwal Mandal 
Grand Total 
60 
32 
44 
70 
89 
36 
26 
357 
69 
26 
56 
24 
62 
50 
287 
644 
33 
8 
37 
17 
28 
14 
0 
137 
26 
6 
9 
4 
23 
80 
148 
285 
115 
0 
48 
6 
0 
0 
0 
169 
0 
0 
0 
0 
30 
7 
37 
206 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
208 
40 
129 
93 
117 
50 
26 
663 
95 
32 
65 
28 
115 
137 
472 
1135 
10736 
401 
3330 
963 
1474 
606 
286 
17796 
1118 
307 
712 
328 
2048 
2090 
6603 
24399 
3976 
124 
2276 
239 
305 
144 
68 
7132 
262 
74 
211 
79 
784 
2425 
3835 
10967 
37 
31 
68 
25 
21 
24 
24 
40 
23 
24 
30 
24 
38 
116 
58 
45 
14712 
525 
5606 
1202 
1779 
750 
354 
24928 
1380 
381 
923 
407 
2832 
4515 
10438 
35366 
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ANNEXURE-18 
UTTARANCHAL STATE 
Sl.No. Name of banks 
1 State Bank of India 
2 Punjab National Bank 
3 Bank of Baroda 
A Total Lead Banks 
4 Oriental Bank of Com 
5 Union Bank of India 
6 Canara Bank 
7 Central Bank of India 
8 Punjab & Sind Ban 
9 Allahabad Bank 
10 UCOBank 
11 Indian Overseas Bank 
12 State Bank of Patiala 
13 Bank of India 
14 Syndicate Bank 
15 Vijaya Bank 
16 Corporation Bank 
17 Andhra Bank 
18 Indain Bank 
19 United Bank of India 
20 State Bank of B&J 
21 Bank of Maharashtra 
22 Dena Bank 
BANK WISE STATISTICS 
AS O N 30.09.2006 
Rural 
207 
77 
25 
309 
11 
9 
10 
5 
11 
3 
7 
6 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
su 
42 
31 
16 
89 
19 
13 
8 
9 
7 
10 
2 
6 
9 
5 
2 
1 
0 
0 
0 
0 
0 
0 
0 
(Amtin 
U 
21 
27 
10 
58 
5 
10 
7 
10 
7 
4 
6 
3 
3 
4 
9 
2 
3 
2 
2 
2 
1 
2 
1 
M 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
Rs. Crores) 
Total 
270 
135 
51 
456 
35 
32 
25 
24 
25 
17 
15 
15 
12 
10 
11 
3 
3 
2 
2 
2 
1 
2 
1 
Deposits 
8267 
4083 
1111 
13461 
866 
933 
522 
591 
415 
433 
266 
429 
123 
80 
276 
172 
40 
38 
87 
14 
26 
55 
49 
Advances 
4298 
1835 
485 
6618 
294 
252 
257 
180 
78 
202 
82 
89 
150 
31 
105 
33 
5 
8 
25 
15 
10 
5 
10 
CD 
Ratio 
52 
45 
44 
49 
34 
27 
49 
31 
19 
47 
31 
21 
122 
39 
38 
19 
13 
22 
28 
101 
37 
10 
19 
LXXX 
B 
C 
D 
E 
F 
G 
H 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
S.B.S. 
Total Non-Lead Banks 
Total N. Bank (A+B) 
Naintal Almora KGB 
U.G.B. 
U.P.G.B. 
Total RRB 
Co-operative Bank 
UPSGVB 
Total Cooperative 
Total (C+D+E) 
Nainital Bank 
UTIBank 
ICICI Bank 
HDFC Bank 
IDBI Bank 
Centurion Bank 
The J&K Bank Ltd. 
Fedral Bank Ltd. 
Indusind Bank 
Kamatak Bank 
BkofRajsthan 
Total Private Bank 
Total All Bank (F+G) 
0 
63 
372 
45 
94 
1 
140 
100 
20 
120 
632 
15 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
15 
647 
0 
91 
180 
12 
13 
0 
25 
55 
0 
55 
260 
21 
3 
0 
1 
0 
0 
0 
0 
0 
0 
0 
25 
285 
1 
84 
142 
1 
1 
0 
2 
43 
0 
43 
187 
2 
2 
3 
2 
16 
203 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
238 
694 
58 
108 
1 
167 
198 
20 
218 
1079 
38 
5 
3 
3 
56 
1135 
4 
5422 
18883 
313 
479 
4 
796 
2188 
0 
2188 
21867 
480 
258 
1346 
187 
75 
78 
20 
6 
59 
15 
8 
2532 
24399 
2 
1831 
8449 
157 
154 
2 
313 
975 
84 
1124 
9885 
281 
37 
688 
23 
2 
18 
15 
6 
4 
3 
5 
1082 
10967 
45 
34 
45 
50 
32 
47 
39 
45 
0 
51 
45 
59 
14 
51 
12 
3 
23 
78 
103 
6 
17 
66 
43 
45 
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ANNEXURE-19 
UTTARANCHAL STATE 
DISTRICTS COVERED BY THE SURVEY 
(Figures as on 30.09.2006 and amount in Rs. Crores) 
1 
2 
3 
4 
5 
6 
7 
Name of the Bank 
Dehradun 
Hardwar 
Tehri 
Pauri 
Kumaon mandal 
Almora 
Nainital 
U.S. Nagar 
Garhwal Mandal 
Grand Total 
No. of 
Branches 
R 
60 
44 
70 
89 
263 
69 
62 
50 
181 
444 
SU 
33 
37 
17 
28 
115 
26 
23 
80 
129 
244 
U 
115 
48 
6 
0 
169 
0 
30 
7 
37 
206 
M 
0 
0 
0 
0 
0 
0 
0 
0 
Total 
208 
129 
93 
117 
547 
95 
115 
137 
347 
894 
Deposits 
10736 
3330 
963 
1474 
16503 
1118 
2048 
2090 
5256 
21759 
Advances 
3976 
2276 
239 
305 
6796 
262 
784 
2425 
3471 
10267 
CD. 
Ratio 
37 
68 
25 
21 
41 
23 
38 
116 
66 
47 
Total 
Business 
14712 
5606 
1202 
1779 
23299 
1380 
2832 
4515 
8727 
32026 
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ANNEXURE-20 
UTTARANCHAL STATE 
BANKS COVERED BY THE SURVEY 
(Figures as on 30.09.2006 and amount in Rs. Crores) 
Sl.No. Name of banks 
1 State Bank of India 
2 Punjab National Bank 
3 BankofBaroda 
A Total Lead Banks 
4 Oriental Bank of Com 
5 Union Bank of India 
6 Punjab & Bind Ban 
7 Allahabad Bank 
8 Indian Overseas Bank 
Total Non-Lead 
B Banks 
Total N. Banks 
C (A+B) 
9 Naintal Almora KGB 
D Total RRB 
10 Nainital Bank 
E Total Private Banks 
Rural 
207 
77 
25 
309 
11 
9 
11 
3 
6 
40 
349 
45 
45 
15 
15 
SU 
42 
31 
16 
89 
19 
13 
7 
10 
6 
55 
144 
12 
12 
21 
21 
U 
21 
27 
10 
58 
5 
10 
7 
4 
3 
29 
87 
1 
1 
2 
2 
M 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
Total 
270 
135 
51 
456 
35 
32 
25 
17 
15 
124 
580 
58 
58 
38 
38 
Deposits 
8267 
4083 
nil 
13461 
866 
933 
415 
433 
429 
3076 
16537 
313 
313 
480 
480 
Advances 
4298 
1835 
485 
6618 
294 
252 
78 
202 
89 
915 
7533 
157 
157 
281 
281 
CD 
Ratio 
52 
45 
44 
49 
34 
27 
19 
47 
21 
30 
46 
50 
50 
59 
59 
Total All Banks 
(C+D+E) 409 177 90 0 676 17330 7971 46 
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